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AFF, Industrial 
Research Group 
Urged to Tie In 


Associated Business 
Publications Blasts at 
Steel Plant Seizure 


Hort Sprincs, Va., May 7—Mem- 
bers of the Associated Business 
Publications, holding their 27th an- 
nual spring conference here this 
week, heard from Edgar Kobak, 
new head of the Advertising Re- 
search Foundation, an expression 
of cooperation with the new Indus- 
trial Advertising Research Foun- 
dation, to which many business 
publishers have subscribed. 

Mr. Kobak pointed out that by 
working together the two research 


bodies can avoid duplication of ef-| 


fort, and assure best results to ad- | 
vertisers, agencies and publishers. | 
J. F. Apsey Jr., Black & Decker 
Co., president of the National In- 
dustrial Advertisers Assn., which 
sponsoring the new _ institute, 
is also a director of ARF. 


is 


@ Mr. Kobak emphasized the tri- 
partite system under which the 
ARF is now operating, and said 
that as a result of changes in its 
setup many magazines not pre- 
viously members have recently 


joined, and other important media | 


are expected to enter the organiza- 

tion in the near future. 
He also indicated some 

esting changes in policies, looking 


to an extension of research beyond | 


the conventional pattern. He said 
that readership studies alone do 
not provide all of the information 
advertisers need, and that the ARF 
is planning studies which will re- 


veal basic motivations and will 
guide advertisers in developing 
more effective appeals. 

Joseph A. Gerardi, McGraw- 


Hill Publishing Co., who is chair- 
man of the ABP legislation com- 
mittee, reassured the publishers re- 
garding the threat of restrictions 
(Continued on Page 145) 


inter- | 


Available Market Data Is Catalogued 


This is the fifth annual “Market Data Issue” of ADVERTISING 
Ace. Beginning on Page 33 and continuing uninterruptedly to 
Page 127 will be found a special section, featuring a description 
of more than 1,200 pieces of market data available from media, 
trade associations, and other sources. Convenient coupons for 
requesting this data are scattered through the section. Check 
through this wealth of material, write down the numbers of 
the items you want, and then use the handy coupons to request 
the data in which you are interested. 


After 84 Years, 
J. R. Watkins Co. 
Starts Advertising 


Winona, MINN., May 8—The J. 
R. Watkins Co., door-to-door seller 
of food and cosmetic products, is 


Can't Research the 
‘Really New.’ Jeuck 
Tells Marketers 


| Curicaco, May 8—Market re- 
}search is useless wherever really 
new business developments are in- 
volved, Prof. John Jeuck of the 
University of Chicago business 
school told members of the Ameri- 
can Marketing Assn. today. 

He added that in his opinion 
market research also is vastly 
overrated in general. 

“Too often,” he said, “market 
research is an unhappy combina- | 
tion of cook book statistics, a var- | 
iable number of interviews and 
numerical data as irrelevant as} 
they are definite.” 

To back his main thesis, Prof. | 
Jeuck listed the six most important | 
strides forward taken by manage-| 
ment since 1850 and pointed out! 
|that market research would un- 


| doubtedly have found, if it existed 
at the time, that such steps were 
impractical. 


® The six developments were: (1) 
packaging; branding and advertis- 
ing; (2) department stores, which 
started around 1860; (3) mail or- 
der merchandising, around the end 
of the 19th century; (4) chain 
stores; (5) supermarkets, and (6) 
suburban shopping centers. 

He pointed out that, while the 
last two developments had relied 
upon market research to decide 
when and where to locate, the 
original planners and developers 
had started with mere “hunches.” 

(Continued on Page 4) 


House Approves McGuire Bill to 
Set Up Iron-Clad Fair Trade Law 


WASHINGTON, May 8—The House 
thundered its approval of an iron- 
clad, fair trade, resale price main- 
tenance bill today in a 196-10 vote 
for the so-called McGuire Bill 
(H.R. 5767) requiring non-signers 
to abide by fair trade prices. 

The legislation faces a race 
against time in the Senate, which 
will be tied up with appropriations 
bills during much of the remainder 
of the session. 

Designed to set up an iron-clad 
fair trade system, the McGuire 
Bill: ny 

1. Permits states to have mini- 
mum resale and stipulated price 
laws. get 

2. Makes these laws binding on 
merchants, once the manufacturer 
or distributor signs a price agree- 
ment with any retailer in the state. 


3. Requires price maintenance 
in sales from one fair trade state 
to another. 

4. Prohibits dealers from non- 
fair trade states from offering or 
shipping fair trade goods at cut 
prices into fair trade areas. 


s During two days of debate, fair 
traders were in full control. Since 
few opponents appeared, fair 
traders benevolently doled out ex- 
tra time to Rep. Emanuel Celler 
(D., N. Y.), House judiciary com- 
mittee chairman, who bolted his 
committee majority, and opposed 
all fair trade proposals. 

The legislation was introduced 
after the Supreme Court issued 
two decisions which made state 
fair trade laws virtually unenforce- 

(Continued on Page 8) 


launching the first national ad 
campaign in its 84-year history. 
Believed to be the largest busi- 
ness of its kind in the world, Wat- 
kins handles a line running into 
the hundreds. The company has 
some 15,000 dealers who go from 
home to home or farm to farm sell- 
ing all kinds of food, soaps, per- 
fumes, flavoring, spices, coffee ex- 
tracts and many other items. 


‘The American 


Weekly’ Gets 
the New Look 


Space in May 11 Issue 


The Minneapolis office of Er- | 


Imports, Latin America, Moscow 
Dominate International Ad Meeting 


Advertising Improves 
in Latin America, Data 
Show; Much TV Planned 


New York, May 8—This city 
observed World Advertising Week 
today as more than 500 delegates 
attended the fourth International 
Advertising Convention at the Ho- 
tel Plaza. 

Delegates, a good share of them 
from Latin America, spent the day 
getting the latest information on 
overseas agencies, media and po- 
tentialities, with emphasis on the 
current situation in Latin America. 

Convention Chairman Jere Pat- 
terson, promotion manager of Life 
International, pointed up the need 
for more information and planning 


win, Wasey & Co. will handle the #5 the basis for more export ad- 


Worth Some $450,000; 
May Reverse a Trend 


campaign, which includes color | 
pages in national magazines and 


vertising action. 
Bona fide advertising agencies 


New York, May 9—At the age of 
56, The American Weekly, grand- 
daddy of the Sunday supplements, 
has gotten such a shot of hormones 
that its 9,500,000 readers will 
scarcely recognize the old gent 
this Sunday, May 11. 

The rejuvenated Weekly will 
boast smooth paper, a four-color 
cover for the 40-page book, the 
Dultgen process gravure, an 850- 
line page—and 16 pages of adver- 
tising (eight in full color) worth 
some $450,000. 


8 Ernest Heyn, former Macfadden 
editorial stalwart, is determined 
that the new weekly, which he now 
edits, will henceforth reflect “an- 
ticipatory editing.” It will give em- 
phasis to service features aimed at 


monthly space in farm  publica-| have come of age, said Luis G. Dil- 
tions. Insertions will be carried |10m, president of Dillon-Cousins & 


throughout the year in Look, Mc-| 
Call’s and The Saturday Evening | 
Post. 

| 
eL. W. Goldberg, Watkins ad 
manager for the past 20 years, 
said the national promotion is de- 
signed to do two things: make the 
reception of the Watkins dealer} 
more favorable and attract well} 
qualified men to apply for Wat-| 
kins dealerships. Theme of the 
campaign will be “Welcome Your 
Watkins Man.” 

To brief the Watkins sales force 
on the campaign, C. C. Currier, city 
sales manager, is making a 19,000- | 
mile trip through the U. S. and| 
Canada. On the schedule are 19 
meetings with Watkins distribu- 


tors, district sales managers and 
branch managers. 


the families getting the supple- 
(Continued on Page 145) 


Last Minute News Flashes 


Pedlar & Ryan Resigns Accounts; Camay to B&B 
New York, May 9—Thomas L. L. Ryan, president, Pedlar & Ryan, | 
will announce Monday his retirement from active management of the 


| 
| 


| agency, and the resignation of all accounts. He will keep the office 


open and may go into some other business, but expects his accounts 
and personnel to move elsewhere. Camay, P&G toilet soap which P&R | 
has had for 20 of its 27 years in the agency business, will move to} 
Benton & Bowles Oct. 1. 


Bayuk Breaks Newspaper Ads on Phillies 

PHILADELPHIA, May 9—Bayuk Cigars Inc., Philadelphia, broke 600- and 
800-line ads this week in 89 cities offering 25 new super mild Phillies 
free to people interviewed in the company’s recent street survey of cigar 
smokers. Ads carry a coupon for people who were interviewed to send 
in. The schedule calls for weekly ads through 1952. In addition, busi- 
ness papers and the Ellery Queen TV show over WJZ-TV, Wednesdays 
at 9 p.m., are being used to promote Phillies, Ellington & Co. is the 
agency. 


Contress Hair Coloring Will Bow May 19 


New York, May 9—Contress Fashion Color Streaks, a temporary 
hair-coloring, will be introduced with large space newspaper ads in 32 
cities May 19. Contress Inc. makes the product. It will be introduced 
by Macy’s, New York, and will be carried by leading department stores 
across the country, including the 78 Allied Stores, Jordan Marsh, Bos- 
ton, Marshall Field, Chicago, Famous-Barr, St. Louis, and the May Co. 
Shevlo Associates is the agency. 


Now You Can Buy Smell-less Pipe Tobacco 

New York, May 9—Lay down that foul and nauseous briar. There’s 
a new blend in the windows of the Wally Frank tobacco shops, New 
York. It’s called No. 248, it costs 20¢ an ounce, and it’s made with— 
chlorophyll. 


(Additional News Flashes on Page 149) 


Associates. There are approximate- 
ly 1,300 agencies doing business 
abroad with about 25,000 employes. 
In Latin America there are 300 


| locally operated agencies that bill 


about $80,000,000. Mr. Dillon gave 
a detailed analysis of how these 
agencies operate. 


@ Two speakers suggested in- 
creased imports as one of the best 
methods to increase exports. 

H. Harold Whitman, v.p. of the 
National City Bank of New York, 
and the principal speaker at the 
convention luncheon, said: “It be- 
comes quite clear that if we are 
to increase, or even maintain, our 
export level over the next few 
years, we must find a way to in- 
crease our imports substantially.” 
He labeled this as probably one of 
the world’s biggest problems. 

An earlier speaker, Vergil D. 
Reed, v.p. and associate director 
of research, J. Walter Thompson 
Co., made the same point, but was 
not too hopeful about the immedi- 

(Continued on Page 148) 


Hooper's Kenkel 
Quits to Direct 


Nielsen's Sales 


New York, May 9—There was 
a Macy’s-to-Gimbel’s type job 
shift this week when C. E. Hooper 
Inc.’s executive v.p. switched to 
A. C. Nielsen Co. 

Executive v.p. of Hooper since 
1944, Fred H. Kenkel resigned to 
direct the sales activities for the 
new Nielsen coverage service. Mr. 
Kenkel, who moves in with the 
title of v.p., will work out of the 
New York office. His assignment 
is to line up subscribers for the 
nationwide measurement of radio- 
TV station coverage now being 
made. First reports of this new 
service are expected by Septem- 
ber. 

Mr. Kenkel had been associated 
with Hooper since 1941. Before 
that he was radio and media di- 
rector of Gardner Advertising Co. 
He starts his duties with Nielsen 
immediately. 


ee ie ee + Me ee ke 
a 
' 7 OM a _ | 
' 
= __ —— 
ee : 
Be 
& ee ed - al aie : 
‘i 
< . 
4 
i 
B: 
a 
: 4 


course, have 
"Mgortant users 


Instalment Credit Still Increasing; 


$13.5 Billion Outstanding in 1951 


Cuicaco, May 7—Instalment 
credit outstanding has increased 
from $5.5 billion in 1940 to $13.5 
billion in 1951 and is still headed 
upward. 

A check of data prepared by the 
Federal Reserve Board and the 
American Finance Conference, as- 
sociation of independent auto sales 
credit companies, shows that the 
American people are buying a 
steadily increasing number of 
items on the instalment plan. 

Instalment credit today is being 
used to pay for Junior’s layette 
and cradle, the family’s culture, 
clothing, food and automobile, and 
even grandfather's funeral. 

The promotion man who once 
used credit as an added sales gim- 
mick now finds that if he is push- 
ing a product costing more than 
$50 (and many that cost less) he 
has to institute a sales credit plan. 


s Latest entries in the instalment 
sales field are the freezer and 
frozen food package deals in which 
the customer gets a freezer filled 
with: frozen food and pays for the 
entire package on the instalment 
plan. 

The durable goods industries, of 
been the most im- 
of the instalment 
@edit idea. Even a casual look 
aPound the average household will 
Provide convincing evidence of the 
importance of credit to the Ameri- 
Can consumer. 

Parked in the garage, or out 
front at the curb, is an automobile 


that probably was bought on cred- 
it. The Federal Reserve Board re- 
ports that 39% of the new cars 
purchased in 1951 were paid for 
on instalments. The board adds 
that the percentage actually is 
higher but that its method of re- 
porting durable goods statistics 
holds the figure down. 

The American Finance Confer- 
ence figures that 50% of the new 
cars and 57% of the used cars are | 
purchased on instalment credit. | 
The Federal Reserve Board, in- 
cidentally, heartily supports the 
used car figure. 


# The motorist who needs a new 
set of tires for that car frequently 
depends on sales credit to help 
him pay for them. Twenty-eight 
per cent of the sales of auto tires 
and accessories during 1951 were 
made on the instalment plan, ac- 
cording to the Federal Reserve 
Board. 

The Bureau of the Census re- 
ports that 96% of the dwelling 
units today have radios and that 
more than 80% have mechanical 
refrigerators, Forty-six per cent of 
the refrigerators purchased in 1951 
were paid for via instalments, ac- 
cording to the board. 

However, the method of report- 
ing durable goods statistics in- 
fluences the figure. William M. 
Martin, chairman of the board of 
governors of the Federal Reserve 
System, calculates that approxi- 
mately half of the $29 billion spent 

(Continued on Page 138) 


FM Inquiry Cost 
Less Than AM in 
Hearing Aid Test 


BirmincHam, May 7—The aver- 
age over-all cost of inquiries pulled 
by FM was 55% lower than that 
of AM, in a recent hearing aid 
rafliio spot campaign conducted by 
Zenith Radio Corp. 

Results in the nationwide cam- 
p@ign varied from area to area. 
Ig some, FM outpulled AM by a 
substantial margin; in others AM 
outpulled FM, but the cost per 
inquiry was lower for FM. In still 


others AM was ahead on both 
counts. 
Ted Leitzell, p.r. director of | 


Zenith, revealed the results of the 
campaign at a meeting of Ala- 
bama broadcasters here yesterday. 

Duplicate transcriptions ‘were 
prepared for broadcasters taking 
part in the AM vs. FM test, Mr. 
Leitzeil said. The only difference 
was in the identifying post office 
box number, 


es Some FM-only stations were 
used in the test. Stations that nor- 
mally duplicate their AM and FM 
were asked to separate their facili- 
ties, running a different keyed an- 
nouncement for each modulation. 

Many stations either could not 
or would not separate their facili- 
ties, so valid comparisons of AM 
vs. FM are possible only in lim- 
ited areas of the country, Mr. Leit- 
zell pointed out. 

In only one state (North Caro- 
lina) was full theoretical cover- 
age secured on both. Here FM 
pulled five times as many in- 
quiries as AM, and its cost per in- 
quiry was only 
the AM cost, he reported. 

Results from some other states 
were as follows: 

MICHIGAN—With full AM cov- 
erage, but FM coverage only in 
Grand Rapids and Detroit, FM out- 
pulled AM two-to-one, and AM’s 


one-seventeenth | 


cost per inquiry was eight times 
greater. 


8s WEST VIRGINIA—AM and FM 
returns were nearly identical, with 
only partial FM coverage, but AM 
inquiry cost was double that of 
FM. 

OHIO—With FM emanating only 
from Columbus, and AM theoreti- 
cally covering the state, FM’s cost 
per inquiry was 12% less than 
AM’s 

In Wisconsin and Alabama FM 
equalled or bettered AM’s cost per 
inquiry, despite the fact that AM 
leither equalled or outpulled FM 
jin number of inquiries. In Wash- 
ington, D. C., where AM and FM 
announcements were separated, 
| numerical returns for the two were 
about the same, but FM’s cost was 
only half of AM’s, Mr. Leitzell 
| said. 

No comparisons were possible 
for the major market cities of New 
York, Chicago, Boston, New Or- 
| leans, San Francisco or Los Ange- 
| les, he said, because in those cities 
| duplicating AM-FM broadcasters 
didn’t separate the announcements. 


Resigns Florists Account 

Gordon J, Weisbeck Inc., Buf- 
falo, has resigned the account of 
United Florists of Western New 
| York Inc. 


| 


| Reprints Available 


Detailed tabulations show- || 
ing the percentage of sales 
spent on advertising—1945- | 
48—in some 70 types of busi- 
nesses (AA, April 28) now 
are available in reprint form. 
The reprint also includes the 
analysis of the basic data 
and related information 
which appeared in the May 5 
issue of Advertising Age. 
Copies are 25¢ each, five for 
$1. Prices of larger quanti- 
ties on request. Address the 
Chicago office of Advertising 
Age. 


|v.p. of Grant & 


| ness operation. 
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AMERICAN VISCOSE \ CORPORATION 
Aarts — 
ame 


sE\C 
—— 
Laney 


EXCELLENT—This spread, which appeared in Daily News Record and Women’s Wear 

Daily a year ago, has been cited by the Art Directors Club of New York for ex- 

cellence in trade advertising. It was one of 350 ads selected from more than 8,000 

entries. Winning ads will be shown at the annual Art Directors Show, May 14-31. The 

American Viscose ad was prepared under direction of Charles W. Rice Jr., advertising 
manager, by Hirshon-Garfield. 


Donnelley Begins Huge Study to Learn 
Who Reads Phone Book Classified Pages 


Cuicaco, May 9—A mammoth 
continuing study is under way to 
find out how many people read 
the classified pages of telephone 
directories, 

At least 50,000 interviews will 
be conducted yearly. Twenty-five 
thousand have already been com- 
pleted. 

First results indicate that 
third of phone subscribers 
the classified pages weekly. | plier. 

The effort to find out the facts Donnelley spokesmen believe 
on “yellow page usage” has been | these figures will prove typical for 
launched by Reuben H. Donnelley | all areas once data are assembled 
Corp. Donnelley publishes or sells | later on IBM cards and averaged. 
space in Bell System phone books Mr. Harrington said that in time 
in Illinois, New York, Pennsyl-|“‘we hope to be able to tell all 
vania, Delaware, Maryland, Vir-|directory advertisers how many 
ginia, West Virginia, the District|times a year each heading in the 
of Columbia and the Cincinnati|book is referred to by shoppers 
area. and for precisely what purposes. 
We hope to be able to tell awning 
manufacturers, for example, that 
each month so many persons out 
of every thousand turn to the 
‘yellow pages’ and look up an 
awning maker and call him and 
talk to him about buying an awn- 
ing.” 


were interviewed the same month, 
are close to the Chicago figures. 
There, 52.4% referred to the clas- 
sified section the week before they 
were questioned; 68.9% used the 
section once a month or oftener; 
93.4% used it at least once yearly. 
Exactly one out of three had looked 
|for a new supplier the last time, 
one-|and 15.7% mentioned using the 
used | pages when talking to the sup- 


@ The survey is being made city 
by city. Dr. George H. Brown, pro- 
fessor of marketing, University of 
Chicago, set up plans for the study. 
Donnelley salesmen conduct the 
interviews with residential phone 
subscribers—doing it by phone, of 
course. 

D. L. Harrington, Donnelley 
president, said figures thus far col- 
lected have not been averaged. But 
results in two cities varying greatly 
in size and location show: 

In Chicago, 5,000 of 859,000 resi- 
dential phone subscribers were 
questioned last February. Of these, 
53.5% said they had used the 
“Red Book” in the past week. 
Seventy-eight per cent referred to 
it at least once a month, and 93.8% 
said they use it at least once a 
year. Also, 35.8% wanted to find 
a new supplier the last time they 
looked in the classified section. 
And 18.7% of the 5,000 reported 
that they mentioned the “yellow 
pages” when they talked to a sup- 
plier. 


® He pointed out that the inter- 
views by Donnelley salesmen have 
proved so potent a morale builder 
that use of these men in the sur- 
veys will continue year after year. 
“If a salesman talks to shoppers at 
random and nine out of ten tell 
him they use his medium, the ef- 
fect on him is wonderful,” Mr. 
Harrington said. 

Donnelley made usage studies in 
previous years, but not often. Al- 
so, questionnaires were devised on 
local basis by branch offices so 
that national figures could not be 
compiled. 

Last fall, Mr. Harrington re- 
tained Dr. Brown to set up a 
standard procedure to unearth data 
that would be statistically sound as 
well as useful on a national basis. 

Thus far, 18 markets have been 
covered. 


s Figures for Wilmington, Del., 
where 515 of 51,000 subscribers 


Grant & Wadsworth Promotes TjmeInc. Plans 
Nolan to Executive V.P. 2 
Spanish-Language 
Edition of ‘Life’ 

New YorK, May 7—Time Inc. 
will publish a foreign language 
magazine for the first time begin- 
ning in January when Life will 
publish a semi-monthly Spanish 
edition for Latin America. 

The Spanish edition will be sim- 
ilar to Life International, with edi- 
torial content taken from current 
issues of Life. A special editorial 
George Bijur Ad- | staff will be headed by Edward K. 
vertising and |Thompson, managing editor of 
Criterion Adver- James A. Nolan Life. Time-Life International’s 
tising. managing director, Edgar R. Baker, 

| will be the publishing head. 
Hotel Gorham Names Agency | First-year circulation is ex- 

Getschal & Richard, New York, | Pected to exceed 100,000. Adver- 
has been appointed advertising tising rates have not yet been an- 
agency by Hotel Gorham. nounced. 


James A. Nolan, who has spent 
| 30 years in advertising, merchan- 
has been 


dising and marketing, 
named executive 


Wadsworth, New 
York. 

He will super- 
vise all house ac- 
counts and han- 
dle the new busi- 


Mr. Nolan was 
formerly with 
Popular Science, 
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Ed Wynn Handled 
a New Commercial 
—About Ed Wynn 


New York, May 6—Ed Wynn, 
who has frequently presented 
somewhat unorthodox sales mes- 
sages for his sponsors—Pet Milk, 
Snow Crop and Kellogg—has act- 
ed out a commercial! for himself. 

The commercial for the vener- 


| able comedian, who is rounding out 
| his 50th year in show business, was 


one of the choice bits of NBC-TV’s 
“All Star Revue” last Saturday 
night. 

Burlesquing cigaret advertising, 
a medical man in surgical white 
asked viewers to try Ed Wynn for 
10 days. “If you're not satisfied, 
send back the unused portion and 
we will cheerfully refuse to accept 
it,” he continued. 

The “doctor” then called atten- 
tion to Ed Wynn—the milder co- 
median—and a smaller comedian 
standing in front of a graph. Wynn, 
he pointed out, is longer—‘“the only 
king-size comedian.” Wynn then 
removed the brim from his tall hat 
and added that he was cork-tipped. 


s A photograph was flashed on the 
screen to demonstrate the Ed 
Wynn “ingredients.” It showed tall 
corn in profusion. 

The scene shifted to a closeup 
of Wynn, with two phone numbers 
superimposed on his chest. The 
latter—a Siam exchange—the co- 
median explained, was for viewers 
in Asia. 

Wynn then introduced a vocal 
group which has just taken the 
blindfold comedian test. The sing- 
ers chanted the results in unison: 
“Ed Wynn is milder.” 


Old Hickory Runs 
Campaign Stressing 
Its Six-Year Age 


PHILADELPHIA, May 8—A cam- 
paign featuring the six-year age 
of Old Hickory straight bourbon 
whisky has been launched by Old 
Hickory Distilling Corp. 

Copy in the new campaign is 
designed to translate age advan- 
tage into taste advantage with 
“The EXTRA YEARS enhance 
the great Bourbon Taste of Old 
Hickory.” No other copy appears 
in the ad. 

Old Hickory’s age, character and 
tradition are stressed by the art 
treatment of the first ad, designed 
as a piece of rich-looking parch- 
ment that might have been handed 
down from the age of Andrew 
Jackson. The illustration is ac- 
tually from a woodcut of Andrew 
(Old Hickory) Jackson and old- 
style lettering is used for copy. 

The drive will run in newspa- 
pers throughout the country, and 
the same ad in full color will be 
used in nearly a dozen consumer 
magazines. Space up to 800 lines 
will be used in newspapers. 

Lloyd, Chester & Dillingham, 
New York, recently named agency 
on the account, will direct the 
campaign, their first for Publicker 
Industries. 


Starts Scuffy Jingle Contest 


K. J. Quinn & Co., Malden, Mass., 
maker of Scuffy shoe polish, is 
launching a jingle contest for its 
product. A schedule of 1,000-line 
insertions is being placed in 75 
newspapers in 30 markets through 
Ingalls-Miniter, Boston. First prize 
winners in each market will have 
a choice of a year’s supply of 
groceries or $1,000 in cash. Run- 
ners-up will receive Bulova wat- 
ches. 


Capewell Promotes Gordon 


Seery C. Gordon, who has been 
with the company for nine years, 
has been promoted to domestic 
sales manager for Capewell Mfg. 
Co., Hartford maker of pipe fit- 
ters’ tools, band and hack saws and 


| parachute hardware. 
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idvertising Age, May 12, 1952 


Lawyer Charges Television Advertiser Is 
Real Threat to Entertainment Standards 


Cuicaco, May 6—A Washington, 
D.C., lawyer said yesterday that 
it will be a sad day for the public 
if the television industry ever gains 
control of movie distribution. 

Robert L. Wright, special assist- | 
ant to the Attorney General from | 
1938 to 1949, predicted that if such 
a situation did develop, quality | 
Standards would be reduced to how | 
—_ soap a film might help to 
sell. 

Mr. Wright, who spoke at a Uni- 
versity of Chicago conference on 
the arts, publishing and the law, | 
supported theaters as the best out- | 
lets for exhibiting first-class films. | 


® He pointed out that, with thea- 
ters, film content can to some ex- 
tent be controlled by the willing- 
ness of the public to pay for what 
the producer offers. 

As for radio and television, Mr. 
Wright explained his position this 
way: 

“Broadcasting is today domi- 
nated by national networks which 
are comparable to the largest thea- 
ter circuits in terms of monopoly 
power. Although their monopoly 
power is subject to regulation by 
the FCC, the net effect of the com- 
mission’s network regulations has 
been, at most, to alleviate some 
of the more vicious uses of this 
power rather than to prevent its 
exercise. 

“The principal networks largely 
control access to the choice of time 
which is available to advertising 
markets. Their principal revenue 
comes from national advertisers. 

“In the radio and television field, 
the judgment of the advertiser and 
network is based on nothing more 
than a guess as to which program 
will sell the most merchandise. It 
is aided by listener surveys which 
at most indicate only the span of 
attention which a set owner is 
willing to give to one free program 
as against another. 

“The kind of market structure 
which prevails in the radio and 
television field has, in effect, im- 


Radio & TV Makers 
Draft a New Set 
of Practice Rules 


WASHINGTON, May 7—The radio 
and television manufacturing in- 
dustry will make another effort 
next month to agree on trade prac- 
tice rules rooting out questionable 
advertising and sales promotion 
practices. 

Industry members have asked 
the Federal Trade Commission for 
a conference on June 18 to take up 
a new draft of proposed rules cov- 
ering a long list of misleading 
practices, including phony price 
reductions. 

The new draft represents the 
third effort to agree on a set of 
rules dealing with bad merchan- 
dising practices which have 
cropped up as a result of “hard” 
selling in the postwar market. 

A conference on June 21, 1951, 
broke up after distributors lashed 
out at manufacturers for encourag- 
ing “destructive” price cutting. 


s The second meeting, in Septem- | 
ber, 1951, set off a spirited dis- 
cussion over “cheap” sets which 
are incapable of receiving good 
quality pictures. 

The industry’s new draft of the 
rules avoids the pricing and pic- 
ture quality issues, but deals in 
detail with ads that misrepresent | 
the qualities of radio and TV re-| 
ceivers. | 

Some of the rules deal with ads | 
which misrepresent the cost in- | 
volved in adapting a TV set to | 
color or ultra-high frequency 
broadcasts. Other rules forbid ads | 
which imply that a set is a cur- 
rent model if it isn’t. 


posed a network and advertising 
barrier between the producer of 
entertainment and the ultimate 
consumer.” 


@ Mr. Wright said it is “anyone's 
guess” whether the vast increase 
in TV outlets will make it more 
profitable for a film producer to 
sell his product to an advertiser 


as a merchandising aid rather than | 


to the public. 
“The one thing that seems cer- 
tain,” he added, “is that the pro- 


ducer cannot profitably sell a film | 
to the public through theaters and 


simultaneously let the advertisers 
give it away on television.” 

Mr. Wright also warned that TV 
control of motion pictures wouid 
bring “a far more stringent cen- 
sorship” because “no method has 
yet been devised for tuning out the 
child audience.” 


BOOK COVERS LAW ON 
SLANDER, PRIVACY, ETC. 

New York, May 6—With par- 
ticular reference to television, 
Samuel Spring has drawn together 
a fat collection of data on privacy, 
slander, libel, copyright and un- 
fair competition for the layman 
in the fields of publishing and en- 
tertainment. 

Mr. Spring’s book, “Risks and 
Rights in Publishing, Television, 
Radio, Motion Pictures, Advertis- 
ing and the Theater,” is divided 
into five main sections, They deal 
with (1) elements of the rights of 
privacy and the borderline be- 
tween entertainment and news; 
(2) defamation, including all the 
newer problems created by tele- 
vision; (3) problems of copyright 
—common law, statutory copy- 
right and international copyright; 
(4) recent enlargements of theories 
on unfair competition in the en- 
tertainment field, and (5) a sum- 
mary of related problems—obscen- 
ity and censorship, rights in ideas, 
monopoly restraints on organized 
artists. 


s The author was formerly a copy- 
right attorney for the Motion Pic- 
ture Producers & Distributors of 
America and served as counsel for 
RKO Pictures and First National 


Pictures. He is now practicing law | 


as a member of the New York 
firm of Spring & Eastman. 

The book has been published by 
W. W. Norton & Co., New York, 
and costs $7.50. 


Marchant Named Sales Head 


J. L. Marehant, distribution 
manager for Consolidated Dairy 
Products Co., Seattle manufacturer 
and distributor of Darigold prod- 
ucts, has been promoted te gen- 
eral sales manager. 


TOP PRIZE—This counter merchandiser de- 

signed and produced by Ketterlinus, 

Philadelphia, for Personal Products Corp., 

Milltown, N. J., won first award in No- 

tional Lithographers Assn.’s recent com- 
petition. 


CONGRATULATIONS—C. T. Lipscomb Jr 
sion of Lever Bros. Co., congratulates new 
just finished a training course. From left they are: Robert Benson, cooperative ad- 


vertising manager; William Dodenhoff, brand 
and Freeman Jackson, assistant national field supervisor. 


(right), president of the Pepsodent divi- 
members of his executive staff, who have 


Pp. hut 


for Pep 


Pp 


Now 39.8 Million U. S. 


WasHINGTON, May 7—The Bu- 
reau of the Census estimated to- 
day that a snapshot of U. S. family 
structures in April, 1951, would 
have revealed 39.8 million families | 
—an increase of 7.7 million from| 
1940. 

The statistic is one of hundreds | 
based on a sample survey. De- 
tailed tables are included in the 
bureau’s new publication “Marital 
Status and Household Characteris- 
tics: April, 1951.” The publication 
is available as Series p-20, No. 38. 

The census study estimated that 
close to half of all families had no 
children of their own under 18 
living with them. About a fifth 
had only one such child; 32% had 
at least two children of their own 
living with them. 


s Turning to changes in the popu- 
lation structure as a result of the 
high marriage rates of the past 
decade, the bureau reported the 
median age for first marriage for 
males had dropped to 22.6 years, | 
compared with 24.3 in 1940; for 


Families: Census 


females, to 20.4 years compared 
with 21.5. 

Among women, the proportion 
of single to married in the 20-to- 
24 age group fell from 47% in 1940 
to 31% in 1951. Although the fe- 
male population 14 and over had 
increased by 7,000,000 since 1940, 
the number of single females was 
3,000,000 less than it had been 21 
years earlier. 

The bureau estimated the pro- 
portion of single males over 14 
had dropped to 26%, from 35% in 
1940. 

According to the 1951 survey, 
1.7 million persons were separated 
because of marital discord. This 
was the first time the bureau had 
attempted to publish figures on 
separated persons on a national 
basis. 

The report said there are 900,- 
000 married women whose hus- 
bands were in the armed forces in 
April, 1951. Of these, 500,000 were 


| living with their husbands on or 


near the post at which they were 
stationed. 


FC&B’s Stolzoff Says 
Radio Is Too Healthy 
to Be Buried So Early 


Lou!IsviLLeE, May 9—J. S. Stolz- 
off, Foote, Cone & Belding account 
executive, told the Louisville Ad- 
vertising Club today that there is 
no such animal as “the best ad- 
vertising medium.” 

Mr. Stolzoff stated that each of 
the basic media—newspapers, 
magazines, radio and television— 
“does a certain job best.” He said 
that other ad weapons—billboards 
and even “old bums with sign- 
boards—all have a greater or less- 
er role.” 
| This statement of principles fol- 
lowed a vigorous attack by Mr. 
|Stolzoff against those who greet 
|TV as the death knell for radio. 


le While paying tribute to televi- 
| sion as the most powerful selling 
| tool “for some advertisers,” he de- 
nied that radio is anywhere near 
| dead. 

Mr. Stolzoff admitted that 
“nighttime radio has been hurt 
rather badly.” However, he said 
there are some big exceptions, such 
as WIND, Chicago; WNEW, New| 
York; WJBK, Detroit, and others 
which do “relatively low-cost news, 
music and sports programming 
during the evening hours.” 

But “what about daytime ra-| 
dio?” Mr. Stolzoff asked. He point- 
ed out that this field “is as strong 
|as it has ever been in the entire 


‘Best Ad Medium’ Doesn't Exist 


BBDO Elects Two V. P.s 


Carroll P. Newton and Robert E. 
Anderson have been elected v.p.s 
of Batten, Barton, Durstine & Os- 
born. Mr. Newton has been with 
the agency since 1930 and is chair- 


Robert E. Anderson 


Carroll P. Newton 


man of its radio and _ television 
plans board in New York. Mr. 
Anderson joined BBDO in 1936 
and is in charge of the agency’s 
Detroit office. 


PPG Promotes Thompson 

Joseph C. Thompson Jr., with 
the company since 1940, has been 
promoted to general paint man- 
ager in the merchandising division 
of Pittsburgh Plate Glass Co., 
Pittsburgh. He succeeds E. D. Peck, 
who recently was elected v.p. in 
charge of the paint and brush di- 
visions. 


Raymond Kane Elected V. P. 
Raymond P. Kane, director of 
purchases with headquarters at 
the Mineola, N. Y., plant, has 
been elected a v.p. of United States 


| (Continued on Page 150) 


Printing & Lithograph Co., Cin- 
cinnati. 


Iced Tea Can 
Dominate Next 
Summer: Thiele 


New York, May 6—‘We firmly 
believe that iced tea can well be- 
|}come the dominant product in the 
entire summer beverage business.” 

Edward M. Thiele, Leo Burnett 
Co, account executive for the Tea 
Council, said this as he outlined 
summer ad plans at the mid-year 
meeting May 1 of the Tea Assn. of 
the U.S.A. 

“Iced tea advertising this sum- 
mer,” Mr. Thiele said, “will be 
competing with some of America’s 
leading advertisers. Coca-Cola, 
Seven-Up, the beer industry, the 
dairy industry combine to make 
the summer market place for bev- 
erages a battleground of giants. 

“The tea industry cannot match 
dollars with these people. Our dol- 
lars must work harder. Iced tea 
advertising must compete with big 
advertisers in a big market. So 
big media were chosen to carry the 
iced tea story, namely, Life and 
24-sheet posters.” 


® Four-color, bleed pages will be 
used in Life, Mr. Thiele said, in 
the issues of June 9 and 30, July 
14 and Aug. 4. 

To supplement these ads, 24- 
sheet posters will be used in 34 
markets. In addition, Houston, New 
Orleans, Atlanta, Washington, Bir- 
mingham and Dallas will receive 
newspaper coverage. 

“Outdoor advertising,” Mr. 
Thiele said, “offers advantages for 
iced tea. Outdoor posters sell 18 
hours a day, seven days a week for 
62 days right through the best iced 
tea weather. Posters reach people 
on their way to shop, on the way 
home, just before meals and in be- 
tween meals. Our message will be 
exposed to each viewer an average 
of 21 times a month. Each of the 
market areas will receive a 100 
showing in July and a 50 showing 
in August.” 


@ Arthur (Red) Motley, publisher 
of Parade, told the tea merchants, 
“You fellows have a great oppor- 
tunity. I used to be a coffee drink- 
er. Now I drink tea in the morning. 
I never thought I'd like tea, but 
two years ago I went to England. 
There you have to drink tea. I 
found I liked it. Now I drink tea 
and serve it. What you must re- 
member is that appetites change 
and can be changed, The wonderful 
thing about this country,” he add- 
ed, “is that we're free, free to go 
out and compete with the biggest.” 

Carl Dipman, editor of Progres- 
sive Grocer, emphasized that there 
will always be a place in America 
for the small storekeeper. He urged 
Tea Assn. members to protect their 
brands, and to do everything legit- 
imately possible to prevent price 
wars. 


® Anthony Hyde, president of the 
Tea Bureau and vice-chairman of 
the Tea Council, read a report for 
Robert B. Smallwood, council 
chairman who is also president of 
Thomas J. Lipton Inc. Because of 
illness, Mr. Smallwood was unable 
to attend the meeting. 

“In the past two years,” Mr. 
Smallwood’s report said, “there has 
been an almost revolutionary 
change in the general climate of 
opinion about tea. Both restaurants 
and grocers are more aware of the 
sales and profit potential of tea 
'than they have ever been before.” 


| Opens Offices in Detroit 


X-Ray Visual Sales Method Inc., 
Chicago producer of printed sales 
| training and presentation material, 
;has opened Detroit offices in the 
jee Bldg. to service accounts in 
that area. 
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Can't Research the 
‘Really New,’ Jeuck 
Tells Marketers 


(Continued from Page 1) 

‘Anything really new,” he main- 
tained, “involves unknown quan- 
tities. Market research is effective- 
ly limited to what buyers can com- 
municate, and they cannot ac- 
curately communicate what they 
don't know. And if the project in 
question is really novel, it in- 
volves supplemental developments 
and processes that cannot be 
known.” 

Prof. Jeuck went on to criticize 
market research’s overrated role 
in business. 


@ Market research’s function, he 
said, is one of communication. It 
is the communication by the buyer 
to the manufacturer of what he 
wants and how much he is willing 
to pay. The market analyst's job is 
to “identify which segments of the 


market the firm ean exploit for its 
own benefit” and to help improve 
the degree of the exploitation of 
the market 

The tendency to over-evaluate 
the role of research, he maintained, 
is due to a basic sense of inferiority 
among the researchers 

The sense of inferiority grew 
out of the fact, he said, that today 
the scientist receives the most re- 
spect popularly and academically. 
This leads to a desire by the re- 
searcher to make his field “scien- 
tific.” 


@ One outcome, Prof. Jeuck de- 
clared, is that market research be- 
comes identified as the scientific 
method of marketing. Also, because 
the quantitative method has had 
such success in the natural sci- 
ences, the ideal is to apply the 
method more and more to market 
research. But the solution of mar- 


keting problems belongs to the 
skills and intuition of manage- 
ment. And research is only an ad- 


junct to management. 


Three Buy Time on NBC's 
‘Today’ Morning TV Show 

National Broadcasting Co.'s 
morning television show, “Today,” 
has picked up three more spen- 
sors. Bauer & Black division of 
Kendall Co., Chicago (through Leo 
Burnett Co.), has bought five- 
minute portions of the program on 
Tuesdays (7:15 a.m.) and Thurs- 
days (7:20 a.m.), effective June 17, 
for 16 weeks and eight weeks, re- 
spectively. Armour & Co., Chicago 
(via Foote, Cone & Belding), will 
sponsor the weather reports pre- 
sented four times daily, starting 
June 2, for 52 weeks. 

Kaiser-Frazer Sales Corp., Wil- 
low Run, Mich. (William H. Wein- 
traub & Co.), has picked up spon- 
sorship of 45 minutes a week (two 
five-minute segments every day 
except Tuesday, when it has one 
five-minute slot). 


Saratoga Appoints Bliss 

The Chamber of Commerce of 
Saratoga Springs, N. Y., has ap- 
pointed Ben B. Bliss Co., New 
York, to handle public relations 
and advertising. Resort sections of 
newspapers will be used. 
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“All the salesmen tell Tony how the Des Moines Sunday Register 
delivers a statewide market of 2'/2 million people!” 


If ever you've seen a market to make you talk your head off... 


in praise ... lowa is it! 


It's a wondrous land of 2!» million people with an annual 3'%4 
billion dollar readiness for buying. Nicely nested within its bor- 


ders are farm families world-famed for wealth . . 


. and town people 


who right along out-buy big Philadelphia, Cleveland or Boston. 
Makes a pretty prospect, doesn’t it? Now, behold how you can 


 - eee 


simply, surely and singly through the Des Moines 


Sunday Register. Every week it gets you the eyes of more than 
$00,000 of lowa’s top-spending families—town and country, 


everywhere in this golden state. 


It delivers a//-county coverage—dominates in 79 out of lowa’s 


99 counties with 50% to 100% family coverage . . 


. with 40% to 


49% coverage in 12 counties more—at least 21% in the few others! 
Imagine what the Des Moines Sunday Register can do for you! 


Milline rate is $1.86. 
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PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sundoy, $36,752 


THE Des MOINES REGISTER anv TRIBUNE 


Reoresented by: 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—lLos Angeles and San Francisco 


Advertising Age, May 12, 1952 


Delegates to the fourth International Ad Conference, most of them 
Latin Americans, concentrated their energies on the need for more 
imports, the future of TV and radio in South America and trade dif- 
ficulties with Soviet countries 

A. C. Nielsen Co.’s new coverage service has a new sales head with good 
experience—C. E. Hooper’s executive v.p., Fred Kenkel ....Page 1 

First results of Reuben H. Donnelley Corp.’s mammoth study to de- 
termine how many people read the classified pages of the phone 
book indicate that one-third of phone subscribers use the pages 
weekly 

Zenith Radio Corp. reports that the cost of hearing aid inquiries pulled 
by FM radio averaged 55% lower than the cost of inquiries on AM. 
Although the over-all cost of FM inquiries was less than AM in- 
quiries, results varied widely from region to region 

Radio isn’t dead yet, according to a Foote, Cone & Belding account 
exec, and furthermore there’s no such thing as the “best ad medi- 
WS cigs roan deka suka aciie eke sctueie tice doe Maa Rads.oainmaanete Page 3 

J. Walter Thompson Co.’s Arno Johnson, who has consistently main- 
tained that a higher U.S. standard of living is possible, says that 
consumers hold the key to our economic future. Recession or con- 
tinued economic expansion, he says in his annual forecast, depends 
TRS 5 oss. dic ded ive Rok ha en Be ease eae ee Page 33 

Americans drank about one glass of beer apiece each day last year, 
somewhat below 1950 consumption, and fewer brewers produced it, 
according to an American Brewer survey .............. Page 134 

Sixteen winning cartons in the Folding Paper Box Assn.’s annual 
contest are pictured on 

A few key interviews instead of a lot of complicated tabulations are 
the best technique for gathering market data, or so says Allan Wil- 
Sei, TUG THEE SO GUI oo o's ocd ssc cccsbisccecsessd Page 144 

Retail advertising, says Clyde O. Bedell, has been borne by department 
stores instead of bearing them up—and this had better change in 


ae SE I 0 I hv ccc cc dedivecesvasesavecvasn Page 151 
REGULAR FEATURES 

Advertising Market Place ...142 I og aed none 128, 149 
Along Media Path .......... 142 Photographic Review ....... 132 
Coming Conventions ........ 135 TO ID ong nik cs cevcces 12 
Department Store Sales ..... 141 This Week in Washington .. .139 
EEE ar rae 12 Voice of the Advertiser ...... 130 
Getting Personal ......... 16 What They’re Saying ........ 12 
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"This is the size we pack for the 
Growing Greensboro Market!" 


GOT BIG SALES IDEAS? .. . You can make ’em produce in 
North Carolina’s Growing Greensboro Market—12 bustling, 
prosperous counties in the heart of the South’s Leading State! 
. . . Here are some reasons why: population, 670,141—1/6 of 
the state’s total; retail sales, $422-million annually—1/5 of 
the state’s total; food sales, $90-million annually—1/5 of the 
state’s total; buying power, over $600-million annually . . . To 
make the most of this major North Carolina market, use the 
100,000 daily salesmen of the GREENSBORO NEWS and 
RECORD... 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolina! 


Bureau of Census Figures 


Greensboro s —/-h 
News and Keon! Giz? 
GREENSBORO, NORTH CAROLINA + , 


Represented Nationally by Jann & Kelley, Inc. 
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16th of a Series 


Here's how we know 


Quality Buys Quantit . 
Once you know what people buy, it’s easy to pick out your best customers. . . 
they're the people who buy the most of what you sell—the Quality Market. 


In New York, the Quality Market IS the Herald Tribune. 
You can find out why—in terms of buying—through the Herald Tribune 
Continuing Home Study...a uniquely complete readers’ study. No other newspaper 
Me has anything so comprehensive. 


The Home Study makes it evident why New York's best customers are to be 
found in the Herald Tribune Quality Market . . . gives detailed data 

on readers’ unusually high incomes, impressive ownership of securities 
and property, exceptionally large savings . . . supplies facts 

about how they live, what they own and buy, how they spend leisure hours... 
shows high product consumption and ownership (indicating an important 
replacement market). The Home Study provides you with exclusive and 
exceptional details on a FIVE BILLION dollar market! 


PROS: pene niche 


Especially important in the Home Study are the expenditure charts. They 
indicate that family expenditures for certain commodities often rise 
in proportion to income. Analysis shows that in the case of Herald Tribune 4 
readers this rise in dollar expenditure is not solely because they buy 
higher priced items but because they buy more items. : 
In other words—Quality Buys Quantity ... at all price levels! 


The latest Herald Tribune Home Study 

is the sixth edition of a series of Continuing 

Home Studies which began in 1938. The 

current edition is based on 4,000 questionnaires 
that contain 250 questions, divided 

into 38 topical groups. (The questionnaires 

are kept in the same ratio as 

Herald Tribune city and suburban circulation.) 

Few non-governmental consumer surveys 
cover so wide a scope of factual information, 

much of which is available nowhere else. 


_ The 

(Continuing Study of 
New York's 

Best Market 


Ask to see the Herald Tribune Continuing Home Study... 
and four fact-filled supplements on Alcoholic Beverages, Toiletries, 
Drugs, and Household Equipment. .. they mean better business for you! 


NEW YORK 


| Herald Tribune oo oe 
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Bulova Drives in Canada 

Canadian Bulova Watch Co., 
Toronto, is launching a _ special 
promotion May 22 to introduce its 
2i-jewel President watch. The 
company will use one-minute spot 
announcements over the “Red 
Skelton Radio Show,” which is 
aired on all 154 Canadian radio 
stations. The company claims this 
is the first time any advertiser 
has used every Canadian radio 
station as part of one campaign. 
MacLaren Advertising, Toronto, is 
the agency. 


Appoinis Wehner Advertising 


Wehner Advertising Service, 
Newark, has been appointed to 
handle advertising and market- 


ing for Thomas Mechanical Colla- 
ter Corp., New York maker of 
paper gathering equipment 


Agency Finds Watery Solution to Problem 
of Illustrating New Air Express Campaign 


New York, May 6—Robert W. 
Orr & Associates faced a tough 
problem last March when it start- 
ed to execute an ad for the Air 
Express division of Railway Ex- 
press Agency. 

The copy theme selected by Air 
Express harks back to the intro- 
duction of ball point pens which 
could write under water. The in- 
stant and widespread demand for 
the pens made it necessary for the 
manufacturer to deliver more than 
1,000,000 to every part of the coun- 
try in a matter of days. He turned 
to Air Express to do the job, and 
“Air Express helped create a mil- 


lion-dollar business almost over- 
night.” 

Obviously, reasoned the agency, 
a picture of a man signing a paper 
under water was needed to illus- 
trate the ad, and the trouble began. 


® In the first place, a suitable tank 
couldn’t be found until one was 
unearthed in a theatrical ware- 
house. The 2x3x5’ container, made 
of lucite, couldn’t be moved, how- 
ever, because it was uninsured, and 
the owner demanded $5,000 worth 
of coverage before he would per- 
mit its removal. Consequently, the 
picture had to be taken in the 


warehouse. 


The next stumbling block was 
filling the tank. No hose was long 
enough to reach it so a bucket 
brigade was formed. To complicate 
this maneuver, the water had to be 
at least warm enough to keep the 


model from freezing to death. 
After some searching, the agency 
found a model willing to get 
dunked and with an additional 
qualification—he boasts a record 
for holding his breath under water. 
George Myers, the model, climbed 
dutifully into the tank and then 
learned, when they joined him, 
that he was to share the tank with 
a motley collection of goldfish and 
seaweed to add to the atmosphere. 


|@ Milton Greene, the photographer, 


o.SOGLOW 


CULTIVATION DeLUXE. There’s a rich harvest of information in THE NEW YORKER’S 


newest market study for quality goods. It covers the key markets and their 


individual sales potentials. It simplifies selling quality in quantity in the 


richest markets of the United States... where 


THE NEW YORKER concentrates 80% of its U.S. 


‘No. 25 WEST 


THE 


NEW YORKER 


43ap STREET 


NEW YORK, 36, N. Y. 


circulation. You may obtain a copy of this 


study by writing us on vour business stationery. 


SELLS QUALITY 


IN QUANTITY 


Advertising Age, May 12, 1952 


was hampered by shafts of unruly 
sunlight and a collection of curious 
New Yorkers who wanted to find 
out what was going on. The model 
couldn’t hear the instructions the 
photographer was bellowing and 
had to come up to get them. The 
natural bubbles formed in the tank 
weren’t photogenic and two tubes 
of Alka Seltzer had to be added 
to the concoction to perk it up. 
By the time this production was 
completed, Mr. Myers had been 
bobbing around in the tank for 30 
minutes and the passers-by were 


5 


Mk PRESS 


are pmame rower 


more incredulous than ever. But 
the resulting photo was good, and 
needed only a minimum of re- 
touching before being fitted into 
the Air Express ad which will ap- 
pear in 19 publications next month. 


® George H. Guinan, the account 
exec; Rupert Witalis, art director, 
and Henry Slesar, copy chief, are 
the Robert W. Orr & Associates 
employes who engineered the op- 
eration. They’re glad it’s over, but 
feel they’ve come up with an ar- 
jresting ad, 

| It will run in ADVERTISING AGE, 
American Machinist, Box Office, 
Broadcasting-Telecasting, Bur- 
roughs Clearing House, Depart- 
|ment Store Economist, Drug Trade 
|News, Electronics, Factory Man- 
agement & Maintenance, Industrial 
Distribution, Motor, Motor Age, 
Purchasing, Sales Management, 
Traffic World, Women’s Wear Dai- 
ly and in Business Week, News- 
week and Time. 


Details of Coy-Time Inc. 
KOB Purchase Are Released 


According to the data contained 
in the Wayne Coy and Time Inc. 
application to the FCC for the 
purchase of KOB, Albuquerque 
(AA, March 10), Mr. Coy will pay 
$75,000 to get 50% ownership of 
the radio-TV station. Total pur- 
chase price is $900,000, of which 
$300,000 is net quick assets. All 
fixed assets of KOB, including the 
land but not the TV building, will 
be transferred to Michigan Square 
Building Co., a Time Inc. subsidi- 
ary. Actual worth of the station 
without the fixed assets will be 
| $150,000. 
| Mr. Coy wiil sign an eight-year 
|contract as general manager of 
| KOB at a salary of $26,000 a year. 

In addition, he will receive $24,000 
a year as radio-TV consultant to 
| Time Inc. 


| Sears Promotes Choyce 


| Clarence C. Choyce has been 
|promoted to national retail mer- 
|chandising manager of Sears, Roe- 
|buck & Co., Chicago, to succeed 
Lucien E. Oliver, recently ap- 
| pointed president of Henry Rose 
| Stores Inc., a Sears affiliate (AA, 
| May 5). Mr. Choyce, who has been 
merchandiser of hard lines and 
major appliances, has been with 
Sears since 1929. Thomas L. 
| Barnes has been advanced to na- 
tional merchandiser of major ap- 
pliances and Anthony A. Lauria 
to national merchandiser of hard 
lines. 


| Special Libraries Assn. Meets 

The Special Libraries Assn. will 
hold its 43rd annual convention at 
the Hotel Statler, New York, May 
26-29. 
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All tennis players wear pants . . . and what’s 
the difference if you add a bit of lace? 
Just this—a promotion idea that 


is truly great . . . produces sensational results. 
Likewise . . . practically every advertiser uses advertising 
at the point of sale . . . but of the many displays that go to market, 
only occasional ones are endowed with great selling ideas . . . ideas 
that win a product top attention at the retail outlet. 
When it comes to creating advertising at the point of sale, our 
nationwide organization has produced far more than its share 
of sensational selling ideas. Perhaps it’s because we 
specialize in advertising at the point of sale . . 
and are content with nothing but the best. 
Let us show how we can put that extra trimming of 
real sales punch in your advertising at the point of sale. 


WRITE NOW for idea kit of point-of-sale ideas that 
rc click! Chicago Show Printing Co., 2640 N. Kildare, Chicago 39; 
NI ) Mennatend 400 Madison Ave., New York 17. 


CHICAGO 
SHOW 


PRINTING COMPANY 
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+ Lithographed displays for ind and outd use 


* ae 
* Cardboard Displays * Cloth and Kanvet Fiber Banners and Pennants + Mystik® Self-Stik Labels 
* Animated at * Mystik® Self-Stik Displays * Econo Truck Signs Huvertising a t the POINT-OF Sad SALE 


* Stanzall Outdoor Signs * Mystik® Can and Bottle Holders * Booklets and Folders 
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weekly, based on four cities. It is 
now being issued every other week, 
showing a compilation of adver- 
tised deals—both national and re- 
tail—for the preceding week. The 
current report describes about 50 
deals advertised in the Philadel- 
phia Bulletin, Dayton News, Tampa 
Tribune, Charlotte Observer, and 
the Register-Guard, Eugene, Ore. 
Other papers represented by the 
organization will appear from time 
to time, on a rotating basis. 

Included is the name of the 
product or retail store, the date on 
which the offer appeared, space 
used, and a brief description of the 
offer itself. 


Representative 
Issues Bi-weekly 
Grocery Deal List 


Curcaco, May 8—Sawyer-Fer- 
guson-Walker Co., newspaper rep- 
resentative, has begun publication 
of a bi-weekly report of grocery 
deals in markets where the firm 
represents newspapers 

The report is a mimeographed 
summary of special offers, deals, 
premiums, etc., advertised in the 
newspapers represented by SFW, 
and is mailed to the organization's 
grocery list. 

Originally the report was issued 


Curtis Promotes Partain 

Lloyd E. Partain, commercial 
research manager for Curtis Pub- 
lishing Co., Philadelphia, has been 
promoted to the new post of farm 
market director for Country Gen- 
tleman. He will interpret farm 
market developments for business 
and industry 


5109 Replies to a 21 Line Ad 


an 149” ad placed at end of 1947 on 
$45 lathe produced results every year 
11 replies up to March 1952. 5109 
replies to date! 


“That Flew Wott o 


Leo F. Bott, Jr, 64 E. Jackson, Chicago 


| 


ordinarily goes to the House judi- 
ciary committee, the McGuire Bill 
was drafted in a way which en- 
abled the interstate commerce 
committee to take jurisdiction, 
thus by-passing Rep. Celler. 

The maneuver set off a juris- 
dictional fight in the House, which 
cost fair traders several precious 
weeks. 


House Approves 
Fair Trade Bill 
in Stormy Meet 


(Continued from Page 1) 


able, and set off an ostentatious @ Despite his opposition to fair 


price war, particularly in New trade, Rep. Celler cooperated with 
| York City. the judiciary committee members 

sympathetic to the idea. As it met 
\@ In its so-called “Schwegman” this week, the House also con- 


sidered, but shouted down, 111-12, 
the judiciary committee's so-called 
“Keogh Bill.” 

The Keogh Bill (H.R. 6925) was 
less comprehensive than the Mc- 
Guire Bill. While it legalized mini- 
mum resale prices, it did not per- 
mit stipulated prices, nor did it 
prohibit cut price sales from non- 
fair trade areas into fair trade 
areas. 

During the debate on fair trade, 


decision the Supreme Court ruled 
that the federal Fair Trade En- 
abling Act, known as the Miller- 
Tydings Amendment, did not con- 
template that non-signers would be 
required to abide by fair trade 
prices. 

Shortly afterward, the court held 
in the “Wentling Case” that state 
fair trade laws could not apply to 
interstate transactions. 


Though anti-trust legislation 


“a 
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Easy Does It 
Schenley Symbol 


0) 


Busy Board 


wiper 


Oo In the tenth annual industrial advertising competition 
Associated Business Publications, BBDO 
clients won eight of 24 awards —more than clients of any 


sponsored by 


other agency. A first award and award of merit went to 
U.S. Steel. Awards of merit went to Koppers Co., Ine., and 
Pittsburgh Plate Glass Co. Two awards of merit each were 
won by Armstrong Cork Company and Du Pont. 


3) Not one— but two— campaigns are being used to launch 
Schenley’s new “selling symbol.” The hourglass represents 
“Nature's unhurried goodness.” To it is added a red “S” 
for “Sehenley’s unmatched skill.” Together, they equal the 
best-tasting whiskey in ages. The first campaign tells whiskey 
drinkers that the product is the best-tasting whiskey in ages; 
the second tells what Schenley does to make it that way. 


, a 


@ irs easy for Easy to keep Spindrier sales up with big 
newspaper advertisements like this featuring local dealers’ 
names in big-sized type. Prepared by BBDO Buffalo, the 
nationwide campaign has appeared monthly for more than 
three years—and has helped put Easy in first position 
among conventional washer advertisers and second among 
ill washer advertisers in 81 major markets. 


Q Some people might not think of a 24-sheet poster 
as being a flexible medium. However, De Soto uses this one 
not only to promote its new Fire Dome V-8, but also to 
remind motorists of its most famous salesman, Groucho 
Marx, whose program, You Bet Your Life, is presented on 
radio and_ television every week by De Soto-Plymouth 
dealers of America. De Soto is a client of BBDO Detroit. 
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MINE APOLES LOS ANGELES + DETROIT 
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sponsors contended that it pro- 
tected the small merchants from 
“price jugglers” who lure con- 
sumers into their shops by using 
nationally advertised products as 
“bait.” 


® Rep. Clarence Brown (R., O.) 
argued that consumers who feel 
nationally advertised brands are 
too expensive have ample oppor- 
tunity to buy private brands. 

“To imply that the consumer, 
under the alleged spell of national 
advertising, will buy products at 
prices she considers too high, not 
just once but over and over, when 
alternatives do exist, is to indict 
the good sense and intelligence of 
the American public,” he declared. 

Rep. Brown said “there is noth- 
ing sacred about nationally adver- 
tised brands as such, or private 
brands. They must both compete 
with each other for the consumer's 
dollar in terms of value and price.” 

He denied that advertising 
makes nationally distributed prod- 
ucts more costly than private 
brands. 


s “With the revolutionary growth 
of giant retailing, the distinction 
between the national brand and 
the private brand is fast disappear- 
ing so far as advertising is con- 
cerned,” he said. He pointed out 
that A&P spent $30,000,000 in 
newspaper advertising alone for 
its private brands in 1951; and that 
Sears, Roebuck & Co. promoted its 
private brands with $50,000,000 of 
newspaper advertising. 

Turning to the loss-leader argu- 
ment, he explained: 

“Because nationally advertised 
brands are identified by the manu- 
facturer’s trademark or brand 
name, they can be sold on his repu- 
tation to millions of customers. 
The national brand, therefore, is 
the stock in trade, the bread and 
butter, of the smaller retailers 
who do not have the capital re- 
sources for promotion of private 
brands as giant retailers do. 


@ Rep. Celler charged that the 
House members were being fright- 
ened into voting for fair trade by 
organized druggists. Contending 
that the bill would cost consumers 
“billions,” he complained that “the 
consumer has not been repre- 
sented.” 

“I was told by the National Assn. 
of Retail Druggists that if I would 
continue my opposition to these 
bills I would feel their venom and 
sting,” Rep. Celler said. “Every 
time I ran they sought to organize 
against me, but the voters of my 
district know better. They elected 
me every time by greater plurali- 
ties.” 

Rep. Celler said “many” mem- 
bers of the House have indicated 
opposition to the bills, but will vote 
for them. “What are we, men or 
mice?” he asked. 


s He displayed a shopping basket 
containing ten drug items, includ- 
ing Bayer aspirin, Phillips milk of 
magnesia, Ipana toothpaste, Ex- 
Lax, Dr. West toothbrush, Mennen 
baby powder, Mead oleum perco- 
morphum, Gillette blue blades, a 
half-inch hypo needle and Lilly 
insulin. 

In the non-fair trade District of 
Columbia the total bill was $7.05. 
In fair trade areas in nearby Vir- 
ginia, the total cost was $8.23 and, 
in Maryland, $8.80. 


WIR to File for TV in 4 Cities 


WJR, Detroit. is planning to file 
applications with the FCC for tele- 
vision channels in Detroit, Toledo, 
Flint and Bay City. The channels 
to be asked for are UHF channel 
50 in Detroit; VHF channel 11 in 
Toledo; VHF channel 12 in Flint, 
and VHF channel 5 in Bay City. 


Usher Inc. Appoints Pilgrim 

Vernon C. Usher Inc., Des- 
plaines, Ill., maker of baking in- 
gredients, has appointed Pilgrim 
Advertising, Chicago, to direct its 
advertising. 
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My Secretary Won a Rai 
on her Lunch Hour 


she taught me to Say it with 
FLOWERS-BY-WIRE 


Ed Jones is an important customer who likes the personal touch. Last week 


I was on a trip, and couldn't attend the opening of his Chicago branch. 


But I'm a lucky guy. My secretary passed an F.T.D. Florist 


during lunch hour, and thought to wire flowers in my name. 


Ed's pleased as punch. He feels that, even though I couldn't be there, 
I remembered. I’m happy because he’s happy. Miss Morrow, my 


secretary, is happy, too. She won a raise when she taught me 


to say it with Flowers-By-Wire. It’s a trick I won't forget! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + as a “thank you” for the 


order +» on almost any business occasion « for those at home when you're away. 


You can wire flowers to anywhere... from anywhere. . . more than 18,000 F.T.D. 


Look for the famous F.T.D. Mercury Emblem. and Interflora Member Shops at your service! 


It identifies the right shops! 
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Ohrbach's picks up Its 


i ak Ohrbach’s is the nationally famous apparel in- 
ei * stitution on New York’s Union Square, with 
: branches in Los Angeles and Newark. Because 
\ of its underselling policy and its unusual 
fashion standards, it continually keeps abreast 
of the trends through the FAIRCHILD* news- 
papers, which cover the fashion and com- 
modity markets like a blanket. 


So every morning an Ohrbach truck backs 
into the curb at the Fairchild building and 
picks up its 26 Fairchild papers. Ohrbach can’t 
wait for our regular delivery. Their buyers 
must get into the market fast, and they must 
be fortified with the last minute Fairchild News. 


— 


This is nothing unusual. In the nation’s top 
department stores, the president, general and 
divisional merchandise managers, heads of 
stock, controllers, advertising and publicity 
directors, heads of sales-training, credit man- 
agers—they all closely follow the Fairchild 


} news. You'll find our papers on the top of the 
3 | desk-heap. They take them home and read 
t them as business gospel. That’s why the Three 


Fairchild dailies are known as the bibles of 
the industries they cover. 


And that’s the kind of paper Supermarket 
News will be. Because it will follow the same | 
pattern; will be subject to the same integrity; 
will be served by 350 correspondents around 
the world; with a separate, specialized editorial 


: ‘ staff so that it will be written and edited by an 
ie all-over staff that very few big city newspapers 
fe can boast of. Will be “put to bed” the same 


day it is printed and mailed. In short: the 
most and the fastest news in the food industry. 


Take advantage of our introductory sub- 
scription offer—$1.00 a year. | 


Supermarket News 


A Fairchild Publication 7 East 12th Street, New York 3,N.Y. | 
“Our Salvation Depends Upon Our Printing The News.” 


* *WOMEN'S WEAR DAILY DAILY NEWS RECORD RETAILING DAILY FOOTWEAR NEWS MEN’S WEAR 
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‘Fairchild newspapers 
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No Guide to Appropriations 


me On innumerable occasions in the past, ADVERTISING AGE has made 


it clear that it does not believe that “percentage of sales” is the best 
way to set advertising budgets. 
We have not changed our mind, and the publication in these pages 


= last week and the week before of statistics on percentage of sales 
, ~ devoted to advertising, as developed in the first instance from Bu- 

r j Beau of Internal Revenue figures, does not indicate a change of heart. 
¥ | One bewildered and annoyed advertising man last week reported 
A to us that publication of our tables had the immediate result of 

} killing a sale he was about to make to a client. He had just about 


a a. 


@onvinced this elient that he was not doing an intensive enough ad- 
¥ertising job, when our figures came out and the client snorted, be- 
@ause he was already spending a greater percentage of sales than the 
* tabulation showed as the “average” for the several thousand 


RE 


rporations in his business category. 
= This-is the kind of reasoning that makes so convincing a case of 
the fact that anyone who attempts to set advertising budgets on some 
@rbitrary designation of percentage of sales—just because that is the 
laverage’’—-is not approaching the purchase of advertising with a 
a appreciation of this business tool and a proper understanding 
@f how to use it 
) As we were careful to point out last week, all the percentages shown 
in our tabulations are low, for a very simple reason: They are based 
On the experience of every unit in the field, large and small, good 
@nd bad, advertisers and non-advertisers, industrial and consumer 
goods producers. The tables are interesting and important because 
they show the relationship between total advertising and the total 
ational economy. But they are not a guide to the setting of adver- 
ising budgets by an individual business, and anyone who attempts 
to use them in this manner is subject to serious error 

It is, 
best (and the most difficult) method of setting an advertising bud- 
get is by the “task force” a product has a 
specific advertising job to do. The job is determined and carefully 


and has been for many years, our firm conviction that the 


method. A company or 


delineated. Then the budget is determined by how much it is esti- 
mated to cost to perform the specific task which has been set. Per- 
haps the amount invoive’ is more than the company’s financial situ- 
ation can stand. Then the amount to be spent—and the objectives 
to be achieved—are both whittled down 

As a vague starting point, the average experience of similar busi- 
nesses is all right. But used as a rigid guide, it becomes as ridiculous 
as deciding that your son is to have two and three-quarters years of 
college education because that is the average education of the boys 


in the neighborhood 


‘Mr. Advertising, U. S. A.’ 


“advertising week” cele- 


“Mr 


A few days ago, as the climax to its first 


bration, the Milwaukee Advertising Club tagged Elon Borton as 
Advertising, U.S. A.” 

We like the selection, and applaud the Milwaukee club for picking 
him. 

We like it because Elon Borton, president of the Advertising Fed- 
eration of America, former advertising manager of LaSalle Extension 


University and one-time columnist for Apvertisinc Ace, is “Mr. Ad- 
vertising, U.S.A.” He is not “Mr Ave.,” 
“Mr. Advertising, Michigan Ave.” 
of advertising men and women in the highways and byways of the 


Advertising, Madison or 


But to thousands upon thousands 
nation, Elon Borton represents organized advertising—and represents 
it in a down-to-earth, sincere manner which makes him respected 
if and loved by a lot of people who individually and in the aggregate 
contribute a tremendous amount to making advertising work, and 
keéping it on the down-to-earth, day-to-day level from which it 
should never depart. 


_——=—== 


x 
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What They're Saying 


_ Merry-Go-Round 
In wartime we fight viciously to 
protect our consumers (for con- 
sumers and people are one and the 
|same). In peacetime we often ig- 
nore their interests—at home and 
abroad—to the detriment of all. 
For instance, in the U.S. we have 
taxed our people to the tune of 
|/$80 billion between 1914 and 
| 1951 to pay for exports for which 
| we were unwilling to take payment 
}in goods and services from the 
|countries to which we exported. 
| Had we been willing to take pay- 
| ment, our people would have en- 
| joyed a higher standard of living 
| from the goods received in pay- 
|ment and would in addition have 
had the $80 billion with which 
to buy other American and foreign 
| goods. 


—Vergil D. Reed, v.p. and associate 
director of research, J. Walter Thomp- 
son Co., speaking before the 7th an- 
nual convention, Fisheries Council of 
Canada. April 29 


One Point of Criticism 

While I am sure American busi- 
ness ethics deserves far more ac- 
claim and less attack than it has 
been receiving, I feel there is one 
point on which we business men 
can properly be criticized, and that 
is with respect to lack of courage 
in leading the fight against dis- 
honesty and demagoguery in city, 
state, and nation. 

Business and industry leaders, 
knowing right from wrong and ed- 
ucated regarding the forces of 
economic law, have a moral re-| 
sponsibility to take the lead in 
fighting for sound principles and 
opposing the bad. 

But how many times have we 
seen individual businesses and bus- 
iness groups fearing to give public 
support to sound tax or other econ- 
omic policies; or refusing to take 
a firm position against futile and 
damaging controls for fear of a 
few transient headlines? 

In recent years, we have fre- 
quently seen industry caving in) 


before the combined pressures of 
big labor and big government, 
though by so doing management 
was selling out the consumer, the 
shareholder, the pensioner, and 
the unrepresented employe. 

Many companies have an estab- | 
lished policy of avoiding, as if the | 
plague, close contact with local,! 
state, or national “politics.” Busi- | 
ness leaders of past generations! 
may have had their faults, but I 
think they, with their rugged in- 
dividualism, showed more courage 
on vital issues than do many of 
our present generation of manage- 
ment. Maybe we have become so 
obsessed with the desirability of 
making friends that we are un- 
willing to make any enemies, even 
of the right kind! 


—Rovert E. Wilson, chairman of the 
board, Standard Oil Co. (Ind.) in 
an address, Ethics and Principles in 
Modern Business, before the Congress 
of American Industry 


On a Breathless Note 

As everyone who took high 
school botany knows, all green 
plants contain chlorophyll. That is 
what makes them green. 

It’s only lately that advertising 
men have plucked the stuff out of 
the botany textbooks and injected 
it into toothpaste and dog food, 
endowing them with all sorts of 
allegedly new magic, and thereby 
making the world chlorophyll con- 
scious. 


Well, this development is taking 
an odd turn in Lakewood. Hody’s | 
restaurant there recently offered 


customers chlorophyll-flavored 
toothpicks. Boys Market, which 
opened Thursday, was quick to 


pick up the cue. A sign in the 
vegetable section states, “All of our 
onions contain chlorophyll.” 


—Matt Weinstock, columnist, Los 
Angeles Daily News 
Like a Tree 
Only God can license chloro- 
phyll. 


—George S. Abrams, advertising man- 
ager, Block Drug Co 


Advertising Age, May 12, 1952 


Rough Proofs 


“Quill is a pen, but Quill is a 
newspaper,” says Coca-Cola. 

Sheaffer and Parker thought 
they had changed all that. 


Morton Salt is going to introduce 
a new dentifrice which will con- 
tain (you guessed it) salt and 
(you guessed it) chlorophyll. 


“Individuals saved 13 billions 
last year,” reports the SEC. 

Now the question before the 
house is how to get them to spend 
some of it. 


A friend promoting a job for a 
versatile young art director says 
proudly, ‘“He’s no grasshopper.” 

That is, he isn’t a typical adver- 
tising man. 


After cooking a big dinner for 
the whole family and working 
twice as hard as usual, Mother 
could not be blamed for expressing 
thanks that Mother’s Day comes 
but once a year. 


A midwest agency is looking for 
a man with a good agricultural 
background and ability to origi- 
nate creative farm advertising. 

In applying for this job, better 
leave the mud on your shoes. 


The employer looking for a man 
who promises “a salary commen- 
surate with his ability” may dis- 
courage a few modest young job- 
seekers. 


Gates Ferguson suggests that if 
the smart advertising representa- 
tives who call on him refer to 
themselves modestly as “peddlers,” 
they may be overdoing it. 


KMPC reminds us that in 1903, 
when flying machines were in- 
vented, nobody wanted a ride. To- 
day, with the aid of the statesmen 
in Washington, practically every- 
body is up in the air. 


“Preserve the identity of the 
drug store!” demands Scott C. Rea. 

Never let the soda fountain be 
obscured by displays of housewares 
and comics books. 


Needham, Louis & Brorby, James 
Thomas Chirurg and a few other 
advertising agencies are now is- 
suing annual reports of their op- 
erations. The subtitles might be, 
“How we earned our 15%.” 


The news that the SEP, in en- 
dorsing Dwight Eisenhower for the 
presidency, refuses to let his posi- 
tion as a five-star general inter- 
fere, might prove interesting to a 
distinguished soldier and states- 
man now residing at the Waldorf. 


* 

Ted Williams said goodby in ap- 

propriate Ted Williams style by 

poling a two-run homer that won 

a game for the Red Sox and his 
home town admirers. 

Copy Cus. 
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Industrial growth in This thriving area coritinues at a rapid rate / 


wr 


"4 


/ Now in its 19th 


SPACIOUS, NEW YALE & TOWNE PLANT 
ADDS GREAT CAPACITY TO PHILADELPHIA'S 
INDUSTRIAL SCENE 


The largest plant in the country devoted 
to the manufacture of materials-handling 
equipment, this recently completed Yale 
& Towne plant employs 2800 people. 
It’s typical of the new plant construction 
that has been steadily going on in the 
growing Philadelphia area! 


THE INQUIRER’S ADVERTISING LINAGE 
KEEPS BUILDING UP...AND UP...AND UP! 


Advertisers, too, prefer THE INQUIRER. 
Result? At every period, Inquirer adver- 
tising linage shows a gain. In the first 
quarter of 1952, Inquirer linage climbed 
730,000 lines over the same period of 
1951 ...to an impressive total of 
9,089,000 lines, while Philadelphia’s 
second paper showed a loss! 
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The Inquirer, Philadefonas 2S newspaper maithes industrial 
growth with its own rapid rate of increase [ 


fpr oneily artis ' 
ian Che Philadelphia Mnquirer 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
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EXCLUSIVE! 


IKE’S MAN ~ GRUENTHER 
intimate family pictures and sory 


THE GREATEST MOTHER OF ALL 
By Fulton Oursler 


Albany Times-Union 
Baltimore American 


Cincinnati Enquirer Milwaukee Sentinel 
Cleveland Plain Dealer 
New York Journal-American 
Philadelphia Bulletin 


Pittsburgh Sun-Telegraph 


Buffalo Courier-Express 
Chicago Herald-American 


los Angeles Examiner 


Portland Oregonian Seattle Post-Intelligencer 

St. Louis Globe-Democrat Syracuse Herald-American 

St. Paul Pioneer Press Washington, D. C. Times-Herald 
San Antonio Light 

San Francisco Examiner * Beginning September 7, 1952 
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ENTHUSIASM 


is the word for its Editing! ... Printing! ... use of 


a renee tee ee en eee 


Pictures! ... Dealer Impact! ... Sales Results! 


GREAT WRITERS, great human beings, great leaders, these 
are the authors who satisfy the enthusiasms of The Amer- 
ican Weekly's audience about every phase of life and living. 
These imaginatively written true stories have the greatest 
impact on America’s heart and home. 


SERVICE TO THE FAMILY articles are enthusiastically pre- 
sented in every issue of The American Weekly. Never be- 
fore has an audience of such huge numbers had so authori- 
tatively presented articles devoted to food, home-making, 
fashions, hobbies. The huge resources available to The 
American Weekly are used to provide unmatched values to 
reader and advertiser alike. 


READER REACTION to the new American Weekly is 
sharply and dramatically wp. It will be stronger in the beau- 
tiful color gravure printing that begins with the May 11 
issue. Editors see and sense the vital tempo. Dealers are re- 
acting to its sales-stimulating power. Today The American 
Weekly is a mighty instrument for volume profit selling. 


FINEST PRINTING! BIGGEST PRINTING CONTRACT! 
Four-color rotogravure by the Dultgen process produces a 
brilliant, colorful new American Weekly. Pictures are bold 
and striking, with color bringing out the important pic- 
torial details that catch the eye and hold interest. Text is 
sharp, clear and readable. For advertisers, it’s a beautiful 
buy! 

Cuneo Press, America’s largest printer, has been signed 
toa 10-year, $60,000,000 contract to produce The American 
Weekly ! —the biggest printing contract in the history of 


publishing. 


Memo on 
THE NEW AMERICAN WEEKLY 


The American Weekly has always been one of 
my greatest personal enthusiasms. Its ageless 
concepts of what interests people and why have 
now been used to make a more modern, more 
dramatic, more serviceable, magnificently 


printed American Weekly. 
This Sunday weekly enjoys the incomparable 


creative resources of the Hearst organization 
with its nine top-flight magazines, sixteen metro- 
politan newspapers, a major worldwide news 
and photo service, and the world’s largest syn- 
dicate. The American Weekly will set a new high 


for journalistic enterprise. 


William Randolph Hearst, Jr. 
Publisher 


| AMERICAN WEEKLY 
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Twice as many 
with double 


the median income! 
3 Seeeee ee: 


800,000 : 


a 
ae’ 


a4 
"eet (1951 


“ - | 
(Based on ABC figures for first half years) 


This chart tells the story of the steady growth of 
is The Elks Magazine audience which has doubled 
its subscribers in 10 years. 


me Significance is added to such progress when you 
know that Elks’ incomes are double the national 
c median. This assures a growing class income 
market at mass advertising rates. 
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New York * Chicago * Detroit +» Los Angeles 


Small Grocers Must 
Advertise or Lose 
Customers: Nelson 


ATLANTIC City, May 6—Small 
grocers will have to begin adver- 
tising or they will lose their profit- 
able customers, according to Fred 
O. Nelson, manager of Associated 
Grocers Inc. of Pittsburgh. 

Mr. Nelson told an advertising 
clinic at the annual convention of 
the Pennsylvania Grocers Assn. 
here that small grocers no longer 
have a choice as to whether or not 
to advertise. Today, he said, it is 
a “must.” 

“We have been kidding ourselves 
that we are largely responsible for 
ever-increasing volume,” he de- 
clared, but in fact, the retail gro- 
cer has had little to do with it. 

Mr. Nelson contended that chain 
store competition—plus the proved 
response of the housewife to gro- 
cery advertising—now make long- 
range advertising and promotion 
programs essential. 


Kennedy Boosted to Copy V. P. 


Dancer-Fitzgerald-Sample, Chi- 
cago, has promoted Frances Ken- 
nedy to v.p. in charge of copy. She 
has been copy chief of the Chicago 
office for the past four years and 
formerly was copy chief at D-F-S 
for all radio commercial copy on 
Procter & Gamble and General 
Mills, 


ABC Appoints Maggio 

Joe S. Maggio, formerly publicist 
in Hollywood for Howard G. May- 
er-Dale O’Brien, public relations 
organization, has been named di- 
rector of display advertising for 
the western division of American 
Broadcasting Co., Los Angeles. He 
previously had been with KIDO, 
Boise, Ida., and WPIX, New York. 
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Advertising Age, May 12, 1952 


Getting Personal 


Grey Advertising President Lawrence Valenstein and his wife 
have just returned to New York from a tour of France and Italy. .. 
And Eugene P. Warner, senior v.p. and general manager of McGraw- 
Hill International Corp., is due back from his three-month European 
trip after the housewarming of the new McGraw-Hill House in 
London on May 8...BBDO’s executive v.p., Charles Brower, has 
been elected a life trustee of Rutgers University. Mr. Brower taught 
at Rutgers as an undergraduate and for a year following his grad- 
uation in 1924...Pres-A-Lite president and former long-time ad- 
man Simon A. Halpern has a new son, Seth Adam, born April 4... 

Blaine G. Wiley, executive secretary of the National Industrial 
Advertisers Assn., became a grandfather on April 3, when his son 
Robert, now in Roanoke, had a daughter, Jan. .. 

The forlorn looking youngster with a sick dog in his arms on a 
recent Norman Rockwell-Saturday Evening Post cover is the 9-year- 
old son of Hugo G. Autz, editor of the Sporting Goods Dealer and 
member of the St. Louis Advertising Club. ..George M. Burbach, 
general manager of KSD and KSD-TV, was described as “St. Louis’ 
Mr. Television” in a full page feature article in the St. Louis Post- 
Dispatch magazine section dealing with Burbach’s career and his 
effort to bring television to St. Louis... 

George McMurphey, head of his own advertising agency in Port- 
land, Ore., arranged for still and motion pictures for a travelog fea- 
ture in the Los Angeles Times and for a half-hour TV show on 
KTTV, Los Angeles. Shots were made at Art Waldorf’s Rudio Can- 
yon ranch on the John Day river near Kimberly, Ore., occupying 
some 35,000 acres...Mary Margaret Short, of the Hal Short Ad- 
vertising Agency, Portland, Ore.. has been named chairmen of 
Mental Health Week for Oregon, May 18-25... 


BROTHERHOOD AWARD—Dr. Everett R. Clinchy (right), president of the National 

Council of Christians and Jews, congratulates Willard Mears (center), production 

manager of KOIN, Portland, Ore., as he accepts a distinguished merit citation for his 

station from Edgar W. Smith. KOIN’s production of the dramatic show, ‘Who Killed 

Dr. Drew,”’ won the citation, which was presented at Portland’s Brotherhood Week 
dinner. 


Bill Pleuthner, v.p. of BBDO, New York, took a spring vacation 
in Avon Park, Fla., to work on his second promotional book for 
church workers. While there, he was a press official at the Interna- 
tional Grand Prize endurance race for sports cars at Sebring... 
Richard H. Eyman, in the radio-TV department of McCann-Erick- 
son, New York, is engaged to Doris Muriel Dodd of Stamford, 
Conn... 

In recognition of 20 years’ service to Gardner Publications, Cin- 
cinnati, engraved wrist watches were given to John M. Krings and 
Granville M. Fillmore, v.p.s, at a luncheon April 26. Mr. Krings 
heads the Chicago office and Mr. Fillmore, the New York office 
The presentations were made by Richard S. Kline, general man- 
ager... 

Cecil R. Conner, dean of Denver advertising, and his staff are 
celebrating the 40th anniversary of the founding of Conner Ad- 
vertising Agency on May 1, 1912. In 1917 the agency received a 
charter membership in the Four A’s, making it the oldest Four A’s 
agency in the Rocky Mountain region... 

Two agency men were elected to the executive committee of the 
Economic Club of Chicago at its 25th annual meeting. They are 
Fairfax M. Cone, president of Foote, Cone & Belding, and Harold E. 
Christiansen, of Christiansen Advertising Agency... 

June arrived April 12 in the family of Mr. and Mrs. Halsey Barrett 
Mr. Barrett is eastern sales manager of Consolidated Television 
Sales in New York, and June’s maternal grandpa is James G. Mc- 
Donald, first ambassador to Israel. ..The Paul G. Donelans (he’s a 
Boston free-lance ad artist) found time on Massachusetts’ hectic 
primary day, April 29, to introduce a baby boy, their fourth child, 
to the ranks of potential Hub voters... 

WMGM Director Bertram Lebhar Jr. and Account Executive 
Sam Rossant won the blue-ribbon-pair event in the Eastern States 
Tournament conducted by the American Contract Bridge League. .. 

St. Louis Adclub member Kent Ravenscroft, v.p. of the Security 
National Bank, is co-chairman of the Arthritis and Rheumatism 
Foundation fund raising campaign, sponsored by the Eastern Mis- 
souri chapter. .. 

WBAP, Fort Worth, celebrated its 30th anniversary on May 2, 
and the man who put the station on the air as “the hired hand” is 
now director of the Fort Worth Star-Telegram’s radio-TV opera- 
tions—Harold Hough. Starting with one employe in 1922, WBAP 
now has around 160...At a recent meeting of the Fort Worth Ad- 
club, Ed Lally, WBAP’s program director, was winner of an all- 
expense weekend for two at the Flying L dude ranch, Bandera, 
Tex. 
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Supermarket Sales 
Rose But Margins 
Declined in 1951 


New York, May 6—Supermar- 
kets had larger sales at lower 
margins *n 1951. 

Details of supermarket trends 
are shown in the current issue of 
Super Market Merchandising, 


which publishes its annual sum- pbell-Ewald, has been named a ra- the 
mary based on an analysis of 828 dio-TV time buyer at McCann- Inde 


supermarket operations in '51. 
The supermarket industry 
chalked up sales 19.6% ahead of 
1950, the business paper reports, 
but net profit after taxes declined 


from 1.75% of total sales in '50 
to 1.19% in ‘51, a decrease of 
roughly 32%. Net profit before 


taxes dropped 20%, from 3.06% 


to 243% 


s Supermarkets are not taking 
pre-Korean margins today, the 
publication says. 

“Margins in practically every 


department and in the total mar- 
ket,” it reports, “are well below 
the margins which prevailed in 
1949. In that year, the margin of 
the total market was 17.6%. In 
‘51, the same margin was 16.6%. 
Thus, supermarket margins in 
1951 dropped one whole percent- 
age point, or 5.5% below pre- 
Korean standards. 
“Sales by departments,” the re- 
port continues, “fell in line with 
« pattern established for total 
arket increases, with the result | 
it grocery volume stood 18.5% | 
Bigher for '51 than for '50; meats, 
19.4%; produce, 14.4%.” 


Pordyce Leaves Bendix 

'R. W. Fordyce, who has been 
neral sales manager of the radio, | 
levision and broadcast receiver 
vision of Bendix Aviatiog Corp., 
Itimore, has resigned to enter | 
e distributing business in Miami 
r. Fordyce will handle the Ben- | 
x television and radio lines for 
» southern Florida area. The 
signation is effective June 1 


y 

Hobby Paper Changes Name 
Model & Hobby Industry, New 

a will change its name to 
aft, Model & Hobby Industry, 

effective with its July issue. In 

ag@cdition to the name change the 
gazine will also. sectionalize 
th its text and advertising mat- 

t according to type of hobby. 
ch section will be specially in- 
or 


How we helped 


PROCTER & GAMBLE 


introduce | 


JOY—CHEER | 
in the WEST 


P & G's introduction of Joy and| 
Cheer were two of the most exten- | 
sive preduct promotions in history. 
To handle sampling in key western | 
markets, P & G selected Hecht- 
Arms as their agent. 


If you have a sampling or couponing 
problem in the West, Hecht - Arms 
can serve you better. Our record 
proves a wider experience, closer su- 
pervision and the most economical 
services available in the western mar- 
kets where we specialize. 

Phone or write for detailed informa- 
tion. 


McBee Co. Appoints Niendorft 
A. F. Niendorff has been ap- 
New England 


pointed 
with headquarters in 


manager, 


Boston, for McBee Co., maker of burgh, has been appointed sales the 


Dusenbery Appointed S. M. 


Ronald F. Dusenbery, formerly 


division of Koppers Co., Pitts- 


Campaigns in New England 
New England Coal & Coke Co., 


spring advertising campaign in 
company’s history,” using 


Advertising Age, May 12, 1952 


| Smith, Welch Join Grey 
| Grey Advertising, New York, 


regional regional manager of the piston ring Boston, has begun the “largest| has named two new account ex- 


ecutives: Donald M. Smith Jr., 
formerly merchandise account ex- 


accounting forms and equipment. manager of the American ham- newspaper, radio, television and ecutive with Young & Rubicam, 
Mr. Niendorff replaces J. L. Mayer mered automotive replacement di- transportation advertising. James and Norval Welch, formerly as- 


Jr., who has been transferred to 
Washington, D. C., as regional 
manager there 


Joins McCann-Erickson 


Tom Swicx, formerly of Camp- 


Erickson, New York 


vision of Sealed Power Corp., 
Muskegon, Mich 


DuMont Buys Nielsen Service 
The DuMont Television Network, 


Thomas Chirurg Co., 
handles the account. 


Boston, 


Alabiso Heads Airport PR 


Angelo Alabiso, formerly a Bos- 


sistant sales promotion manager 
| with Servel Inc. 


Speedie Advertising Moves 
Speedie Advertising, Boston, has 


New York, has contracted for both ton newspaper man, has been ap- moved to 22 Harvard Ave., W. 


National 


TV Nielsen-Ratings Reports. 


Boston. 


al Nielsen Television pointed public relations director Medford, Mass. The agency has 
x Service and the New York for Logan International Airport, changed its name to Gordon Speed- 


jie Advertising. 
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Advertising Age, May 12, 1952 


Glassheat Names Hayhurst Co. 

Glassheat of Canada Ltd., Tor- 
onto and Montreal, maker of elec- 
tric radiant glass heating units, has 
appointed F. H. Hayhurst Co., Tor- 
onto arid Montreal, to direct its ad- 
vertising. English and French 


newspapers will be used initially. | 


Adds Client Service Dept. Social Lubrication 


WLW-TV, Cincinnati, has 


ated a client service department. Needed by Salesme 
Sadler Tells TFers 


New YorK, May 6—Specia 
| qualities an advertising salesman 


The new department will be 
headed by Frederic Gregg, who has 
been in charge of promotion for 
the Crosley television outlets for 
the past year. 


can have. 


| emotional control.” Under personal | ‘burn you up,’ find out what it’s 

| drive, he listed hope, a willingness all about. Try to understand it. 
m, to spend energy, and resoureeful- Then you'll be able to do some- 
/ness, or guts. Phis latter quality, 
|Mr. Sadler said, is the most im- 
t portant single factor any salesman 


Under social lubrication, he list- | hearse your act,” he urged. “Be 


should possess were outlined to 


Monsanto Names Hansen Sherry Names Campagna 
manager of the new marketing de- lished by Sherry Publishing Co., of Sadler As 
partment of the plastics division New York, has appointed Ralph} 

of Monsanto Chemical Co., Spring- Campagna Advertising, White} 
field, Mass. Mr. Hansen has been Plains, N. Y., to conduct a direct | C&SS, Mr. 
with Monsanto since 1945. mail program. 


‘ members of the Eastern t. f. Club, ‘ “ 
Ralph F. Hansen has been named| Jewelers’ Buyers Guide, pub- jast week by William S. Sadler Jr., | t© appreciate another man’s point | 
‘of view. Intelligent tolerance, 
The three basic factors for suc- Said, “is the assumption 
Sadler said, are “person- other fellow has a reason 


al drive, social lubrication and|he is doing. Instead of letting it) 


sociates, Chicago. 


ed understanding and “the ability calm. A salesman with the jitters 


» he, Still another necessary quality 
he for successful selling, Mr. Sadler 


for what | 


or the advertiser 
or agency executive: 
“/ who likes to think 
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Here is a readership study designed for those who 
prefer to make up their own minds. 

a It is an exhaustive research report on both the news- 
paper and magazine reading preferences of a compre- 
hensive cross section of American businessmen. 

It has been made by an unbiased and independent 
marketing-research organization. The findings are pre- 
sented objectively. The interpretation of those findings 
is left to your own good judgment. 

“oll A copy of the report is yours for the asking. A post- 
: card, letter, phone call or telegram will bring it to you 


at fast. 
: 1 If, after analyzing the research, you'd like to have 


one of our sales representatives call on you, we’d be 
glad to fill that request, too! 


q The Wall Street Journal 


Published at: 
i NEW YORK CHICAGO DALLAS SAN FRANCISCO 
44 Broad 12 E. Grand 911 Young 415 Bush 


The facts about 
this Research... 


PURPOSE: 


To determine what newspapers and 
magazines are read regularly for gen- 
eral and business news by American 
executives and corporate officers. 


To measure impartially and on a nation- 
al basis how these readers rank publica- 
tions in importance to them. 


A recall survey by mail in which no 
check list of publication names was pre- 
sented (thus giving the respondent full 
liberty to include and rate any publica- 
tions of interest to him). 


BASIS OF SELECTING NAMES: 


Names for the mailing list were taken 
from Poor's Register of Directors and 
Executives, which is the only national 
register of its kind and is revised and 
kept up to date through the medium of 
quarterly cumulative supplements. 


The list is further regularly revised by 
Creative Mailing Service, Inc. On No- 
vember 14, 1951, that list contaiped 
67,325 names from the United States 
Starting with the first name in each 
state, every following fifth name in each 
state was selected by Creative Mailing. 


This list thus compiled, adding up to 
13,465 names, received a cover letter 
and questionnaire from Erdos and Mor- 
gan, independent market research spe- 
cialists. No names were seen or handled, 
no letter was sent, seen or received by 
any publication. 


RETURNS: 


4,970—or 36.9% —completed question- 
naires were received by Erdos and Mor- 
gan, who then concluded the work of 
tabulating and analyzing on January 10, 
1952. 


REPORTING ON: 


All magazines and daily newspapers 
mentioned by 3% or more of all 
respondents. 


thing constructive about it.” 


s Another important part of social 
lubrication, he said, is poise. “Re- 


defeats himself.” 


said, is fair mindedness. “But more 
|important than all of these, and a 
quality that too many good sales- 

j/men lack,” he said, “is follow- 
|through. This quality is second 

lonly to guts. The tendency to let 
details slide, to neglect to mail a 

| sales report, or a confirmation, is \ 
| the weak point of too many sales- 

| men.” 


i 


|# The importance of play was em- 
| phasized by Mr. Sadler as vital to 
relieve nerve tension. “Too few 
business men realize the necessity 
of relaxation,” he declared. He de- 
fined play as “any honorable thing 
you'd rather do than eat.” A hob- 
by, social life, educational inter- 
ests, are necessary for mental per- 
spective, he said. 

Honorary life membership in the 
club was conferred on Louis Pelle- 
tier, who has been an advertising 
salesman for Machinery for 53 
years. 


Stevens Elected President 


John Stevens Jr., senior v.p., has 
been elected president of Mara- 
thon Corp., Rothschild, Wis., paper} 
manufacturer. He succ Cc. 
Everest, who will retain the dual 
post of chairman of the board and 
chairman of Marathon Paper Mills 
of Canada Ltd. At the same time, 
Leo E. Croy and Roy J. nd have 
been named executiv p.s in 
charge of marketing and manufac- 
turing, respectively. 


Ajello Joins Vladimir & Ca. 
Richard J. Ajello, formerly en- 
gaged in radio advertising in Lima, 
Peru, has joined the staff of Ir- 
win Vladimir & Co., New York, as 
an account executive. He leaves 
an executive position with Caruso 
Brand Inc. to join the Vladimir 
agency. 


<rcmeremnmnenanmen 
INDIANA’S 
u Largest 
ABC 
_ CITY ZONE! 


ABC CITY ZONE 
in the highly concentrated 
and contiguous 


HAMMOND “TMS = 


HAMMOND . 87,594 
j Eost Chicogo . 54,263 
{ Whiting ... : 9,669 
] Munster 4,753 
| Highlond .. 5,878 
i Calumet City . 18,777 


Burnham .... 1.334 


Market 
Completely Covered and 
Locally Served Only by 


THE HAMMOND TIMES 


Hammond, Indiana 


Represented Naticnolly by 
BURKE, KUIPERS & MAHONEY, INC. 
New York Chicege Oclles Ationte 

Sen Frencisce Les Angeles 
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Among 1,355 companies” who are investing 


$5,990,538,983 in new plant construction, 
NEWSWEEK covers 59.3% of the directors, 
chairmen, presidents, vice presidents, general 
managers and other high level executives. 


* Companies awarded Defense Production Admin- 
istration “Certificates of Necessity” between October 
1950 and June 1951. Booklet detailing this study on 
request. Write: Research Director, Newsweek, 152 
West 42nd Street, New York 36, N. Y. 
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PHOTO-ENGRAVERS TO ADVERTISING AGENCIES 


a M 
_~ = im . 

a ELEC TRO- M AT IC * 
% 
THE ONE WAY TO BE SURE wt: 
about block and white plates. 
You've got to “proof right to print 
right" —so now we're including o 
color bar of 80% tone on every 
black and white proof. It gives you 
closer control than ever before 


over the final reproduction It's : hwy 
another example of Electro-Matic's 5 x 
LACE ROE A HOCES SEO OER ES > 

attention to detail — another rea- eo é C-aArrta Cvve aC 

son why it pays to call DElaware nt a — 

7-1277 for your engravings. es 4 

TINT GUIDE FREE 

A complete kit that gives you not 

only the full gray scale, but also 

the corresponding tone valves in 

stondard red, yellow and blue. ’ WHICH ONE HAS THE ADMAN?—When Ruthrauff & Ryan opened its new Minne- 

Write or phone for yours. apolis-St. Paul offices, twins Sally (left) and Joan Keogh were on hand at an open 
fe house to mark the Twin Cities start for R&R. In the middie, wondering which is 
oot MEMBER OF CHICAGO PHOTO-ENGRAVERS ASSOCIATION ra peed ke eae toe a ae ee ee 
or ELECTRO-MATIC ENG. CO.+ 10 WEST KINZIE ST. * CHICAGO « DEloware 7-1277 dtotutun dé theta —— 


Crosley Unveils 
UHF Ultratuner 


for VHF Receivers 


New York, May 6—Crosley divi- 
sion of Avco Mfg. Corp. last week 
moved to get a head start on the 
field in the new business expected 
to be created by the assignment of 
television stations in the ultra high 
frequency band. 

The company staged a press con- 
ference to unveil a_ production 

| model of its “ultratuner,” a UHF 
adapter which will enable present 
| very high frequency Crosley sets 
to pick up UHF telecasts. The 
adapter can only be used on Cros- 


on Home Furnishings 


ore! 


No wonder HOUSEHOLD Magazine's 2,100,000 


: reader families are quick to buy home furnishings A 3 
—76% own the homes they live in! ley receivers. 
HOUSEHOLD itself is quick to give them buying ® Priced at $39.95, the “ultratuner” 
ideas ... every issue contains, not one, but several | includes a built-in antenna which 
features on furniture and home equipment. | reportedly will give good reception 
; | within “reasonable distance of the 
. With big homes, big families, these HOUSEHOLD | transmitter.” The unit can be in- 
readers need more furnishings. They live where | stalled by the set owner without 
= home — and furnishings — get much more use: assistance from a service man, the 
; in the small cities and towns under 25,000. company claims. 
4 ‘ L. F. Cramer, Crosley assistant 
; While other magazines of large circulation put general manager in charge of elec- 
4 little of it here, HOUSEHOLD concentrates on tronics, said the adapter is ready 
, this great home market... circulates 839% in non- for immediate shipment to dealers. 
H metropolitan communities. Yes, HOUSEHOLD is ee — a — accelerated te 
; on as me anticipation of early commercia 
; heavy where you need weight most. | UHF telecasting as a result of the 
j lifting of the freeze by the Feder- 
- al Communications Commission, he 


added. 


Artcetera Offers Clipping 


Service to Ad Agencies 

A new company, Artcetera, of- 
fering clipping book and art serv- 
ices, has been formed with offices 
at 141 W. 87th St., New York. 
Artcetera takes over complete de- 
tails for presenting newspaper and 
magazine clippings to a client. 
Lauri Provencher, formerly de- 
signer for Resident Displays Inc., 
| New York, is head of the company. 


Campaign Stresses ‘Quality’ 
A New England wide campaign 

stressing an unconditional guaran- 

tee of quality has been launched 


JUST FOR EXAMPLE... by John E. Cain Co., Boston man- 

in a single year, HOUSEHOLD ufacturer of Cain’s mayonnaise, 

families bought more than hag Rey and salad dress- 

3,000,000 pieces of furniture for pe Bg wil — ee o 

>. we = |addition to its co-sponsorship of 

their living, dining and bedrooms. 'the Boston Braves home games 

- ~~ over WNAC-TV. Chambers & Wis- 
ate | well, Boston, is the Cain agency. 


WHIO Names Hollingbery 
George P. Hollingbery Co., New 
York, has been named national 
representative for WHIO, Dayton. 
This company also represents 
WHIO-TV. The radio station for- 
merly was handled by Bolling Co. 


Wells Joins Gossard Co. 

Merle V. Wells, formerly mid- 
west manager for International 
Latex Corp., has been named man- 
ager of the eastern division of 
H. W. Gossard Co., Chicago maker 
of foundation garments and bras- 
| sieres 


lee HOUSEHOLD 


balance your budget ! 


Household Magazine, Topeka, Kansas 
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In Chicago, it takes 2— 
you can't get by with less 


BECAUSE .. . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 

Today it takes two daily newspapers to reach a majority of the 
market—and for MOsT net unduplicated coverage, one of your two MUST 
be The Chicago SUN-TiMEs! 


: % See your copy of the independent Publication Research Service study, “Chicago Daily 


r = Newspaper Coverage and Duplication, 1951,” or write us for details. 


CHICAGO 


; is) UN-TIM 


wna WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 586,970 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING SEPTEMBER 30, 1951) 
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Zien Kills Ancient 
Gag for Cartoonists 


MILWAUKEE, Wisc.—It may be 
that cartoonists will organize a 
picket line in front of the Zien 
Plumbing Co. here because Allen 
Zien has rendered one of their fa- 
vorite gags a fatal blow. Even if one 
of Zien’s crew does forget his tools 
or bring the wrong ones, house- 
holders just sit back and laugh. The 
reason is the Zien plumbing insur - 
ance policy which takes care of 12 
types of plumbing repair and main- 
tenance jobs when and as needed 
throughout the year for an annual 
premium of only $14.00. 

Some 2,000 policies are in force, 
the result of a fox-hole idea which 
Mr. Zien thought up while in the 
army—and home owners call it a 
pip. It not only pays the Zien com- 
pany a handsome profit but gives 
this domestic engineering contrac- 
tor-dealer insured entree into 2,000 
homes so that he can suggest a 
new sink, a new refrigerator, or a 
new washing machine if he sees 
one is needed. And home owners 


| are getting more than their money’s 
| worth all the way around. 


Hizzoner Cuts 
A Couple of Cakes 


PasapeNna, CALIF.—The mayor of 
this sunny metropolis is a domestic 
engineering contractor-dealer who 
is also an expert cake cutter. His 
name is A. Ray Benedict and he 
heads Benedict & Benedict, Inc. 

When the company celebrated a 
birthday recently, he cut a cake 
that took a prize for size and fan- 
ciness. But the cake cutting that 
won him a prize in the nation-wide 
DOMESTIC ENGINEERING mer- 
chandising idea contest is some- 
thing he does every day. He cuts 
all employees in on sales by offer- 
ing them cash awards for every 
lead they turn in that develops 
into a sale. 

When a member of the Benedict 
repair crew, for example, turns in 
a tip on a refrigerator, an auto- 
matic dishwasher, a clothes dryer, 
or a washing machine, that results 
in a sale, the repairman gets $5.00. 
They get other sums for leads on 


gas ranges, water heaters, ironers, 
and garbage disposers. Not only 
the repairmen but all other em- 
ployees are getting pieces of the 
Benedict incentive cake every day. 

Good idea? It’s only one of the 
2,000 and 1 you'll find in the book, 
“2000 and 1 Prize-Winning Ideas” 
which advertising and sales execu- 
tives can get from Domestic Engi- 
neering, 1801 Prairie Ave., Chicago 
16, Ill., on approval. 


Get Yourself A 
Bomb Shelter—$5.00 


Cuicaco—If you’ve been think- 
ing about buying a bomb hide-out 
in the country for a couple of thou- 
sand dollars, forget it. You can get 
one for $5.00 from a domestic en- 
gineering contractor-dealer, ac- 
cording to the editors of Domestic 
Engineering. This enterprising gen- 
tleman found his storage yard over- 
stocked with used bathtubs because 
he had been doing such a land- 
office business in bathroom remod- 
elling. He just turned them upside 
down, labelled them “Bomb Shel- 


HE DEALS IN SERVICES 


HE DEALS IN PRODUCTS 


hat'’s Ais Line? 


HE COMES IN CONTACT WITH THOUSANDS OF PEOPLE 


PEOPLE COME TO HIM 


HE GOES TO PEOPLE 


John Daly's panel of celebrities 
on the popular “What's My 
Line?” television program might 
spot him. Can you? 

Every Sunday night, Jules Montenier, Inc., 
manufacturers of Stopette Spray Deodor 
ant and Poof! Body Powder, bring this 
entertaining program to millions 


ME maintains a modern, attractive retail store. 


HE enjoys an excellent reputation in his community. 


HE is financially sound. 


HE maintains efficient sales and skilled service organizations. 


HE is an aggressive advertiser and merchandiser. 
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ters” and sold them for Zags at 
$5.00 each. 

That's the kind of alert mer- 
chandising that sells plumbing and 
heating remodelling, and every- 


thing else that makes up the domes- | 
tic engineering contractor-dealer’s | 


line: boilers and furnaces, refrig- 
erators, water heaters, 
machines, air conditioning systems 
and units, sinks, dishwashers— 
everything for the kitchen, 
bathroom, the basement. 


plumbing repair classes put on by | These Sales Are 


| Arthur M. Flynn, president of the | Neyer Completed 


washing | 


the | 


You can get to know the domestic | 


engineering contractor-dealer like 
a member of your family. In fact 


you'll want to make him a mem- | 


ber of your contractor-dealer fam- 
ily after you read the book, “2000 
and | Prize-Winning Ideas”, avail- 
able on approval from Domestic 


Engineering, 1801 Prairie Avenue, 


Chicago 16 

Husbands Cheer 
Plumbing Repair 
School for Wives 


Syracuse, N. Y.—Husband and 
wife squabbles in Syracuse are at 
a new low point as a result of the 


Flynn Heating & Plumbing Co. The | = oe : 
classes are for women only and|, The “sale” of a plumbing, heat- 


show the lady of the house how to | in8, air conditioning, or appliance 
‘ “job” is never wholly completed. 


repair a leaky faucet, how and | 
where to shut off the water in : " ' 
emergencies, and similar jobs. | winning domestic engineering con- 
Fifteen women turned out for | tractor-dealers in every part of 
the first class, 28 signed up for the | the country. 
second, and Mr. Flynn looks for a| The first step, that of securing 
lot more in future classes. Hus- | the order for such a job, whether 
bands are all in favor of the idea, | it is for a single piece of equip- 
and so are the wives who see relief | ment, an extensive remodelling 
from the chore of getting husbands undertaking, or completely new 
to do these jobs—usually a much | construction in residential, com- 
tougher task than the jobs them- | mercial, institutional, or industrial 
selves. | building categories, is an important 
What's in it for Mr. Flynn?) step, but it is only the first one. 
“These women all have the oppor-| After that, according to the do- 
tunity to see the merchandise I | mestic engineering contractor-deal- 
sell while I am holding the classes,” | ers who won more than $12,000 in 
he says. “Moreover, it cuts down| prizes for their business stories, 
complaints on bills for small re-|come five additional steps: plan- 


|pair jobs and relieves our crew of | ning the installation; delivery of 


the necessity of making these time- | the product or products and equip- | 


consuming calls.” |}ment; making the actual installa- 

That's the kind of public service tion; rendering service when, as, 
that is making domestic engineer- | and if needed; and making good on 
ing contractor-dealers leaders in long and short period guarantees for 
their communities the country over. | themselves and for manufacturers. 


This is the statement of 181 prize- | 


This “sales” procedure covers a|to cover guarantee periods, but to 
period of years and requires many | keep the over-all plumbing, heat- 
| things on the part of the domestic | ing, and air conditioning systems 
| engineering contractor-dealer who | and related appliances in efficient 
| offers plumbing, heating, air con-| operating condition at all times. 
| ditioning, and appliance service to Thus the sale of domestic engi- 
his community. neering jobs is a continuous proc- 

It requires an alert sales organ- | ess—one that leads inevitably to 
‘ization with established entree to| more and more new sales—one 
| building owners and management | that demands the utmost in stabil- 
| personnel, and to builders of new|ity on the part of the contractor- 
/structures and their architects. It} dealer engaging in this business 
}requires a modern sales head- The 181 prize-winning contrac- 
| quarters or store where dramatic |tor-dealers who have told their 
display of products and equipment | business stories in a 200-page book, 
is possible, and where sales and | “2000 and 1 Prize-Winning Ideas”, 
| display are backed by complete and | are typical of thousands of domestic 
continuous merchandising effort. engineering contractor-dealers the 

It requires installation planning | country over who are responsible 
knowledge that covers the whole | for the big bulk of more than four 
|range of work from single item | billion dollars worth of plumbing, 
installation through limited or ex- | heating, air conditioning, and ap- 
| tensive remodelling, and all types | pliance sales and service work each 
of new construction. year. 
| It requires the right delivery | The book, which is a complete 
facilities for proper care and han- | business analysis of the domestic 
dling, and efficient installation per- | engineering contractor-dealer, is 
| sonnel to insure dependable opera- | available on approval to advertis- 
ltion of products and equipment. | ing and sales executives from Do- 
| Beyond that, it requires service |mestic Engineering, 1801 Prairie 
know-how and personnel not only Avenue, Chicago 16. 


HE IS A CONTRACTOR 


His work as a contractor brings him into close contact and con- 


and installing complete plumbing, heating, air conditioning 


To these stores come thousands of people to see and buy the 
modern comfort and convenience products. From this store, 


his sales staff calls upon prospects and customers. 


HE SERVES THESE MARKETS 


His entire community is his field. Whether it be new con- 


struction or remodelling or improvement of residential, indus- 


lished, financially-sound business man serves them all. He 


HE SELLS, INSTALLS, 
SERVICES, GUARANTEES 


Every product he sells or service he performs is handled by 


tinuous consultation with architects and owners in planning 


and appliance services in new construction and remodelling 
jobs of all kinds. 


HE IS A DEALER 


You'll find his smart, modern retail store on the main thor- 


oughfares of the nation, in the farge cities and small towns. 


Three Steps to New 
STABILITY and POWER in 


Your Dealer Organization 


Consult your advertising agency and get all the facts 

about the domestic engineering contractor-dealer. Get 

the complete picture of his background, his organiza- 
his stability, his ready entree to all of your markets. 


Check carefully to find out what magazine serves all of 
his interests—and yours—best. Which magazine pre- 
sents the most carefully planned coverage of his prob- 


lems in contracting and retailing, all phases of technical and mer- 
chandising in plumbing, heating, air conditioning, and appliances. 


You'll find, as scores of other manufacturers have found through 


the years, that Domestic Engineering is that magazine. 


trial, institutional or commercial structures, this well-estab- 


is, in fact, the only source for his type of service. 


his own organization, from sale, thru expert installation, 
skilled service, and guarantee of performance. His sales 
ability, plus his technical knowledge, plus his sense of com- 


munity responsibility, assure satisfaction to all at all times. 


He is the domestic engineering 


contractor - dealer 


Plan an intensive advertising campaign to the domestic 
engineering contractor-dealer in Domestic Engineering— 
the publication he reads, the publication you need to 


bring new STABILITY and POWER to your dealer organization. 


Get this book! 


This is the book the domestic engineering 
contractor-dealer wrote, out of his expe- 
rience, in selling and serving your pros- 
pects and customers. It has ‘2,001 Ideas"’ 
for you! For full information, write .. . 
DOMESTIC ENGINEERING, 1801 Prairie 
Avenue, Chicago 16, Illinois. 
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Trade Publication 
Department will spend $100,000 
Gating the — came of attract Arranges for Tour 
tourists to the Keystone sstate.| s 
Publicity on a national scale will of South America 
supplement advertising in 30 ma-! Kansas Crry. Mo. May 6—A 26- 
jor newspapers. Benjamin Eshle- ‘on 4 . aie Sn “gy rm 
man Co., Philadelphia, is the/@4Y ‘our of six South American 
agency. |countries has been arranged by 

Implementos y Tractores for sales 
and export executives of farm 
equipment manufacturing firms. 

The magazine, Latin American 


|Plans Campaign for Tourists 
| The Pennsylvania Commerce 


Another STANDOUT’ by 


Reed Joins ‘Family Circle’ 


Shirley H. Reed, formerly as- 
~~ + mi 
has joined the creative section of | ‘07, reports that so far response to 
Family Circle’s promotion depart-| the plan has been enthusiastic. 
ment, New York. Samuel Melo, the publication's 


director, is making all arrange- 

Fletcher Joins WCAU-TV ments for the trip, which will be 

Joseph K. Fletcher, formerly |known as the Farm Forum Tour. 

with the sales staff of WFLN-FM,/| The cost per person is $1,275 and 
Philadelphia, has been appointed 


this includes luxury air travel, 
to the sales staff of WCAU-TV,/all hotel accommodations and 
Philadelphia. 


sightseeing and farm tours. 
Thrivo Co. Names Jay S.M. 

Edwin Jay, a specialist in food 
| marketing, has been named sales 
| promotion manager of Thrivo Co., 
— maker of Thrivo dog 
ood. 


HLEEN-STh 


the moistureless, self-sticking adhesive 


Flanges’ — KLEEN-STIK’s newest P.O.P. sensation! 


Opens up new vertical space not used by other 
displays! 


es 
© 
@ Positioned at right angle to traffic—more atten- 
oe 
s 


tien value at eye level! 


KLEEN-STIK Products, Inc. 
225 N. MICHIGAN AVE. ¢ CHICAGO 1, ILL. 


Easy to put up—sticks tight—stays put! 


Millions already working for leading P.O.P. 
advertisers! 


, Write TODAY for your KLEEN-STIK “Idea Kit” —FREE! 


Available from any printer or tiheprenher | 


® Countries to be visited are Ar- 
gentina, Brazil, Chile, Panama, 
Peru and Uruguay. 

Special meetings will be held 
in each country, bringing together 
local manufacturers and govern- 
ment officials for discussions of 
agricultural practices in South 
America. 

The tour leaves Miami Aug. 11. 

Implement & Tractor’s May 24 


“Requests were one-third greater.. 


: issue will feature a special report 
be sti and came from on the growth of farm merchani- 
pr. ° ” zation in the South and the in- 
x %% all sections creasing importance of the area in 
 @ . ——_ MEN NEN Compony— the manufacturing and distribution 
4 : é The greater pulling power of of farm equipment. Census Bureau 
: y , * “ee iSCOV data on the period from 1940 to 
"i 345 CENTRAL AVENUE NEWARK 4 NEW JERSE ag 8 a as disc _— 1950 will be supplemented by an 
t yy Mennen— as been prov analysis of the future potentials 
June 26, 1951 time and again . . . all over the of the area and feature articles on 
° world! No wonder 112 adver- equipment manufacturing and dis- 
i i i tribution. 
i Mr. John A. Caragol ~~ tisers in the Toilet Goods field 


alone used the International 


ions 
der's Digest Intern'l Edit ’ : : 
a est doth Editions of the Digest in 1951. 


8 West 40th Street Admen’'s Post of Legion 


Helps Vets Get Ad Jobs 


_ i ew York 

“ : New York, N One market—or many A J.O.B, (Just One Break) 
J 7 Tear John: r -s committee wing has been set up 
. i h interested to Whether you are aiming at — by the American Legion Adver- 
NM I know you will be very muc - export market or a world audi- tising Men’s Post, New York, to 
learn the results of the coupon offer pote - ence of 26 million readers, the encourage wider employment of 
y 4 “2 e Mexican 6 ° igest is atched in the inter- physically handicapped veterans 

oe , February advertisement in th te | field. in advertising and graphic arts. 
i of Seleccionese eas . The committee will gather case 
™ a histories which “will prove con- 
f i f requests for our Baby Book from Unmatched in COVERAGE — be- clusively that it is very good busi- 
- The number o “a, eater than from cause it delivers the largest cir- ness to employ physically handi- 


dg 
Selecciones were one-third ¢ ° 
Sel populer advertising medium in Mecclo soverage in almost every market records are generally superior to 
) enener wey ime Another interest=- pet: ig . those of able-bodied persons from 
' pong: Boe payee a ae fron Selecciones it reaches. a " andpeled of culgut, quality 
t P and ¢ teeism.” 
ee am from all sections of Mexico ageinst Unmatched in EFFECTIVENESS — a< a 
re ; 


culation and the most intensive capped persons, whose work 


a nore Toctlised return fron other weds raat sieeve est, | Frank White o Join NBC 
ulte of more than 13,000 advertising In Executive Post on May 31 
ied with the res , 

AB We are extremely gratif ° 1 that our pages during 1951. (May we send Frank White, who recently 
Y tising in Selecciones and fee you their names—and tell vou resigned as president of Mutual 
— our adver r y om publication has been more than what they advertised, and where?) se eee pee System, bg —, 
confidence in y : : National Broadcasting Co. New 
4 ncere yours, ° York, in an executive capacity. 
o justified. Sincerely OMPANY Unmatched in VALUE — since the He will move to NBC as on as he 
: THE_MENNEN C Digest delivers a larger audience winds up his affairs at Mutual on 

at a lower cost-per-thousand than _ 31. ; , , 
; ny other publication in the field. Mr. White, president of Colum- 
en a sates . bia Records Inc. before taking over 
’ nN : ; ; the helm of MBS in May, 1949, 
x men yee L — For specific, up-to-date information re- will handle “a special project in 
i xo 2 lating to your international marketing connection with television film 
a o* yoo s\ fF os oY roblems, write or call Reader's Digest development,” according to NBC's 

ant! a Pp 
. wr wee E eer International Editions. IN NEW YORK president, Joseph H. McConnell 
al 230 Park Avenue. IN CHICAGO 


333 North Michigan Avenue. IN LOS 
ANGELES— 816 West 5th Street. 


Uses Farm for Gun Shop 
Marshall Field & Co., Chicago, 


¥ has purchased a 170-acre farm 
vy which it intends to use as a gun 
3 eens ~¥ P shop. There will be instruction in 
% ornate Og wen yy te ° Hy H _ i the use of firearms and a variety 
ese JA ae For intensive, effective, low cost coverage in of shoots is to be offered sports- 
te .--|-4 = men who want experience in the 
—_—" lel LATIN AMERICA—6 editions field. The farm will be known as 
<—— a TT) CANADA -—2 editions—English and French er san vee and winion 
a yeee") +9 uildings will be remodeled anc 

: WESTERN EUROPE—8 editions r 
a“ = used. The department store is ap- 
_<aleeiton GREAT BRITAIN and SOUTHERN AFRICA—2 editions plying for rezoning of the farm as 

SCANDINAVIA —4 editions commercial. 


SOUTH PACIFIC AREA—2 editions 


JAPAN—An edition in Japanese and an English “troop” edition Ad Mat Book Aids Dealers 

Al Metzger, ad manager of 
Wamsutta Mills Inc., New Bed- 
ford, Mass., with McCann-Erick- 
son, New York, has produced a 
special book on mats of ads for 
Wamsutta dealers. Taking into ac- 
count that dealers refuse to use 
mats which do not “match” the 
style they use in their own ads— 
photography, line drawing and 
wash drawing—the company is of- 
fering each ad in all three styles 
presented. 


Reader’s Digest 


INTERNATIONAL EDITIONS 
LOCAL impact... in the LOCAL language 
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Probably was. Ohio and Pennsylvania, with 
their combined population of some 20,000,000, 
have been mighty important markets for prac- 


tically any company you can think of. 


As a matter of fact. if a new island of that size 
and importance were going to pop up in full 
maturity off the tip of Cape Cod next week. 
most of us would have our sales manager and 
all the men we could muster camping in Boston 
right now .. . ready to fly, swim, or wade to this 
virgin market and stake out a claim for us 
among its product-hungry millions and its thou- 


sands of industrial plants. 


Yes sir, the stampede would make the Gold Rush 
of *49 look like a Sunday School picnic. No 
expense would be spared. A special advertising 
appropriation would be ready, and the people of 
“Ohisylvania” would soon become as product- 


conscious as the citizens of Manhattan. 


* * * 


Was this a good 
market for you 
last year? 


Of course it won’t happen just that way—BUT 
—a market the size of Ohio and Pennsylvania 
(20,000,000 people) has been added to our econ- 
omy since 1942. 


and here’s the important point 


eee 


oqo 


ou 

0 
A market just about that big will be added in 
the next ten years. To serve these millions, there 
will be thousands of new plants coming into 
existence, filled with new equipment, chewing up 
countless tons of materials and supplies. ‘This 
new industrial giant will be managed largely by 
men who are not now wedded to any supplier. 


It’s a real opportunity, isn’t it? 


But time is short. The companies that are going 
to get the lion’s share of this new market are 
planning for it and working toward it now. 
That’s why a continuing long range advertising 
program is an important factor in alert company 
management. There is a much bigger job to be 
done right now...and too much at stake in 
the markets of tomorrow to ever take them 


for granted. 
PUBLISHING 


— PENTON COMPANY 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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: 4 Sh’‘h! You're hiding in the board room... Those men 
: around the big table, they're talking about your 
5 product. “Let's buy it’, says the fat, red-faced 


fellow. “Nope”, says the man next to him. “Yes, no, 
yes, no...” it goes around the table. Then you jump out, 


and clinch the sale! Wake up, Harry ... 


come out from behind | 
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Wouldn't it be wonderful if you could get into a lot of board rooms and sell 
your head off? 


But, alas, here in the business market we don't even have the benefit of ‘’Point- 
of-Purchase” promotion, the way consumer advertisers do. 


But you can do the next best thing... 


You can send out so powerful a mass of favorable advertising impressions to a 
majority. of the members of almost anybody's directorate, executive, finance, 
purchasing.committee, or any other buying group... that they will carry your 
“Point-of-Purehase” reminders tucked away snugly in their minds right into 
their meetings. 


How do you do this? 3 
You do it with the proven potency of the mass advertising technique. It's the my See 
biagest news in business advertising today .. . because business today is the ¥ 
biggest market in the world... four times bigger than the consumer field, itself I % 

... $500 billion worth of transactions annually. ; 

You do it with Nation's Business... biggest by far of all fine magazines today , 


serving the general business market... coveringa// business in a// places as no 
general business publication has ever blanketed it before. The mighty mass of 
Nation's Business and its 800,000 businessmen subscribers inevitably means 
you will find yourself in more places where executive policies and decisions 
are made, where business goods are bought and sold 


You do it with a basic 12-page schedule pointed squarely at these 800,000 busi- 
nessmen: That multiplies out to 9,600,000 pages of advertising... mass impres- 
sions ... rapid-fired into the business market over a full year. That's more, 
measured in millions, than you can get from any other general business maga- 
zine or news-weekly . .. and at the lowest cost per page per thousand in the 
field. See for yourself. Write for a copy of, “How to Sel] More Executives for 
Less Money”. Nation's Business, Washington 6, D. C. 


the rubber plant,Harry! § 


eae 


mass coverage of business management a ioe 


Nation’s Business 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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Treasury Plans No 
Special Campaign 
on Defense Bonds 


WasHINGTON, May 6—Despite its 


decision to pay higher interest 


Fitzgerald-Sample (network com- 
mercials); Schwimmer & Scott 
(spot announcements); Campbell- 
Ewald (outdoor and car cards); 
G. M. Basford (business litera- 
ture), and Albert Frank-Guenther 
Law Inc. (financial). 


rates, the Treasury Department is| To Marvin Sherres Agency 


not planning any special promotion 
to stimulate sales of defense sav- 
ings bonds 

The decision to pay 3° and to 
make other changes in the 
program will require a complete 
overhaul of the Treasury's promo- 
tion materials, but it will not lead 
to special sales drives of the kind 
conducted during World War II, 
according to Elihu Harris, assistant 
director of the savings bond divi- 
sion, in charge of advertising 


bond 


8 A 1,000-line ad is being mailed | 


to newspapers explaining the| 
changes that have been made 
in the program, Mr. Harris said 
The ad was prepared on short 


Foote, Cone & Belding, | 
Council task force 
general maga-| 


notice by 
Advertising 
agency handling 
zines and newspapers for the sav- 
ings bond pregram 

Eight advertising agencies which 
work on Treasury promotion ma- 
terial will meet here this week to} 
revise copy policy, Mr. Harris said | 
New materials of all kinds will 
be produced explaining the 3% in-| 
terest feature of the bond and the 
Meatures of the new J, K and H 


Bonds 


® The special newspaper ad rushed 
Out last week carried the headline, 
Arn important announcement 
about new investment advantages 
of U. S. defense bonds.” It intro-| 
duces the department's new slogan, | 
“Now even better—invest more in 
defense bonds.” 

— Mr. Harris said bond promotion 
Material distributed during the 
fest few weeks is still usable. 

> “While we were not aware of the 
@xact terms of the new bonds,” he 
Mid, “the savings bond division 
Was alerted to the fact that the 
S8vings bond program was being 
revised 


@ “The materials distributed dur- 


img recent weeks were prepared 
With the view of avoiding any 
Statements which would be out- 


Moded when the terms of the new 
bends were announced.” 

He indicated that promotion ma- 
f@rials distributed as far back as 
February would generally be out- 
moded and should not be used 

The eight agencies which will 
meet here this week to redraft the 
copy policy for bonds are, in addi- 
tion to Foote, Cone & Belding: J 
Walter Thompson Co, (farm news- 


papers and magazines); Dancer- 


8x10 | 
GENUINE 
GLOSSY 


PHOTOS 
in Quantities 


SELL BETTER! 


53-59 E. IMinols St., Chicago 11, IMinels 
". Phone: WH itehell 4-2930 


Pickwick Knitting Mills Inc., 
New York, has appointed Marvin 
Sherres Advertising, New York, to 
handle national, trade and direct 
mail advertising 


N.Y. Sales Execs Nominate 
The Sales Executives Club of 
New York has renominated Charles 
T. Lipscomb Jr., president of the 
Pepsodent division of Lever Bros. 
Co., president. Others nominated 
for club offices: Joseph L. Wood, 
assistant treasurer of Johns-Man- 
ville Corp., for ist v.p.; Will A. 
Foster, v.p. of Borden Cheese Co., 
for 2nd v.p.; Peter R. Fullam, dis- 
trict sales manager of Carolina Ab- 
sorbent Cotton Co., for secretary; 
James Werblow, secretary of Poly- 
graphic Co. of America, for treas- 


Appoints Will, Hogue 

Morey, Humm & Johnstone, 
New York, has promoted copy 
chief Ralph E. Will to creative 
director. Paul K. Hogue has been 
named director of the agency’s 
new business department 


Gray Joins MclInerny 

Andrew J. Gray, formerly com- 
munity relations manager for 
Lever Bros. Co., New York, has 
joined T. A. McInerny Inc., Wash- 
ington public relations firm, as a 
partner. 


Advertising Age, May 12, 1952 


| Appoints Olian Advertising 


St. Louis Federal Savings & Loan 
Assn. has appointed Olian Adver- 
tising, St. Louis, to direct its ad- 
vertising. Radio, television, news- 
papers and direct mail will be 
used. 


Gillette Promotes Ziegler 

Vincent C. Ziegler, in the sales 
department of Gillette Safety Raz- 
or Co., Boston, since 1946, has 
been promoted to general sales 
manager of the safety razor divi- 
sion 


If you have a 
sales problem in... 


TOLEDO or WHEELING 


or FAIRMONT or ATLANTA 


or MIAMI 


or DETROIT 


or CINCINNATI or SAN ANTONIO 
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NAEA Plans an ‘Agate Line’ Convention 


PITTSBURGH, May 6—H. G. Wy- 


man, ad director of the Pittsburgh} 
'is possible to assemble 


Post-Gazette, has announced initial 
plans for the summer convention of 
the Newspaper Advertising Execu- 
lives Assn., to be held June 23-25 
in Daytona Beach, Fla. 

Mr. Wyman, who is president of 
the group, said, “This will be 
strictly an agate line convention. 


Our purpose is to bring the mem-| 


bership as much valuable space 
selling information and data as it 
in one 
meeting.” 


8 A newspaper advertising seminar 
is scheduled for the first afternoon 
of the convention. Chairman of this 
program will be Cal Fountain, ad 
director of the Lancaster, Pa., 
newspapers. 


Phil Buehheit, publisher of the, Buys Portal Press in Frisco 


Herald-Journal, Spartanburg, S.C., 


is in charge of the round table! purchased Portal Press, San Fran-| 


group meetings, and James Bur- 
nett, ad director of the Bingham- 
ton Press, heads the exhibits com- 
mittee. 

Mr. Wyman said phases to be 
covered at the convention include 
co-op advertising, work of the 
newly organized Newspaper Action 
Committee and a presentation by 
the Bureau of Advertising. 


Roller Press, San Francisco, has 


cisco. Jack W. Hislop will be in 
charge of combined production and 
Robert B. Wale will be in charge 
of combined sales. In addition 
to printing, Roller Press man- 
ufactures and sells Wale Floating 
Nozzles, used to stop misfeeds and 
improve paper separation. The 
nozzles are standard equipment 
on three American Type Founders 
presses. Advertising is handled by 
Raymond Lang, San Francisco. 


GET ONA 


FORT INDUSTRY 


STATION AND 


THE FORT 


WGBS, Miami, Fla. ¢ 
WIBK-TV, Detroit, Mich. . 


WJBK, Detroit, Mich. ¢ 


INDUSTRY COMPANY 


WSPD, Toledo, O. ¢ WWVA, Wheeling, W. Vo. «© WMMN, Fairmont, W. Va. ¢ WAGA, Atlanta, Ga. 
WSAI, Cincinnati, O. « 
WAGA-TV, Atlanta, Ga. 0 


NATIONAL SALES HEADQUARTERS 


488 Madison Ave., New York 22, Eldorado 5-2455 . 


230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 


WSPD-TV, Toledo, O. 
KEYL-TV, San Antonio, Tex. 
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| Philco Appliance 
Drive Set for May 
with Premium Offer 


PHILADELPHIA, May 6—Philco 
Corp. this month will sponsor one 
of the heaviest appliance merchan- 
dising programs in its history to 
promote refrigerators, electric 
ranges and home freezers. 

As part of the campaign and to 
encourage listener interest, a na- 
tional contest will begin on the 
Don McNeill Breakfast Club show 
on ABC. Listeners will be asked 
to choose between Don McNeill 
and “Salesman Sam” as the best 
Philco salesman. 


@ The contest is tied in with a 
premium offer, The customer re- 
ceives a coupon with the purchase 
of a Philco appliance and then re- 
ceives free a 15-piece cutlery set 
or a six-piece stainless steel kit- 
chen tool set. Even if the customer 
only locks at a Philco appliance, 
he gets a pair of salt and pepper 
shakers. 

John M, Otter, v.p. and general 
manager of the refrigeration divi- 
sion, estimates that more than 15,- 
000 Philco dealers will participate 
in the promotion. 

The merchandising program also 
will be promoted on the “Philco 
Television Playhouse” (NBC-TV) 
on alternate Sunday nights. 

Hutchins Advertising Co. is t 
Philco agency. 


Ansco Plugging Photogs 
Ansco division, General Anili 
& Film Corp., Binghamton, N. 
is using a page in Life, June 2, 
spotlight the professional ph 
tographer throughout the countr 
The ad, featuring a large brid 
portrait, will illustrate a few 
the services offered by profession 
photographers. Studios will be fu 
nished with a “spotlight yo 
studio” kit, tying in with the a 
Biow Co. New York, is th 
agency. 


Buys Frank Werner Co. 


C. F. Bally Ltd. of Switzerlan 
maker of women’s, 


manufacturer of shoes. Details 
the transaction have not been dis 
closed. Officers of the new cor 
poration are J. W. Barbey, presi 
dent; H. Harvey Moody, executiv 
v.p. and treasurer; Edward Harri 
Jr., secretary, and I. J. Davis, gen 
eral merchandise manager. 


SPARKLING 
LITHOGRAPHY 


Almost 60% of our 
work is for out of 
town customers— 
and handled suc- 
cessfully at substan- 
tial cash savings— 


Our four color lith- 
ography sparkles, 
our two color and 
one color jobs make 


fast friends for our 
company. 

Let us bid — once. 
You'll be pleased 
with both price and 
work. 


Somples sent upon 
request. 


PEERLESS LITHOGRAPHING 
COMPANY 


£309 Diversey Ave 


Chuage 19 SP 2.7000 
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Population Gain 
Is Key to Vast 


Consumer Sales 


175,000,000 Expected 
by 1960; Youngsters, 
Oldsters Both Increase 


By Roy V. PEF. 

Director, Bureau of the Census 

Department of Commerce 

Mid-April of 1952 finds the 
United States with a population 
of about 1564 million persons in- 
cluding members of the armed 
forces overseas. This compares 
with the 1950 Census total of a} 
littie over 151 million two years 
ago. 

If this rate of growth is main- 
tained during the remaining eight} 
years of the current decade, the 
count of the 1960 Census of Popu- 
lation will exceed 175 million, an| 
increase of about 25 million per-| 
sons over 1950. 

While the high birth rate of the 
last few years may not be main- 
tained, there is certainly good rea- 
son to believe that the death rate 
will show further decline as medi- 
cal science continues a winning 
battle against disease and better 
living conditions keep Americans 
healthier and stronger. 

There are of course the impon- 
derables, behind which a crystal 
ball gazer can take refuge, that 
may slow down the national rate 


The list of 
Available Market Data 
begins on Page 69 
and goes to Page 127. 
Use the coupons 


for requesting data. 


List Available 
Market Data 
for AA Readers 


Over 1,000 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
foliowing pages, its fifth annual 
descriptive list of the available 
market data issued by media, trade 
associations and other groups, so 
that marketing and advertising ex- 
ecutives may look over the whole 
field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 


Sell More or Face Depression 
as Defense Tapers Off: Johnson 


Possibility of Post-Detense Depression Is Real, But 
Intelligent Selling and Advertising Can Solve Problem 


By Arno H. JOHNSON 


Vice-President and 


J. Walter Thompson Co., New 


We are facing a period of pessi- 
| mistic predictions as we approach 
the time when we shall pass the 
| peak of defense production. Must 
we then face depression and un- 
| employment? 

One can point to our greatly 
expanded productive facilities and 
to the fact that many civilian in- 
dustries.can’t sell all they can 
produce even now. One can point 

|}to the present squeeze on profit 
| margins, the high taxes, high labor 
'costs and high break-even points 
| that can shift profits into losses 
with even a small decline in sales 
| volume. A probable cutback of $20 
billion in defense production in 
1953 or 1954, therefore, is looked 
upon by many as the signal for re- 
trenchment—the makings of a 
crash. 

The possibility of recession is 
| real. It can happen if we rely upon 
government expenditures and gov- 
ernment regulations or devices to 
bolster our economy. But, it need 
not happen! 


| 
® The opportunity exists for an 
expansion in our standard of liv- 


of population gain; at the same! been numbered, and ADVERTISING) ing that can more than offset the 
time there may develop other fac-| AcE will be glad to handle requests! expected drop in defense produc- 


tors which might further acceler- | 


for various items from readers, 


tion—an expansion opportunity 


ate the national population growth. | to simplify the problem of obtain-| that can be realized only through 


In either event, the advertiser and |} 
the marketer will have an ex-}| 
panding market to serve, varying 
only in degree but big enough in 


any event. 


| 
e The remaining vears of the ‘50s, | 
as we look ahead in an estimate of | 
prospects, promise greater demand | 
for goods by civilian consumers | 
than ever before. One may leave! 
out entirely the great needs of| 
production for defense and _ still) 
have left a greater market for agri- | 
cultural and industrial output than | 
the United States has ever known. ! 

In fact, it may well be that the 
producer and the distributor, the | 
marketer and the advertiser, will) 
have their capacity for expansion | 
straining to the utmost to meet the! 
demands of a way of life to which 
Americans have become accus-! 
tomed and to which they will want 
to hold fast. 

Because of the great number of 
births during the last five years 
of the ’40s, there is a veritable tidal 
wave of youngsters now pouring 
into schools, a flow that will be 
maintained and grow for the five 
vears immediately before us. This 
means that present school facilities 
must be greatly expanded and that 


the producer and the marketer 

must keep a growing juvenile mar- 

ket in mind in their plans and 
(Continued on Page 50) 


|@ Throughout the 


ing desired information. 


pages of 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of market data listed 
these pages are desired. ADVERTIS- 
ING AGE will undertake to forward 
all requests for data to the pub- 
lishers of each piece. Fulfilment of 
these requests, however, rests in 
the hands of the individual pub- 
lishers of the data, who undertake 
to fill all reasonable requests, 
within the limitations of supply or 
other conditions which cannot be 
foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


® For ease of reference, the com- 
pilation is presented in six sec- 
tions: 
1. National Markets, embracing 
all data which covers the nation 
(Continued on Page 68) 


this | 


in| 


ADVERTISING AGE. Bills 


more and better selling and ad- 
| vertising. In fact, we must sell 
more—we must have an expan- 
sion in our living standard to util- 
ize our productive abilities—or the 
depression threat will become re- 
ality. 

The consumer holds the key to 
our economic future. The level of 
living he chooses from now on can 
mean either a depression or a one- 


Director of Research 
York 


kets—an increase of one-third in 
the over-all standard of living—in 
the next five years. 

For years we have been alter- 
nately harassed by two schools of 
economic thinking—both defeatist 
and both encouraging further gov- 
ernment controls. 

1. We can’t produce enough, or 

2. We can’t consume enough. 


& Those who doubt our ability to 
expand production to meet defense 
as well as civilian needs call for 
a strictly planned economy with 
controls to cut credit and purchas- 
ing power, restrict consumption, 
allocate production, compel sav- 
ings, and force heavier taxes to 
bring the civilian standard of liv- 
ing down to an austerity level. It 
was the cry of “shortages” that 
caused the unnecessary inflation 
of 1950 and early 1951. 

On the other hand, those who 
doubt our ability to expand con- 
sumption along with production 
call for a strictly planned economy 
that will “make work,” expand un- 
employment benefits and social 
welfare, tax to share the wealth 
rather than create more wealth 
and provide price supports and 
subsidies. This was the philosophy 
of the “mature economy,” but we 
see expressions of this thinking 
every time there is a peace rumor 
and the spectre of unemployment 
looms up with fears of cuts in 
military needs. 


® Neither of these schools of eco- 
nomic thinking recognizes the op- 
portunity that exists for expand- 
ing both production and consump- 
tion and having, through our in- 


fifth re 
year, Advertising Age is pleased to pm 
sent an analysis of the current econon 
situation by Arno Johnson as the leadi 
article in the Market Dota section. 
Johnson's analyses of the national 
nomic outiook have been remarkably 


FIFTH TIME—For the 


curate, especially in the postwar ye 
He has c ly i d thot 
higher standard of living for the U. S. 
entirely ibl i d selli 
/pressure is maintained, and his curr 
analysis sharply defines both the op; 
tunity and the job oheod. 


defense and a better standard 

living. 

An analysis of our present p 
ductive ability indicates: 

1. That by 1953 even an expec 
peak of over $60 billion of 
fense production could be « 
sorbed without cutting back 
over-all supply of goods a 
services for civilians—in fa 
consumer purchases could e 
pand from the present level of 
$207 billion to over $215 billion, 
thereby providing a broader base 
for needed government revenues 

2. That an increase of only 10% 
in the civilian standard of liv- 
ing by 1954 could in itself offset 
a cut of over $20 billion in de- 
fense production—thereby re- 
moving the pressure toward un- 
employment. 

3. That in five years, by 1957, a 


third increase in civilian mar- creased productivity, both a strong productivity no greater per cap- 
TABLE I 
War and Postwar Production and Consumption 
(IN 1951 PRICES - BILLIONS) 

Defense Economy 

Prewar War Peak Postwar 1951 (Last 

1940 1944 Low-1947 Quarter Rate) 
Gross National Product $197.3 $320.0 $271.5 $334.6 
Defense 4.9 144.2 14.5 44.0 

Other Government Expense 

& Private Investment 55.4 20.5 68.4 83.9 
Personal Consumption 137.0 155.3 188.6 206.7 
Durable Goods 15.6 9.3 24.9 25.0 
Non-Durable Goods 80.3 96.3 107.1 113.6 
Services 41.1 49.7 56.6 68.1 
Population (Millions) 132.1 138.4 144.1 154.5 
G.N.P. Per Capita $1,490 $2,310 $1,880 $2,170 
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As an undergraduate at Rutgers, Raymond Daniell was so eager to 
become a newspaper man, he grabbed a job without waiting for his 
diploma. There was more glamour in the news room than in the 
classroom. 


Now, after almost 30 years, the glamour wears thin. Ray Daniell 
began to suspect that when he was gassed covering the steel strike 
in 1937. He was sure of it when, during the long blackout years in 
London, he was twice bombed out of home and office. 


But, after almost 30 years, the eagerness remains. It is one reason 
why Daniell is everywhere recognized as one of the ablest journalists 
of his generation. 


Ray Daniell joined The Times staff in 1928 after five years of cover- 
ing sensational murder trials, lurid divorce scandals, elaborate 
gangster funerals. In the next 10 years he found philosophies more 
important news than personalities, “significance” more newsworthy 
than sensation. Often he suffered discomfort, more than once he 
courted danger to uncover the facts in such top news stories as the 
Scottsboro case, the Huey Long dictatorship, sharecropper troubles 
in Arkansas, coal miner troubles in Kentucky. 


Daniell started covering the international scene in 1939 in Mexico 


No Glamour Boy 


City. With war looming in Europe, he was transferred that year to 
London. He remained at that critical post throughout the war. In 
1945, he re-opened The Times bureau in Berlin, covered post-war 
Europe until 1949, when he returned to London. As chief of The 
Times London bureau, he covers one of the most sensitive and stra- 
tegic news posts in the world. 


On The Times staff you will find many men and women who, like 
Ray Daniell, are tops in their field. Editors, reporters, correspond- 
ents, they pool their knowledge and their talents each day to pro- 
duce a newspaper that is alert, vigorous, interesting, different from 
any other. The Times has the biggest staff. It publishes the most news. 


*Readers get more out of The Times because the editors put more 
into The Times. That’s why advertisers also get more out of The 
Times. And that’s why, for 33 years, they have made The Times 
their principal medium in the world’s biggest market. There’s a lot 
about The Times today you ought to know. Let us tell you. 


Che New York Cimes 


ALL THE NEWS THAT’S FIT TO PRINT 
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MARKET EXPANSION 
NEEDED DURING DEFENSE 


. a 


EVEN IN WAR AND DEFENSE 
STANDARD OF LIVING HAS INCREASED 


35 


A10% INCREASE IN STANDARD OF LIVING 
COULD OFFSET DEFENSE SLUMP. 


One Third Higher Standard of Living Possible 


Analysis Shows 90% of Consumer Goods and Production and Consumption by 1957 Along with a Strong Defense 
Services Could Expand Production without in I9SI Prices POST-WAR ECONOMY (if we Produce at per capita rate 
: : : 44. 047 1951 (ort verter rom) no greater than Actual 1944 rate) 
interfering with defense - ae ttm orronr unity 
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our peak war year (1944) would 
provide a continuing strong de- 
fense of over $40 billion annually | 
and an opportunity for an expan- 
sion of one-third in the standard | 
of living of our population—to| 
$280 billion of consumer goods| 
and services at present prices. 


@ This, then, is the measure of our 
opportunity. I can show that we 
have the productive ability and 
the tools and materials of produc- 
tion. I can show that we have the 
purchasing power, after taxes and 
in spite of past inflation—both in 
terms of current earnings and in 
a vastly increased backlog of sav- 
ings—to increase substantially our 
standard of living. I can show that 
by no means have we reached the 
saturation point in living stand- 
ards—that the redistribution of 
families by income groups since 
1940 would in itself open huge 
market potentials if the families 
moving up the scale in income 
group were to take on the prewar 
living and buying habits of the 
group into which they move. 

But, I cannot guarantee the 
Want. It is no light task to educate 
a population of 160,000,000 indi-| 
viduals how to live one-third 
better. Families do not change their 
housing, move to better neighbor- 
hoods, change their social habits, 


improve their diet immediately 
with increases in income. 

Yet Americans must learn to live 
a third better—and soon—if we are 
to utilize our proven productive 
ability and if we are to avoid the 
devastating effects of unemploy- 
ment along with the reduction in 
sales that could largely wipe out 
corporate profits and government 
revenues as well. The demand must 
be created for the goods and ser- 
vices we can produce. 


@ When our economy starts to 
shift from defense to civilian pro- 
duction the part that advertising 
can play will become of critical 
importance to our whole free so- 
ciety. Advertising is a direct means 
of communication between the 
producer and the consumer. It has 
proved again and again to be the 
most effective and most economical 
way to educate masses of people 
and to stimulate interest and de- 
sire. This creation of desire and 
the stimulation to increased con- 
sumption is basic to supporting 
our necessary high level of pro- 
duction. 


‘Guns and Butter’ 


it is wrong and even unpatriotic to 
buy or to encourage others to buy 
civilian commodities which we 
could get along without. It has been 
said that such purchasing would 
hamper national defense. Nothing 
could be further from the truth. 
The patriotic thing is to maintain 
and further raise our standard of 
living in order to supply the rev- 
enue for defense. 

The doubts sometimes expressed 
are a result primarily of the dif- 
ferences in understanding of what 
is meant by the “butter” part of 
“guns and butter.” So many of the 
press stories imply a major con- 
flict between armament needs and 
products for civilian use. 
emphasize the probable shortages 


They | is to be regarded as “butter.” 


most people think of as the “but- 
ter,”” whereas one should look upon 
the “butter” as the 90% of our 
civilian standard of living which 
can be maintained at a high level 
without conflicting with a vigor- 
ous armament program. In fact, 
the importance of maintaining a 
source of tax revenue to pay for 
armament. 

Of course, we should “put first 


things first,” in concentrating to 
the fullest possible extent on 
“guns.” It is difficult to believe, 


however, that the deplorable lag 
in our production of armament can 
be blamed on that 90% of our 
civilian standard of living which} 


} 


Some have mentioned the risk| 


of civilian goods without defining} of telling the American people that | 


the relatively small part of the| they can have “guns and butter.” 


civilian needs that is likely to be 
included in these shortages 
Actually, an analysis of total 
consumer expenditures for goods 
and services in 1950 showed that 
only 10% of the nearly $200 bil- 
lion fell in classifications where 
there was any serious conflict with 
the military program. Included in 
this 10% was the entire grouping 
of such durable goods as refriger- 


Total Population (adjusted 
Number of births in year 
Number of adults over 60 
(4 years or better) 
Consumer spending units 
Occupied dwellings 
Owner occupied dwellings 
Dwelling units with: 
Electric lights 
Mechanical refrigeration 
Central heating 
(Billion) 


In 1940 Dollars) 


under-enumeration of children) 


Number of children under 10 


Married couples living together 


Passenger auto registrations 
Disposable Personal Income After Taxes 


ments which can influence plans. 


Adults with High School Education 


Real Purchasing Power (Disposable Income 


ators, washing machines, sewing 
Misunderstood machines, electrical appliances, 
In building toward our peak of radios, and automobiles (See 
defense production in 1952-1953 Chart 1!) 
Table IV 
Basic Market Developments Over 12 Year Period 
Our attention to current day-to-day fluctuations of business sometimes obscures the facts 
on major changes that have been taking place in the character of markets. The following 
table summarizes the 12-year change from 1940 to 1952, in some of the basic market measure- 
% 
1940 1952 Est. Increase Increase 
(Million) (Million) (Million) 
for Census 
132.5 158.3 25.8 19% 
2.6 4.0 1.4 54% 
22.1 34.0 11.9 54% 
13.7 19.0 5.3 39% 
23.1 40.6 17.5 76% 
39.3 53.0 13.7 35% 
34.9 44.5 9.6 27% 
15.2 25.0 9.8 65% 
28.5 37.0 8.5 30% 
28.9 44.0 15.1 52% 
15.1 35.1 20.0 132% 
14.3 22.3 8.0 % 
27.4 44.0 16.6 61% 
$75.7 $237.0 $161.3 213% 
$75.7 $132.0 $ 56.3 74% 


| duction level. Prices were forced! 


Presumably this means the infla- 
tionary risk of consumers using 
their high purchasing power to 
purchase scarce goods and force 
prices up. One, however, could ar- 
gue, from our experience since 
Korea, that much of our inflation 
in prices was caused by just the 
opposite—by scaring the American 
people into believing there would 
be shortages of almost everything. 
This caused an abnormal buying 
spree in July and August of 1950 
and again in January, February 
and March of 1951 when we had 
so much publicity of controls, pos- 
sible rationing, shortages and “in- 
evitable” price rises, 


s Naturally, people’s fear of short- 
ages and increased prices contri- 
buted heavily to inflation by scare 
buying beyond immediate needs. 
At the same time this scare buy- 
ing was magnified many-fold on 
the part of retailers, wholesalers 
and even manufacturers who 
wanted to get in ahead of the 
promised price increase and short- 
ages. 

This scare buying, unfortun- 
ately, was not confined to that 10% 
of items which might reasonably 
have been considered in conflict 
with the defense program. It spread 
all over the field, with a resultant 
build-up of heavy inventories in 
such lines as textiles, clothing and 


| without 


many raw materials that could not 
be absorbed by our armament pro- 


up unnecessarily in the last six) 
months of 1950 and the first three 


|months of 1951. 


8 Since the spring of 1951 the talk 
of shortages, inflation and probable 
price increases has continued but 
the public, having been fooled 
twice (July 1950 and January 
1951), has been skeptical and has 


in relation to current income. 

Inventories of most goods at the 
wholesale, retail and manufac- 
turers level are still far above the 
prewar Korea level. On the otiier 
hand, retail purchases have bi 
considerably under a year ago. - 
partment store sales for the y@ar 
to date are some 7% under the y@ar 
1951. Wholesale prices have bi 
declining pretty steadily for a y 
Many consumer industries now 
really in a depressed state. 

We could have a very consid 
able expansion of production 
consumption of textiles, shoes, r 
and carpets, most household f 
nishings and many other it 
affecting our ability 
produce what we need for a str 
defense. 


® The maintenance of a high le 
civilian economy with an adva 
ing standard of living, so long 
it does not interfere with the 
effort, can in itself be a very po 
erful factor in financing our 
fense needs. Also, contrary to m 
of the general opinion, an incre 
in consumer buying of the go 
which we can produce in ab 
dance can alleviate inflation da 
gers. 

For example, some economists 
have referred to a probable “in- 
flationary gap” of some $19 bil- 
lion in 1952 between the purchas- 
ing power generated by the high 
government expenditures for de- 
fense and the supply of goods 
available for civilians. This is part 
of the concept that we will have 
heavy inflationary pressures 
through surplus consumer dollars 
chasing limited goods. Actually, 
analysis indicates that at the cur- 
rent level of consumer purchas- 
ing—about $207 billion annual 
rate—approximately $186 billion is 
in areas where production could 
be increased without slowing down 
defense production potentials. If, 
therefore, a 10% increase in con- 
sumer demand could be generated 
for this part of our economy—an 
increased standard of living in the 
90% area—we could absorb $19 
billion of this inflationary purchas- 
ing power. 


® Let’s look at the other means of 
absorbing inflationary pressures to 
see how they would compare in 
effectiveness in taking care of an 
excess of $19 billion in consumer 
purchasing power. 

First, tares—Federal taxes on 
consumers in 1951 were about $25 
billion. We would have to increase 
personal taxes by 76% to absorb 


an additional $19 billion of pur- 
chasing power. 
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OVER HALF OF PRESENT INCOME AFTER TAXES 
AVAILABLE FOR"DISCRETIONARY SPENDING’ 


FLUID MILK AND CREAM 
Prewar Per Capita Consumption By Income Groups 


Ic 


Advertising Age, May 12, 1952 


Gnart 6 


E CREAM 


Prewar Per Capita Consumption By Income Groups 


f Prewar only was “Discretionary * , 
‘ 1951 Per Capita Consumption 395 Ibs. 1951 Per Capita Consumption 16.1 Ibs 
1940 19S! + Querter) , a . . 25.1 Ibs. Present 
ff a. ae = en Present Potential Per Capita 473 Ibs. a Present Potential Per Capita 25.1 Ibs. Porential 
5 hon ‘ hon Present 
¥ Disposable Personable Income Disposable Personal Income Opportunity: 20% increase in Ibs. Per Capita Porential Opportunity: 56% increase in Ibs. Per Capita 
Pe ' i 420s 202bs 
jf 309 r 
65% 35% 4% 267s 
(492 Billion) | (265 Bilhon) (1077 Billion) $3% 1940 NN 02S gg t--- cs. 120 ibs 
; Basic Senden ~— (1196 Billion) me 
LIVING Power fae Discretionary 134 lbs 
y = cpwarccs | Spending 20t = 
és ot mmmiten | Power = MILK 1940 AVERAGE - 11.3LBS 
| oe eee oes £2 88 8 OOOO 104 Ibs ~~~ ai = ‘es en 
Consumption 180 lbs. 
Per Capita [~ 
DISCRETIONARY SPENDING POWER IS 4’4 TIMES PRE-WAR 60 
ICE CREAM 
wo | rm a 1786 Bullion —_. 21 ibs 

el ee Per Capita 
- a Family Family "000% + ’ 
= 19) 1077 Bulion Bas Living conte 196 Blhon UNDER 15001 #1000m #500% 12000% 13000~m 15000 UNDER #5001 000% 41500 12000 13000 +5000 
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Second, consumer credit—As of 


Source Consumenan of Foad the United States - US Dept of Agrauiture, Miscellaneous Publcatan No 691 Ag 42 


of 10% in personal consumption 


tures that are not absolutely es- 


ing standard of living even during 


when we contemplate a drop of $20 


December 1951, total consumer of items not in conflict with de- sential in building our defense. On all-out war as well as during our billion in government expendi- 
5 credit outstanding was $20.6 bil- fense would add substantially to the revenue side, however, an in- present defense economy (See tures. Yet this drop is insignificant 
lion. We would have to cut out all the level of corporate profits which crease can be obtained more Chart 2) compared with the drop of $130 
new credit for a year and liquidate was a source of some $27 billion easily and less painfully by en- When all figures in dollars are billion (in terms of 1951 dollars) 
irely all outstanding credits to of tax revenue in 1951. On the couraging an over-all increase in converted to 1951 prices in order in defense expenditures that took 
orb the same $19 to $20 billion other hand, a drop in volume that production and consumption, there- to remove price fluctuation and to place between 1944 and 1947. 
ta 10% rise in consumption many industries, such as textiles, by broadening the base for taxes, indicate relative physical volume It would require only a 10% in- 
CGald absorb are now experiencing could mean a rather than by further increases it can be shown that we success- crease in personal consumption ex - 
Third, savings—The rate of per- substantial drop in government which tend to stifle production. fully absorbed the shock of drop- penditures to offset a $20 billion 
“ul savings in 1951 was approx- revenue. Even a relatively small ping defense production from the drop in defense production. A 


tely $17 billion. We would have 
ftoMiouvle the present high rate of 
$a¥ings in order to absorb an ad- 
difional $19 billion. 


ow, trom a standpoint of gov- 
nent tax revenue, an increase 


drop in sales of a company these 
days can mean a big drop in prof- 
its because break-even points have 
been forced so high through in- 
creased wage levels. 

Every effort, of course, should be 
made to curtail federal expendi- 


Despite War Our Standard 
Of Living Has Increased 

An analysis of what happened 
to the real standard of living be- 
tween 1940 and 1951 shows that 
our miraculous increase in pro- 
ductivity made possible an increas- 


war peak in 1944 and had a sub- 
stantial advance in the standard of 
living. (See Table 1) 


10% Higher Living Standard 
Could Offset Defense Slump 


We shudder and fear depression 


change, therefore, in our standard 
of living of only 10% would be 
enough to maintain our over-all 
production at the level anticipated 
during our peak of defense effort. 
(See Chart 3) 

Defense expenditures in the last 


In the last twelve months* the Dallas ABC Retail Trading ee 
Zone has gained $100,630,000 in effective buying power, to 
make a total of $1,780,499,000. 


Retail sales are up $92,462,000 to a total of $1,401.- 
753,000. 


Food sales are up $33,441,000 to a total of $297,070,000. 
Drug sales are up $8,558,000 to a total of $46,105,000. 


Furniture, household goods and radio sales are up 


$3,606,000 to a total of $75,264,000. 


Circulation of The Dallas Times Herald is concentrated— 
139,112".". . 98.6% —in the Dallas Retail Trading Zone to ‘ 


+. 
se give you maximum penetration. Ww the 8 
De This is a planned circulation pattern. It is the reason 


The Times Herald has been the preferred newspaper in Dallas 
| | 
1 


for a quarter-century. The figures speak for themselves. 


Total Advertising —1951* 


The Times Herald............... 33,885,507 lines NATIONALLY REPRESENTED BY THE BRANHAM CO. 

: , ss Offices—New York, Chicago, Los Angeles, Detroit, St. Louis, 
: Second Newspaper............. *29,502,715 lines Dallas, Memphis, Atlanta, San Francisco, Charleston, S. C. 
: “Sales Management. 1952 “ABC Publisher's Statement, March 31, 1952 KRLO @ AM @ FM @ TY @ CBS AFFILIATE 
ty Media Records finctudes 611.108 Ines of This Week advertising DALLAS—FORT WORTH 
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MINNEAPOLIS 


Now only 


cities in the United States have Sunday 


newspapers with larger circulations than th | 


Minneapolis Sunday Tribune 


CcHIcCAcO PHILADELPHIA 


...more than 62 0,000 in the Upper Midwes ' 


LOS ANGELES 


s Minneapolis Star and Tribuneg™ 


EVENING MORNING AND SUNDAY 


MORE THAN 620,000 SUNDAY - 490,000 DAILY 


John Cowles, President 
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Cellophane Tape 


Agency: 
Agency: Batten, Barton, ; : Kenyon & Eckhardt, Inc. 
Durstine & Osborn, Inc. ; 


Agency: 
William H. Weintraub & Co., Inc. 


A 
UNITED STATES 


RUTLA aD es my PLYWOOD CORPORATION 


rs oe WELDWOOD GLUE 
1S WATCH CO, SS FIRZITE, SATINLAC 
3 Agency: i 
age, Simons-Michelson Co. ene 


Agency: E. T. Howard Co., Inc. 
Charles W. Hoyt Co., Inc. 


Clorets 


CHLOROPHYLL CHEWING GUM 


in 1951, Quick’s first full advertising year, 
67 advertisers placed 358 pages in Quick. 


For the first quarter of 1952, Quick’s 


advertising is up 25 pages...40% over 
the same period last year. 
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DELTA 


GENERAL ELectaic 


Agency; Batten, Barton, 
Durstine & Osborn, inc. 


Pm aay 
IRYE TE ) 


MAens 


RELIANCE MANUFACTURING COMPANY 


ANKSH 


Agency: 
Ruthrauff & Ryan, Inc. 


MANUFAC 'UtING COmPany ‘ 


Agency ; 
Geyer, Newell g Ganger, inc 


ACKING CO. 


SHOE PoLisy 


Agency: 
W. Earl Bothwell, Inc. 
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40 
quarter of 1951 were at the an- 
nual rate of $44 billion. They are 


expected to reach a peak of $60 
billion to $65 billion in late 1952 
er in 1953. Then a cut of some $20 
billion is anticipated, but few be- 
lieve that defense expenditures can 
be lower than $40 billion annually 
for some years to come 

Our productive ability by 1953 
will be such that the $60 billion 
peak defense can be accomplished 
and still allow for enough civilian 
goods and services to increase per- 
sonal consumption to $215 billion 
providing the demand can be cre- 
ated! (See Table II) 


One-Third Higher Standard 
Of Living Possible by 1957 
Preductien in 1957 
than the per capita rate proved 
possible in wartime 1944 would 
mean a gross national production 


no greater 


of over $390 billion—enough for 
continued expansion of civilian 
goods and services by one-third 


over present levels even after $40 
billion annually for defense, and 


ample allowance for other gov- 
ernment purchases and private in- 
vestment 

In terms of constant 1951 dollars 
our per capita productivity in- 
creased from $1,490 in 1940 to $2,- 
310 in 1944 (Real Gross National 
Product divided by population). A 
similar per capita productivity for 
our 170,000,000 population in 1957 
could mean a Gross National Prod- 
uct of $390 billion in 1957 in terms 
of 1951 dollars, and could provide 
the purchasing power for a stand- 
ard of living approximately one- 


third higher than at present. (See 
Chart 3) 
New Kind of Economy 
And Better Living Ahead 
The great mass of the Ameri- 


can population now have incomes 
that provide a standard of living 
far above bare subsistence levels. 
Purchases can be deferred and 
even substantial cuts could be 
made in such “essentials” as food, 
clothing and shelter before en- 
countering rea! hardship. Our 
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TABLE II 


Detense Economy Production and Consumption 


(IN 1951 PRICES - BILLIONS) 


1851 (Last Defense Peak Defense Slowdown 
Quarter Rate) 1953 1953-1954 
Gross National Product $334.6 $355.0 $355.0 
Defense 44.0 60.0 40.0 (down $20 
billion) 
Other Government Expense 26.7 30.0 30.0 
Private Investment 57.2 50.0 50.0 
Personal Consumption 206.7 215.0 235.0 (up 10%) 


economy is based largely on cre- 
ated human wants rather than 
“needs” or necessities. Our people 
work and earn not just barely to 
live—but to live better in accord- 
ance with their own ideals of what 
they want in relation to what their 
earnings can afford. 

This makes advertising increas- 


ingly important as an economic 
and social force. Wants and desires 
necessary to expand markets for 
our preduction are increasingly a 
matter of choice and discretionary | 
election rather than economic need. 

Major changes have taken place 
since before the war in the dis- 
cretionary spending power of mil- 
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Both Sides of the St 


reet! 


Nice thing about the circulation of The Free Press is the UNIFORMITY 
of its coverage of people of ALL types, incomes, ages, etc. No matter 
what you have fo sell, if properly displayed against the background of 
INTEREST in The Free Press, you're going to get BETTER RESULTS "from 
both sides of the street.’ For example: Customer Audit Bureau of 
New York's Survey of Detroit Department Store shoppers showed that 
of the shoppers with incomes of $100 or more weekly, 59% read 
The Free Press. Of those with incomes of $60-$100 weekly, 48% 
read The Free Press. In the group with incomes of $60 or less weekly, 
42% read The Free Press. Free Press circulation becomes therefore a 
pretty complete ROSTER of the HALF that buys TWO-THIRDS OF every- 
thing, from carpet tacks to Cadillacs. If you are MORE INTERESTED in 
SALES than anything else, schedule your advertising in 


Che Detroit Free Press 


«JOHN S KNIGHT PUBLISHER | 


lions of families. Even as compared 
with our best prewar year, 1940, 
the discretionary spending power 
in dollars by 1951 had increased 
4'» times and the share of the 
disposable income that was avail- 
able for discretionary use had 
grown to 53% of the income from 
35% in 1940. (See Chart 4) 


® In 1940 when our total disposable 
personal income after taxes was 
$75.7 billion, our population used 
$49.2 billion of this for basic liv- 
ing costs—the necessities of food, 
clothing and shelter. The remain- 
ing $26.5 billion or 35% of the in- 
come was available for all other 
items making up the 1940 stand- 
ard of living or savings. $3.7 bil- 
lion of this represented personal 
savings in 1940. 

To maintain the same standard 
of living per capita for food, cloth- 
ing and shelter in 1951 at the in- 
flated prices would have required 
$107.7 billion instead of $49.2 bil- 
lion because of the increased prices 
of these necessities and because of 
the increased population to feed, 
clothe and shelter. This $107.7 bil- 
lion would, however, have pro- 
vided for the same consumption 
in physical units per person and 
of the same quality as in 1940. 

But disposable personal income 
in 1951 (last quarter) reached the 
annual rate of $227.2 billion even 
after the increase in personal taxes. 
so the consuming public had $119.5 
billion or 53% of the income in the 
form of discretionary buying 
power over and above what was 
needed to provide the necessities 
for a 1940 standard of living. 

This discretionary buying power 
(4% times as great as in 1940) was 
available at the discretion of the 
individuals to provide for in- 
creased savings, additional items 
not enjoyed before, or improve- 
ment in the basic standard of liv- 
ing in the form of more or better 
quality items of food, clothing and 
shelter. 


® Thus, a large pool of new dis- 
cretionary buying power is avail- 
able—4'2 times the prewar size 
and representing over half the 
total income. This places an in- 
creased burden on advertising in 
creating desires and guiding the 
selection of items that could im- 
prove the standard of living over 
the prewar level without interfer- 
ing with defense needs. 

This makes the job tougher, too, 
because the consumer has so much 
greater freedom of choice. With 
ncreasing discretionary spending 
power competition no longer is just 
between brands within a product 
class, but is increasingly between 
whole fields of different products 
and services 


Greater Spending Power 
Means New Potentials 

Even such basic standard of liv- 
ing items as food and clothing have 
an opportunity for substantial in- 
creases in unit sales as a result of 
the increased share of the con- 
sumer dollar that now falls into the 
discretionary classification 

Intensive selling and merchan- 
dising can be rewarded from this 
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Get Your Copy of the 1952 “Consolidated Report" 
From One of These Co-operating Newspapers 


Columbus Dispatch-Ohio State Journal 
Duluth Herald and News-Tribune 
The Fresno Bee The Modesto Bee 
Indianapolis Star and News 
The Milwaukee Journal © Omaha World-Herald 
Portland Press Herald-Evening Express 
The Sacramento Bee § San Jose Mercury-News 
St. Paul Dispatch and Pioneer Press 
Salt Lake City Deseret News 
The Seattle Times | The Washington Star 
The Spokesman Review-Spokane Daily Chronicle 


1952 data 
on buying habits 


NOW ONT = 


@ 15 important markets 
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Consumer Analysis surveys were again con- 
ducted by newspapers in 15 metropolitan 
markets in 1952. All surveys were co-ordi- 
nated on a close time schedule to bring you 
the “Consolidated Report” early this year 
with current data from all markets. 


All information has been compiled since 
January 1, 1952. All surveys used identical 
questions to obtain comparable data on buy- 
ing habits, brand preference and product 
usage in 150 product classifications. More 
than 1,400 brands are listed. The survey sam- 
ple included over 37,000 families in the 15 


metropolitan areas where retail sales exceed 
seven billion dollars. ... One convenient 172- 
page digest gives you this timely information, 
with side-by-side tabulations for the 15 mar- 
kets showing comparative brand position and 
product use in each market. 


Subjects covered include family income, gro- 
cery products, soap and detergents, toiletries, 
foundation garments, home ownership, home 
heating, appliances, painting, hosiery, tele- 
vision receivers, alcoholic beverages, soft 
drinks, cigars, cigarettes, gasoline, oil, spark 
plugs, automobile ownership, repairs, anti- 
freeze, tires, surgical bandages, 
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How many 
members in 


i this family 


The answer is five! 
There’s Mr. ¢ 


insurance executive. His wife, Elizabeth. 


rcorge Owen who is an 


js an active PT. A. member. Their older 
‘daughter, Priscilla, age 14, 1s high 
school and learning to play the piano. 
Shirley was three last January. 

They own their own home in Oak 
Park, Illinois, and drive a 1950 Plymouth. 

You would expect the Owens to be 
‘magazine readers, and so they are. Sev- 
eral magazines come into ther home. 
But one magazine —The Saturday 
Evening Post — 7s a member of the family. 
It has a special place in their affections. 
Both Mr. 


regularly since they were in school. 


and Mrs. Owen have read it 
They 
spend more time with it, have more con- 
fidence in it, and they pay more atten- 
tion to its advertising pages. 

This special teeling that the Owens 


have for the Post ts duplicated in millions 


{h-vets to th 


of American homes. It is probably the 
greatest single force that any national 
advertiser can have working for him. 
For building brand loyalty and dealer 
preference it 1s unsurpassed. 

Because national advertisers and their 
agencies are well aware of these facts, 
the Post is carrying more advertising 
than any other magazine —and a greater 
dollar volume than ever before in the 
Post’s long history. 

The Post gets to the heart of America. 


Carl Speckhart of the Gunnarson Drug Stores, whiere the 
Owens have shopped for eight years, says: “I find it’s easier to 
sell products that are advertised in the Post. ‘They're the ones 
people ask for.” 
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pool ef new incomes, because even| per capita consumption under pres- 
with ample purchasing power the| ent living standards, however, 
demand must be created. Families| could be the prewar amount ac- 
moving up in income and discre-| tually consumed per individual 
tionary spending power tend to| living in families that had a pre-) 
continue the food habits and likes| war income sufficient for full dis- 
of their former income group un- | cretionary selectivity of diet. The 
less they are educated to want and | majority of American families now 
like the better diet they can now lare ina position to select the items 
afford. of food they want 

A measure of the minimum goal | 
the food industry should accept for |@ Let’s take the dairy division of; 
foods as an example. Government 
studies prewar (1935-36 and 1941) 


on a broad sample of families in 
different income groups gave a 
good indication of how per capita) 
consumption of certain dairy prod- 
ucts varied by income groups. An- 
alysis of these prewar spreads in 
consumption shows the opportu- | 
nity for expansion in markets when | 
income distribution moves upward. | 
Those with high discretionary 
spending power, prewar, actually 
consumed over twice as many/ 
pounds of dairy products per capi- 
ta as those with low discretionary 


Geared for Defense 


are the many industries concentrated 
in Manitowoc (Wis) County. OVER 
87% COVERAGE of this prosperous 
area is afforded your advertising in the 


Manitowoc Herald-Times 
and the 


Two Rivers Reporter 


Reoresented by 


Burke, Kuipers & Mahoney, Inc 


spending power. (See Table III) 


Total Dairy Products (milk 


Fluid milk and cream 
Cheese 

Ice Cream 

Butter 


Dairy Products Prewar Consumption Per Capita 


equivalent—fat content basis) 


TABLE Ill 


Low High 
Discretionary Discretionary Increase 
Spending Power Spending Power In Actual 
(Income Under (Income Over Per Capita 
$1,000) $5,000) Consumption 
488 lbs. 1,036 lbs. 112% 
ma |” 473.” 102% 
34” 8.1 ” 138% 
ay“ 33.3 “° 434% 
8.8 ” 19.1 ” 117% 


In 1935-36 those with incomes 
under $1,000 represented 53% of 
the total consumer spending units. 
In 1951 only 13% remained in this 
low income group. That is an indi- 
cation of the changed market. 

As in total dairy products the 


prewar pattern of per capita con=| in families with high discretionary 
sumption of fluid milk and cream| spending power (over $5,000 in- 
by income groups indicated sub-| come) as in families with low dis- 
stantial opportunities for expansion | cretionary spending power (under 
as income shifts upward occurred! $1,000 income). 
(See Chart 5). Consumption of} To reach the prewar level of 
milk per capita was twice as great ' consumption in families with suffi- 
cient income for discretion in diet 


sit 


IN THE U.S.A. 


SAN DIEGO 


CALIFORNIA 


THE MOST 
IMPORTANT CORNER 


ac TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


selection would mean an expansion 
of 20% over the actual 1951 per 
| capita consumption. Here, indeed, 
is an opportunity for merchandis- 
ing ingenuity. 


® Some increase in fluid milk con- 
sumption did occur—from 343 
pounds per capita in 1940 to 395 
pounds in 1951, or 15%, but be- 
| tween 1945 and 1951 the trend was 
| down. 

Ice cream consumption prewar 
was closely related to family in- 
come, ranging from 2.1 pounds per 
capita in low income families to 
| 25.1 pounds in better 
|homes. (See Chart 6) 

When restrictions on production 
|for civilians were lifted late in 
1945 consumption increased rapidly 
to a peak of 22.5 pounds per capi- 
ta in 1946 or double the level of 
11.3 pounds in 1940. Since 1946, 
however, consumption has declined 
to about 16.1 pounds per capita in 
1951. Present discretionary spend- 
ing power indicates a merchandis- 
ing opportunity for a 56% increase 
in per capita consumption over the 
1951 level. 


income 


|@ Because of the millions of people 
| affected by the dairy industry the 
opportunity for expansion of per 
capita consumption of dairy prod- 
ucts assumes unusual importance 
to our whole economy. 

Some 23,000,000 people live on 
| farms that produce milk. The value 
of farm physical assets (real es- 
tate and livestock) associated with 
milking herds totaled $19.3 billion 
as of Jan. 1, 1950, or 21% of all 
farm total. 

In terms of the diet of our peo- 
ple, dairy products supplied 76% 
of the calcium, 47% of the ribo- 
| flavin, 25% of the protein and fat 
| and 17% of the calories. Yet nutri- 
| tionists seem to agree that for an 
| adequate diet the consumption of 
milk per person should be approxi- 
mately double the present amount 
actually consumed. 
| If consumer desire for milk were 
| created to reach the level of one 
| quart per day for children and one 
' pint per day for adults as recom- 

mended by nutritionists for an 
adequate diet the total market for 
milk would double—to the real 
| benefit of both the consumers and 
the producers, processors and dis- 
tributors. So the 20% increase in 
potential per capita consumption 
of fluid milk and cream, for ex- 
ample, resulting from increased 
purchasing power alone would 
leave us still far below the nu- 
tritional ideal. 


@ Milk and ice cream are men- 
tioned here only to show how the 
factor of changed income has ex- 
panded the market potential for so 
many types of goods and services. 

But the changed income is only 
one of several important factors 
that should make it possible to 
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' In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer Ferguson Walker Company « Chicago °* Detroit ¢ . Atlanta ¢ Los Angeles 
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One good 


Just a few months ago, McKesson & Robbins tied 
up with Puck—The Comic Weekly in a Christmas 
retail promotion that rocked the drug industry and 
put a new light in the eyes of some ten thousand 
retail druggists from Bar Harbor to San Diego. 

Results? McKesson & Robbins doubled their 
Christmas business of the year before! What’s more 
important... since any competent promotion is 
bound to make a dent on the wholesale side. . . is the 
fact that hundreds of retail druggists reported a 
record movement of merchandise off their shelves. 
No empty tributes, either; the manufacturers who 
participated can document this with the re-orders 
that piled up after New Year’s. 

So here’s the first public announcement of an- 
other nation-wide McKesson & Robbins-Puck pro- 
motion... wider and even more solid than its prede- 
cessor. It’s called the 


“summer—vacation needs” promotion 


...a tremendous mid-year sales lift that any re- 
tailer in any field could use, and especially the drug- 


deserves 


gist who wants to bolster his May-June-July-August 
volume. For your professional interest, here are 
the vital statistics on this second record-breaking 
McKesson & Robbins-Puck promotion: 


basis: The three billion dollar summer recreation 
expenditure of American families. 


purpose: To channel a larger share of this expen- 
diture to the retail drug store. 


investment: An overall promotion investment ex- 
ceeding a million dollars, focussed on two pre- 
holiday Sundays: May 25th and June 29th. 


media: Puck—The Comic Weekly and 20 co-operat- 
ing independent Sunday comic sections. 


space: Ten jumbo four-color pages in the two issues 
... each page facing a popular comic feature. 


scope: 50 million consuming members of reader 
families in 10,000 places of 1000-and-over popula- 
tion. Better than 45% family coverage in U.S. areas 
where over 50% of all retail sales are made. 


sales: Approximately 1500 salesmen of McKesson 
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promotion 


| another! 


& Robbins and co-operating regional wholesalers— 
each salesman equipped with the most unique sales 
device ever used in the drug industry! 


material: Multi-million, full-color, 10-page re- 
prints, laid out for retail imprinting and mailing, 


to saturate an already well-soaked consumer mar- 
ket. Unique window and interior display material 
built around the world-famous Puck Comic char- 
acters ... Jiggs, Maggie, Dagwood, Blondie, the 
Katzenjammer Kids and others. 


advertisers:--------------- 


American Home Products 
American Optical Company 
American Safety Razor Company 
Aristocrat Company 

Armour Toiletries Co. 

Artra Cosmetics, Inc. 

Associated Brands, Inc. 

The Barbasol Company 


Bauer & Black, Div. of Kendall Co. 


Bourjois, Inc. 

Bridgeport Brass Company 
Chamberlain Sales Corp. 
The DePree Company 


Doughboy Industries 
Dow-Corning Corporation 
Eversharp, Inc. 

Gini Products, Inc. 

The Hudnut Company 

The E. Ingraham Company 


International Cellucotton Prod. Co. 


Liquinet Corporation 
Lo-Calory Food Company 
Lucky Tiger Manufacturing Co. 
Marlene’s, Inc. 

McKesson & Robbins 

Noreen, Inc. , i ‘ah 


i Raise « OO 4 


Northam Warren Company 
Noxzema Chemical Company 
Pepsodent Div. of Lever Brothers 
Personna Blade Company 


Poloris Company, Div. of Block Drug 


Procter & Gamble 

E. W. Rose Company 
Serutan Company 

The Toni Company 

L. E. Waterman Company 
Weco Company 

Wildroot Company, Inc. 
W. F. Young, Inc. 


As you read this, the operation is in high gear 
with McKesson & Robbins salesmen and sales staffs of other leading wholesalers 
. bringing this program to 42,000 retail druggists. 


T HE COMIC WEEKLY 


The Only NATIONAL Comic Weekly — A Hearst Publication 


63 Vesey St., N. Y., Hearst Bldg., Chicago, !207 Hearst Bldg., San Francisco 
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sell and units and to 
have an expanding standard of liv- 
ing in line with our increased 
productivity. Here are some other 
major changes that mean real cp- 
portunities: 


more more 


Significant Changes 
In Age Groups 

The high birth rate of the last 
ten years as well as the extension 
of the life span have brought about 
very significant changes in the age 
distribution of our population. By 
July 1952 it is estimated that there 
will be 62% more children under 
5 than there were in 1940, and 45% 
more children between the ages of 
5 to 9. 

This large increase in the num- 
ber of children under 10 years old 
can be expectéd to have a major 
influence over the years to come 
on special needs for housing, school 
facilities, clothing and food prod- 
ucts 

To take care, for example, of an 
anticipated increase of six million 
in school enrollment and meet the 


present backlog of replacements 
will require 600,000 new class 
rooms in the next five years at a 
probable cost of $16 billion. The 
U.S. Commissioner of Education 
has discovered that the shortage of 
school rooms is “rapidly approach- 
ing a major national catastrophe.” 
At the other extreme an increase 
of 39% in the number of persons 
over 60 years old is important also 
from the standpoint of many spe- 
cial requirements of this group 


Families Growing in Size - 
A Reversal of Trend 

For many years American fami- 
lies decreased in size. Now there 
are indications that this trend is 
reversing because of the greater 
number of children per family. 

The birth rate has continued at 
a level far above earlier predictions 
by population experts. It is esti- 
mated that births in 1952 will ap- 
proximate 4,000,000. 

The increase in the birth rate 
is attributable only in part to the 
increase in marriages. In fact, the 


number of marriages may be ex- 
pected to decline considerably dur- 
ing the next five years since the 
number of adolescents of 10-19 
years who will supply most of the 
marriageable couples of the next 
ten years is actually lower than in 
1940. A major factor in holding up 
the birth rate has been the change 
in attitude of young couples to- 
ward having more than one or two 
children. 

There has been a large increase, 
for example, in the number of 
second, third, and fourth children. 
The number of mothers bearing a 
second child now is 91% greater 
than in 1940 and the number of 
third born has increased 86%. The 
following is an estimate of births 
in 1952 by birth order as com- 
pared with 1940 births: 


Number of Births 


e 

Birth Order 1940 1952 Est. Increase 
ae ' 1,330,000 47% 
Second ...... 613,000 1,170,000 1 
Third ....... 333,000 620.000 86 
Fourth ....... 193,000 310,000 61 
Fifth or over 494,000 0,000 15 

Total 2.538.000 4,000,000 58%, 


Over Half Of Present 
Families Newly Formed 

The basic family unit is a mar- 
ried couple. Of the estimated 37 
million married couples living to- 
gether in 1952, over half are the 
result of marriages within the last 
12 years. 


Married couples living together | 


in 1940 totalled 28,517,000. Between 
1940 and 1951 there were 20,680,- 
000 new marriages. Losses, through 
death, divorce or separation ac- 
counted for 12,197,000 couples, 
leaving an estimated 37,000,000 
married couples living together as 
of July 1, 1952. 

With this amount of change in 
families no manufacturer or pro- 
ducer can assume that these new 
families will take on the same 
product or brand preferences as 
the old. The reed for new selling 
and advertising effort is apparent. 


Population Is Growing 
And Becoming More Urban 

The 12-year growth (1940-1952) 
in our population of over 25 mil- 


‘IT dunno... untess they elected that big space buyer 
chairman of the Greens Committee...” 


Circulation, City and Retail Trading Zone 


Now 
DALY 
ENQUIRER 
158,430 


145,679 


epost 
143,997 


How to “approach” the (long) green in 
Cincinnati: More and more and more. . . 


Cincinnati is a morning-newspaper town! 
Today, the Daily Enquirer has more cir- 
culation with the retail trading zone 
than the total circulation of any other 


Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, In 


Advertising Age, May 12, 1952 


lion persons represents a new mar- 
| ket greater than Canada and Aus- 
| tralia combined. Every month the 
| added population is equivalent to 
lanother Omaha, Richmond, or 
| Syracuse. 

Our population is becoming in- 
creasingly urban with 57% of the 
total population concentrated ir 
162 metropolitan markets in 1950 
All of the increase in populatio: 
since 1940 has been in the nor 
farm segment which is depende: 
almost entirely on purchased foc 


Educational Levels 
Changing Rapidly 

As of 1952 the number of adult. 
who have had a full high school 
education is more than four times 
as great as in 1930 and 75% greater 
even than in 1940. 

A population containing more 
than 40,000,000 high school gradu- 
ates is quite different from a popu- 
lation with 23,000,000 graduates as 
in 1940 or from a population with 
less than 5,000,000 graduates—a 
condition that existed shortly after 
World War I in 1920. This change 
can be an important influence on 
the acceptance of dietary claims or 
the desire for a better standard of 
living—skilled merchandising can 
make this a plus factor in develop- 
ing sales. 

Per Cent of Adult Population 


High School 
Year Graduates Non-Graduates 
1920 7% 93%, 
1930 13% 87% 
1940 27% 73% 
1952 estimated 40%, 


Mechanical Refrigeration 
In The Homes 

Between 1940 and 1952 the num- 
ber of dwelling units equipped 
with mechanical refrigeration grew 
from 15.1 million to 35.1 million or 
an increase of 132%. Much of this 
newer equipment contains a deep 
freeze compartment or the homes 
have a separate frozen food cabinet. 

This rapid change in home re- 
frigeration facilities is changing 
living habits, selection of foods and 
shopping habits. It means cold bev- 
erages, frozen juice concentrates 
and frozen desserts are always 
available in many homes. 


Change in Buying Habits 
An Important Development 

Supermarkets have expanded 
their share of total grocery sales 
from 19% in 1940 to 42% in 1951. 
While they represent only 3% of 
the number of grocery outlets the 
15,383 supermarkets have an an- 
nual volume of nearly $12% billion 
or over $800,000 per store. 

The trend toward consumer buy- 
| ing in self service type stores has 
| been rapid in grocery outlets. Chain 
|stores which represented 38% of 
| grocery sales in 1950 had 90% of 
| their sales through self service 
| type stores, while independents had 
|53% of their sales in self service. 

Most of this shift to self service 
| has taken place since World War 
| II. 

This revolutionary trend in con- 
;Sumer buying—the concentration 
|}in supermarkets and other self 
service stores—emphasizes the 
growing importance of creating 
strong consumer preference and 
brand recognition. It places a pre- 
mium on good and attractive pack- 
aging, display, and advertising. 

Grocery stores are expanding 
their sales of many products for- 
merly sold principally through 
drug stores—to the extent that on 
many of these brands the grocery 
stores now represent from one half 
to two thirds of total sales. 


Advertising - A Positive 
Economic Force 

The economic conditions facing 
us now present a greater oppor- 
tunity and challenge to advertis- 
ing—an opportunity to prove its 
function as a positive economic 
and social force. 

Advertising and selling are 
needed as never before to build 
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.....lhey’re My Bread and Butter” 


Leonard Olwer says, 


- 


“Sure! I Know These People & 


Looking over the Farm and Ranch-Southern 
Agriculturist subscription list in Fayette 
County, Mr. Oliver said, “Eighty percent of 
these people are among my best customers. I 
know most of them personally and I know 
them to be good farmers and good people to 
deal with. After all, it’s my business to know 
the farmers in this area. . . and I do. I'ma 


farmer myself!” 


ad 


Mr. Oliver went on to say, “While the far 


business has always been important in thi 


re en es 


territory, electrification and general mechani 


zation have greatly increased the earnin 


eo ere ae 


power and the buying power of the farmer i 


span) 


the last ten years. Today our best customer 


are farmers and the number of them wh 

appear on your subscription list is evidence of 
the good judgment of our suppliers who ad- 
vertise in Farm and Ranch-Southern Agricul- 
turist. Frankly, the lines on which we do the 
biggest business are the mest prominent in 
your advertising pages. I don't know how it 


is in other places, but in Fayette County it 


looks like Farm and Ranch-Southern Agricul- : | 


turist carries the weight with the farmers.” 


Special Notice to Sales Managers, 
Advertising Managers and 


Media Directors. 


What Mr. Oliver has to say about the South, 
ern Farm Market is fully substantiated by the 
agricultural statistics in the 1950 census. We 
are preparing a state-by-state digest ef these 
figures as they are released, We 


will be happy to mail them to org 


Leonard H. Oliver is the manager of the Farm Equipment the Bluegrass Country, the Wilson Co. depends largely on the Z 


Div. of Wilson Machinery & Supply Co., oldest and largest Thoroughbred Stock Farms and Burley Tobacco Plantations 
equipment dealers in Lexington, Ky. Located in the heart of — of famous Fayette County for its highly successful business. off the press. s 
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More Southern Farm Families read Farm and Ranch-Southern Agriculturist ed we ? 


than any other publication... 
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markets. that can absorb our pro- 
duction and provide employment 
when defense slows down. We do 
not have now the huge backlog of 
deferred demands that helped us 
over the transition period after 
World War II. We must create 
new demands. 

Real purchasing power now ex- 
ists beyond the most optimistic 
projections of the past, and we 
have opportunity and the ability 
to expand purchasing power still 
further through increased produc- 
tion. The force that will give life 
and meaning to our ability to pro- 
duce is the creation of desires— 
and advertising ean be that ferce! 


Population Gain 


Is Key to Vast 
Consumer Sales 


(Continued from Page 33) 
preparations for meeting demand. 


® At the other end of the age scale, | 
the proportion of older people in| 
the population also has grown 
greatly. At the same time the lolly- | 
pop consumers are crowding the! 
schools, parks and playgrounds, 
those who are enjoying the fruits 
of thrift and social security are 
“Miso on hand in greater numbers. 

between, there is a great pop-| 

tion from which the nation now 
is drawing 60,000,000 employed 
workers. 

Millions of new dwellings, bil-| 
liens of tons of food, and other 
items in multiplied millions of 
units wiil have to be produced, in 
an endless .stream, a _ stream 
branching out in all directions over 
th@ country as these goods flow 

ugh the channels of distribu- 
on to the consumers. Great and 
stfeng as the U. S. has grown from 
@ @mall start only a little while 

as history counts the time, 
a is even greater growth and 
sivength ahead. This is obvious to 
ny serious student of the coun- 
tfy’s record as it.is shown in the 
Statistics of the United States 
cemsuses 


@ Of course, the advertisers of the 
nation are not unfamiliar with the 
Ov@-ali picture of American 
grawth. What they want is more 


—_ 


Say, 

JOHN CRAIG, 
just when will 
Crosley stop 
expanding ? 


Seems that at the slightest 
provocation your company 
buys a new plant, builds one, 
makes another contribution 
to the defense effort, or mar- 
kets a new product. Which 
meets with our approval. Ex- 
pansions by Crosley AVCO 
and other companies in Cin- 
cinnati improve our city as a 
place to market products. Ex- 
pansions create more prod- 
ucts. More products, a larger 
market usually mean more 
advertising linage for us. And 
more sales for Times-Star ad- 
vertisers, including Crosley 
Keep on growing, Crosley 
Division of AVCO. 


specific information about the 
classes of population and their geo- 
graphical distribution, so that they 
can target their programs to a 
situation and a condition which 
they can handle. 

For this purpose, the reports of 
the Bureau of the Census cover- 
ing results of the 1950 Census are 
in greatest demand. Elsewhere in 
this issue, there is a comprehen- 
sive list of Census publications in 
the fields of population, housing, 
agriculture, manufactures, and the 


distributive trades which are the 
tools of the advertiser and mar- 
keter. 

In addition, the Census Bureau 
has a great fund of unpublished 
material on which the advertising 
and market researchers can draw 
further. Within small limits, this 
unpublished information can be 
had for the asking; more compre- 
hensive data are furnished at nom- 
inal cost of actually reproducing 
the material in the form of photo- 
stats or microfilm copies. 


Any attempt to enumerate and 
describe in detail the great changes 
in the country’s population and 
economic condition as shown in re- 
turns of the 1950 Census is im- 
possible in a single article. Books 
well might be written about sep- 
arate sectors of the story. Briefly, 
however, some of the major 
changes are mentioned in the fol- 
lowing paragraphs. 

The main current of the na- 
tion’s population is toward the 
cities, while the farm population 
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has decreased greatly. Almost two- 
thirds of the continental U. S. pop- 
ulation of 150,697,361 enumerated 
in the 1950 Census resided in ur- 
ban territory. The remainder of 
the population, 36%, resided in 
rural territory. 

About three-fourths of the urban 
population of 96,467,686, was con- 
centrated in 157 urbanized areas 
defined about central cities of 50,- 
000 or more population, while the 
remaining portion resided in other 
urban places of 2,500 or more pop- 


MARRIAGE LINE STRONG: 


Has a strong sense of responsibility 
to his wife and children. His first interest is keeping 
them well and happy. Coronet not only brings 


reading pleasure to his whole family every month, but 
brings them hope for an increasingly better life. 


LINE OF HAPPINESS DISTINCTLY MARKED: 


are you reaching the hands that 


This is a happy, hopeful reader— 

but not a blissfully ignorant one. He goes for Coronet 
because it puts the facts in front of him— 

without pulling the ground out from under him. 


Coronet examines today’s problems 
in issue after issue—but points to their solutions, too. 


THE LINE OF FORTUNE IS CLEAR: 


Has the power to accumulate money. 
He’s not only in a position to pay for the good things 
in life .. . he’s in the right frame of mind to 


pay for them. Show him your product and he won't say 
“What's the use?” but “How can I use it?” 


WELL-TRACED LINE OF INTELLECT: 


This reader is bright, welcomes ideas. 


In its editorial and advertising pages, 
Coronet supplies him with a steady diet of ideas to 
help him lead a fuller, richer life. 


LONG, CLEAR LIFE LINE: 
Leads a healthy, normal life — 


and loves it. He loves Coronet too, because fear— 
fear of failure, of misery, of destruction —is blue-pencilled 
out of the pages of Coronet, and hope is left in. 


LINE OF FATE IS GOOD: 
Believes in the future. 


In every article, every story, every issue, Coronet 


reinforces his belief that dawn will break . . 


. and that 


it will break right for him. Your product will 
have a better fate if you offer it to readers like this. 
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ulation located outside the 157 ur- 
banized areas. 


® The population of the 157 urban- 
ized areas, 69,249,148, was 46% 
of the country’s total population, 
while the remainder of the urban 
population residing outside the ur- 
banized areas, 27,218,538, repre- 
sented 18% of the total population. 


Within the 157 urbanized areas, | 


48,377,240, or 69.9% of their com- 
bined population, resided in the 
central cities, while 20,817,908, or 


30.1% of the urbanized areas’ to- 
tal, resided in the urban-fringe 
areas of the central cities. 

The 1950 Census data show that 
today’s farm population numbers 
about 23% million. This is a de- 
cline of about 8 million since 1910 
when farm population totals first 
were compiled separately. 

While the farm population de- 
clined by 8 million, the non-farm 
population increased by about 67 


workers away from the farm to 
more attractive employment, but | 
by producing modern farm ma-| 
chinery, industry has made it pos- 
sible for fewer farm workers to 
feed the larger population. The 
number of farm workers decreased 
by a million between 1940 and 
1950. Outward migration of popu- 
lation from important farm states 
has thus resulted. 


million during these four decades # With a national population in- 


of change. Industry has drawn 


crease of 19 million in the last de- 


cade, American advertisers have 
a domestic market measured in 
number of people for their goods 
which is 14%% larger than 10! 
years ago. Presently, new potential 
customers are being added to our 
population at a rate-of 200,000 a, 
month because of a high birth rate | 
and continued low mortality. 

It is hardly necessary to state the 
obvious, that this steady accretion | 
of population means a demand for | 
increased manufacture of diapers | 
and dresses, shawls and shirts, lip- 


will reach for your product ? 


say it in the magazine 


that says life is worth living... 


oronet 


circulation 2,721,393* 


*ABC circulation for six months ending Dec. 31, 1951 


51 


sticks and razors, and all the other 
items sold for individual consump- 
tion. 

The manufacturers of those 

things which are sold on a house- 
hold basis—furniture, refrigera- 
tors, stoves, washing machines, 
electrical appliances, radios, tele- 
vision sets, and so on—have today 
a market of 42% million house- 
holds compared with 35 million in 
1940. At the same time the num- 
ber of home owners increased by 
nearly 81% million. 
Moreover, of 17% million own- 
ers reporting on mortgage status, 
nearly 10 million reported their 
homes free of mortgage debt. For 
another thing, the number of mar- 
ried couples increased by 7.8 mil- 
lion, largely because of the high 
marriage rates during the war 
years. These are important baro- 
meters for the durable consumer 
goods manufactures. 


® Despite the increase in the num- 
ber of children under 10 years old, 
the general level of the age of the 
population in the VU. S. continued 
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One medium is all you 


need to buy in Akron 
because one newspaper 
reaches all buyers in the 
rich Akron market. 

For a complete selling 
program at one low cost, 
use Akron's only daily 


newspaper. 


John S. Knight, Publisher 
Story, Brooks G Finley 
Nat. Rep. 


re a. Bee: “ge “a5 et ee 7 Sn ee cee one ee ese Sr ice eae ” 
oa | ee -_ oo 
aa | we, 
: ; 4 P f* ; 4 - SF ve sa ef A 4 : 
, ae ae ee 
a | ‘& 4 ie pe Bs ta 
: ' rs ; _ og, 
: B . ff eX _ oe 4: r. : 
= “e mn BENE ce ie Paar 
A = pfs a 
t = ne e Ka 
= ~ ze ; oa y = 
: ; “ 2 ; 7 ea See ees 
é | \ = a goon” = d re 
’ ® @ 49°" _ .seuuen, Aas 
“4 = 4g oo | a mae 
i a gout oe” a oe esnu™ = 
| _—_—_ vou 2 % a ; 
a RS j ee 
Oat mee ee 
ss® OFF i eS 
8 = @ @ see 
= sf wee 
PTT TT = I y 4 
e “4 Bo 
= 3 ® iz ees 
4 8 — rs 
Lis CH 2 ere. 
i “Ge : : : 
iJ “ aie 
‘ : ino 4 {4 } Cg — 1 
qf ae A | BEACON | Pik 
| , ae | - JOURNALS 
“= i Ts By vening & Sunday ‘ 
reed pt he ie | Ga MAE SoS Sie we ee + Sere oe ce Seer ee Sh Ee ee ete 7 Sete Ve: Bere Bee. hee : ie 


: a ; : : 
f Uf NN ] é 
iil iy , / ( ' g : 
(oven a 7 yl att af \ 
eat 4 Wa \ > ae 

| jf ag x — 4 o- BY i = 
<> A\e BO ag ih ae foal \ i ; ~ al : the 
, , cs AVY - ¥ j A} ie. f eS \ ' { | 4 ae 
: f \ ; (ap 4 , ; F et 4 f <p. t Be 1 i A é A . 

? 4 ‘ “4° 7 fia 8 s ‘ Ba 3 _—' 

a Sete \ y\ i if : fy ] } sills eS a J / ae 
Ne Ny High, Woe Po eR, } 

: a MY) 4 Oat ae A & / EA i: ON il * o / Fi : 
s at / a 4 ~ “gilt Rae J vt, i 
| wae (1 \)~) Of 
- . 7 “4 ~ ; ee - ; oy ~ b f 
TS aS |  # y= = 
“ } : a F s ‘- / < » - ok f if é id | 
] | ae iee "ie 3 gs " = ' a of j ; ’ 

Rs er er aah Be: a meas Jk f oe met ‘wi es 
4 Ad hr. ti) fj S ig 

cs eee ‘ CH Tf: er eae \ WY 

% i gl eae aes ,/ a ? Y 43 ng NX | 
seme: Cae °F r Pe" ) | 5 
5 : a BE Se | : 7 he A ~~ eS a | 
ae sy WA Be | wp see ee | 
ow 7 ; ‘O97 Fz. A , | tly IM | 
fhe + wr =e <r Oe at we ae Ta 2 
ee fs {, ” i“ - i a Ne yf ' y + Faz. WA ral | 
a er . ie < fre , 4 . 4 F = Pe of £ "3 he a ~ | 
"|e 7 , i dl : yo 4 ° fe ‘ a ge y | 
ae ef Fs. ~ A Deg A Gees a i ine = 
WN BA oe. Oe Of! Tee) 

; +¢ pe oS i,  & ‘ - , K a Dre ; oe A SAS tae + AR : f 
zs j ? = <a OS ie , a ie a ( thee eee | 
thee: _— a x . {7 Rat + oe a ee ae ae 
ro peg OL: Maes? < sAd /, eae “8 , fF Biwi 
¥ | bs foe a: S -e i AS na 
= ;, “eg fF i 2 > a fe 
7 wa Os wl Ty By ¢ J is wae: £4 
ze. \ “ IN R i. F : 73 er ah Wee y eat; “ oS ; eed “S. 

: aan ER OOS aoa 
me: XV er ' Vas Va \ +. & } a* yer <n en BoP oe we i 
~ f ey 8 se | 
| ‘Ae: : te BR | 
: ; < cS p ae i Ngaio ) 

i cies og ON? Wore < F EE 
“S ~. : ' i iin esc aaenae Ee a oe a 


You spend money to BRAND an idea, a use, a package, a value 
a difference, a reason why—on large numbers of people. 


You seek a preference that grows more difficult to get. 


There has been a decided increase in the number of brands and 
a growing similarity in merchandise, its price, construction, etc. 


There has been a decided increase in the volume of advertising sights, 
sounds, words and pictures with which people are confronted. 


ANY BRANDING ADVANTAGE YOU CAN GAIN MERITS EXECUTIVE ACTION! 


Your sales staff will get better results when they get UNINTERRUPTED 
attention from the buyer and your advertisement will register more sharply 
when it isn't hemmed in by jostling competitors in congested media. 


In "P. R.” your Advertising Copy will Brand Better, since Your message 
will not be Interrupted by heavy advertising competition. 


The Editorial Make-up of this HEADLINER SHOW 
LIMITS the number of PAGES OF ADVERTISING. 


No two same product pages can run in the same weeks issue of "’P. R.” 


You Buy VISIBILITY —in "P. R." you get it. 


“HOT IRON!” is the cry “P.R.” delivers it. 
BOSTON * NEW YORK * BALTIMORE 


_— ee . PITTSBURGH * DETROIT > MILWAUKEE 
Pictorial Ae TA" MA CHICAGO: SEATTLE *LOS ANGELES 
_ DISTRIBUTED WITH THE SUNDAY ISSUES SAN FRANCISCO 


_ OF HEARST NEWSPAPERS IN Buy one city — some or all 
THESE TEN MARKETS the choice is yours 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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FARM 


FS 


FAMILIES 


 HOARD’S ‘DAIRYMAN 


“Rert Atkinson, Wisconsin 


upward in the last decade. The 
median age in 1940 was 29 years, 
but in 1950 it had risen to 30.1 
years. This aging of the population 
is chiefly due to the continued 
lengthening life expectation result- 
ing from better health conditions 
and other factors. 

While the population under 10 
yesrs old increased by 39%, from a 
little over 21 million in 1940 to 
2914 million in 1950, the population 
over 65 years increased by 36%, 
from about 9 million in 1940 to 
nearly 12% million in 1950. These 


rates of increase compare with 
14.5% for the population of all 
ages. 


The increase in the number of 
youngsters means a bigger demand 
for the manufacture of toys, school 
supplies and other juvenile items. 
Likewise, the increase in the num- 
ber of older people enlarges the 
demand for the things that older 
people buy. 


s For the first time in any U. S. 
Census, the 1950 Census reveals 
that females outnumber males in 


the United States population. While 


amounted to 12%, also below the 


Advertising Age, May 12, 1952 


resenting governmental agencies as 


this is a new situation for the| national average, although again) well as private enterprise, are be- 
whole country, there was a numer-| large in terms of total numbers.| ing consulted for the purpose of 
ical excess of females over males| Large-scale migration to the West establishing mutual agreement on 
in the population of some of the! was the chief factor in the record| the character of information to be 


states and in many of the larger} 
cities in previous censuses. 


increase there. 


| collected to the end that data most 
widely useful may be tabulated 


The proportion of women in the|@ In 1950, American manufacturing and published. 


labor force has shown an unusually 
large increase in the last decade 
Chief impetus to this long-term 
development was given by World 
War II because of the extension 
of job opportunities for women 
due to wartime labor shortage. Mi- 
gration from the farm to the city 
where women were more likely 
to find jobs was another factor in| 
population change during the de-| 
cade. 

In 10 years, the nation’s labor 
force expanded by about 7 million, 
with a gain of nearly 2% million 
in the West. While the national in- 
crease was 13%, the West’s was 
38% in terms of workers. In the 
Northeast the increase was numer- 
ically large but amounted to only 
6%, while the increases in the 
North Central and the South 


industries employed more than 14 
million workers, an increase of 
3% million in 10 years. Employ- 
ment in the trades increased by 
nearly 3 million, in the service in- 
dustries by about 2 million, in con- 
struction by almost 1% million, 
and in transportation and other 


|public utilities by more than a 


million. 
Today, as the Census Bureau is 


| pressing its tabulation of the 1950 


Census to conclusion, with publica- 
tion of all the reports by the end 
of 1952 as its goal, the work of 
preparation already is under way 
for the national economic censuses 
covering the year 1953. These are 
the Censuses of Business, Manu- 
factures, Mineral Industries, and 
Transportation. 

Users of the economic data, rep- 
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Used asa | 
test market | 
for many years 
by America's 


advertisers. 


Providence Journal 
Bulletin Circulation 


Providence Sunday 


leading 


* 


187,545 | 


Journal 
175.143 


PROVIDENCE 


OURNAL-BULLETIN 


MORNING—EVENING—SUNDAY 


Represented Nationally by WARD-GRIFFITH CO., Inc. 


Rhode Island 


For effective, 
coverage of New 


is a BIG market in a small 


package—a city-state market that is compact, 
stable and isolated . . . and its compactness pro- 
vides advertisers with economies of both time 
and selling expense—eases distribution and 
simplifies merchandising. 


responsive and economical 
England's Second Largest 


Market of 791,896* people and retail sales of 
$768,782,000} and effective buying income of 


$1,251,570,000¢ . . . successful advertisers use. 


the direct-impact 


plan, with consistent adver- 


tising in the Providence Journal-Bulletin news- 


papers, that for many years have been recog- 


nized among the most productive in the country. 


*U.8. Census 


tSurvey of Buying Power, 1952 


|@ The first Census of Business was 
|}conducted in 1930, covering the 
year 1929. Special interim censuses, 
| financed as emergency relief proj- 
ects, were conducted in 1933 and 
1935. The fourth Business Census 
was conducted in 1940 as part of 
the 16th Decennial Census and 
covered operations in 1939. The 
|most recent Business Census was 
| conducted in 1949 and covered op- 
| erations in 1948. 

| Data on the number of estab- 
lishments, by major kind of busi- 
ness groups and selected kinds of 
| business, employment, payrolls, 
} and total sales were published for 
|the United States, each state, 
standard metropolitan areas, and 
for counties and cities with 200 or 
more establishments. Less detailed 
data were published for all places 
of 2,500 or more population. 


® The first Census of Manufac- 
tures was conducted in 1810 and 
repeated at 10-year intervals; from 
| 1900 to 1920, at 5-year intervals; 
| from 1920 to 1940 at 2-year inter- 
vals; omitted for 1942, 1944 and 
1946, in lieu of which special can- 
vasses were conducted at frequent 
intervals for the War Preduction 
Board; resumed for 1947 on a one- 
time basis under the old biennial 
schedule, and now to be continued 
at five-year intervals under new 
legislation. 

Reports on the number of es- 
tablishments, by 20 industry groups 
and approximately 400 industries, 
their employment and payrolls, 
and value added by manufacture 
were issued for the United States, 
each state, 54 largest standard 
metropolitan areas, and about 300 
leading industrial counties. Less 
detailed data were published for 
all counties, and for urban places 
of 10,000 or more population. 


® The first Census of Mineral In- 
dustries was conducted in 1840 and 
continued at 10-year intervals 
through 1940, coinciding with the 
decennial census. It was omitted 
in 1950, being provided for here- 
after in new legislation to be taken 
at the five-year intervals denoted 
above. Statistics on the number 
of establishments by kind of indus- 
try are published for the United 
States, each state, and every county 
for which data can be published 
without revealing individual op- 
erations, together with number of 
employes, payroll, and output by 
kind, by amount and value. 

No complete Census of Trans- 
portation has previously been con- 
ducted by the Bureau of the Cen- 
sus. Some data on transportation 
were collected in connection with 
the decennial Census of Electrical 
| Industries, last conducted in 1936. 
Other agencies, such as the In- 
terstate Commerce Commission and 
the Civil Aeronautics Administra- 
tion, collect certain data on trans- 
portation. The Census of Trans- 
portation will investigate chiefly 
all transportation facilities for 
which data are not available from 
established sources. 


s Thus, the Census Bureau meas- 
ures the might of America, and 
records the demographic and econ- 
omic characteristics of the Amer- 
ican people. The interest in, and 
| use of, these measures and reports 
is great, greater indeed than the 
capacity of the Bureau to produce. 
| However, it is now fast becoming 
recognized in official circles that 
without adequate measures of 


American resources and growth, 
there cannot be appropriate and 
optimum utilization of our political 
and economic instruments of free 
| economic activity and governance. 
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10 Questions for Ad Experts 


1. Which magazine has the largest circulation in America? 


2. Which magazine, according to Starch surveys, has more men 
readers, more women readers—in fact, more readers in all age 
groups than any other magazine? 


3. Last year, Colgate-Palmolive-Peet, Congoleum-Nairn, Lever 
Brothers, Maytag Company, Procter & Gamble, E. R. Squibb & 
Sons, Sterling Drug and 166 other national advertisers spent 
more money in one particular magazine than in any other. Can 
you name this book? 


4. The largest advertisers in America, from time to time, use 
keyed copy in magazines for special promotions. What magazine 
consistently outpulls all others? 


5. Which magazine was the first to offer 4-color advertising in 
fractional page units? 


6. Which is the only magazine edited with the active coopera- 
tion of 31 of the nation’s top newspapers? 


7. Which magazine is especially edited for the Golden Hours? 


8. Which magazine first brought to the Sunday field the edi- 
torial quality of national magazines? 


9. Which magazine was the first to introduce high-speed roto- 
gravure printing to the national Sunday magazine field? 


10. Which magazine has set the pattern for every improve- 
ment in the Sunday magazine field? 


TO CHECK YOUR SCORE, TURN THE PAGE ==> 
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There is only one magazine whose name is the answer 
to all 10 questions on the preceding page. 

It is also the answer for any advertiser who wants 

to reach the largest magazine market, at the time when 
people are most receptive. That magazine is— 


ae 


THIS WEEK 


the National Sunday 


MAGAZINE 


31 Great Newspapers Distribute It 


10 Million Families Get It 
24 Million People Read It 


~ 
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et 


Census Bureau Lists 
Current Available Data 


A wealth of useful information 
for marketing, sales, and advertis- 
ing executives is contained in the 
publications and files of the Bu- 
reau of the Census. 

Because many of the important 
types of material included in the 
publications of this government 
agency may be overlooked or un- 
known to business men, ADVERTIS- 
ING AGE has again requested the 
Bureau to supply a brief summary 
of their statistical materials. 

The following list, while by no 
means exhaustive, may be of help 
in indicating areas of exploration 
for those interested in Census data. 

Note: Many Census publications 
are available free of charge or at 
a nominal cost from the Bureau of 
the Census, Washington 25, D. C. 
The final bulletins and bound vol- 
umes of the various major cen- 
suses, including those publications 
whose prices are given in this arti- 
cle, are for sale by the Superin- 
tendent of Documents, U. S. Gov- 
ernment Printing Office, Wash- 
ington 25, D. C. Census publica- 
tions are placed on file as issued in 
leading public and university li- 
braries throughout the country. 
They are also available for refer- 
ence in the Department of Com- 
merce Field Offices located in 42 of 
the principal cities in the United 
States. 


POPULATION AND HOUSING 


1950 Censuses of Population and 
Housing 

Population, Series A—Bulletins 
have been issued showing final 
1950 counts of the population of 
each state and ite counties, urban 
and rural, each minor civil divi- 
sion, each incorporated place, each 
unincorporated place of 1,000 or 
more for which limits were estab- 
lished, each incorporated place of 
5,000 or more by wards, and each 
urbanized area and the incorpo- 
rated places and portions of minor 
civil divisions within it. Maps in- 
cluded in these bulletins show the 
minor civil divisions within the 
state and the boundaries of each of 
the urbanized areas. Fifty-three 
bulletins, including one for each 
state, the District of Columbia, 
Alaska, Hawaii, Puerto Rico, and 
the minor possessions are avail- 
able. The U. S. summary will be is- 
sued about the end of June. 

Population, Series B—Bulletins 
for each of the 54 areas mentioned 
above presenting general charac- 
teristics of the population have be- 
gun coming off the press and 
should be all available, with the 
exception of the U. S. summary, 
about the first of October. Subjects 
covered include age, sex, marital 
status, race, nativity, citizenship, 
school enrollment, years of schoo] 
completed, residence in 1949, num- 
ber of married couples, families, 
and households, country of birth 
of the foreign-born white, employ- 
ment status, major occupation 
group, major industry group, and 
income of families and unrelated 
individuals. Separate figures are 
presented for the nonwhite popu- 
lation in certain states. General 
characteristics figures are shown 
for each county, the rural-farm 
and rural-nonfarm parts of each 
county, each urban place of 2,500 
inhabitants or more, places of 1,000 
to 2,500 inhabitants, as well as for 
the total of each urbanized area 
and each standard metropolitan 
area. 

Census Tract Bulletins, Series 
P—D—A census tract bulletin for 
each of 67 tracted cities (64 bulle- 
tins in all) will be issued by the 
end of September, a few of the re- 
ports being already available. Cen- 
sus tracts are small areas into 
which these cities and, in some 


cases, their adjacent territory have 
been divided. 

Data from both the Population 
and the Housing Census will be 
presented by tracts in these bulle- 
tins. These data will include popu- 


lation characteristics and housing |tics mentioned in the section above 
characteristics such as occupancy /on Census Tract Bulletins will be 


and tenure, type of structure, con- 
dition and plumbing facilities, 


issued during the period May-Dec- 
ember 1952 for the 54 areas named 


|number of rooms, persons per room, |earlier. Statistics will be included 
heating fuel, refrigeration equip-|for the state, standard metropoli- 


ment, television, contract monthly 
rent, and value of one-dwelling- 
unit structures. Maps defining the 


boundaries of the tracts are in-! 


cluded. 
Housing, Series 
showing the housing characteris- 


tan areas, urbanized areas, incor- 
porated and unincorporated places 
of 1,000 to 2,500 inhabitants, ur- 
ban places of 2,500 or more, coun- 
ties, and rural-farm and rural- 


A—Bulletins |nonfarm parts of counties. 


Housing, Series H-E—Selected 


Indoor Advertising of America 


4 OFVISION OF WL. STENSEGAED AND ASSOCIATES, (we 


346 N. JUSTINE ST., CHICAGO 7, ILL. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS - EXHIBITS 


Let us bid on your next display job 
PHONE O2 WRITE... NO OBLIGATION 


eee — — hie ectenneene _ 


THEY ALL go thisaway...! 


A quick action shot of one of the 2,000,000 BOYS’ LIFE 


readers, 11 to 17, who ride the pages of BOYS’ LIFE every 
month looking for fun, free giveaways, box top offers, things 
to buy, things to make and do, hobbies, exciting features and 
hot tips on becoming tomorrow's sports heroes! 


They’re a market to reckon with. 


One good reason is that 80.8% of them earn their own 
money outside of school and spend it on things they need 
and things they don't need but want anyhow. 


Think about them! 


2 Park Avenue, New York 16. N Y 
9 West Washington Street, Chicago 2 


80 Boylston Street, Boston 16, Mass. 
2412 W. Seventh Street, Los Angeles 5. 


Published by The Boy Scouts of America 
Read by More Boys 10 to 17 Than Any Other Magazine in America 
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housing characteristics by blocks related subjects. Periodically, sup- ployed, and unemployed, classified lation Reports, Series P-50, No. 2. in Marital Status and in Number 
are being published for 213 cities plementary questions are included by age and sex. Additional in- Summary information for subse- of Households, 1890 to 1951; No. 36, 
in a series of separate bulletins to in the survey which provide data formation on occupation and in- quent years is found in the follow- Internal Migration and Mobility in 
be completed by about the end of on such subjects as income, inter- dustry, hours worked in agricul- ing Annual Reports on the Labor the United States, March 1949 to 
; July (approximately 150 now nal migration, school enrollment, ture and nonagricultural indus- Force: P-50, No. 13 (1947 and March 1950; No. 37, School Enroll- 
‘ available). Each bulletin contains educational attainment, fertility, tries, and duration of unemploy- 1948); P-50, No. 19 (1949); P-50, ment, October 1951 (preliminary) ; 
summary data for the city, data by and marital and family character-|ment is provided regularly for the No. 31 (1950); and P-506, No. 40 | No. 38, Marital Status and House- 
census tracts for tracted cities and jstics country as a whole (1951). hold Characteristics, 1951; No. 39, 


by wards in untracted cities, and Among the latest periodic re- Internal Migration, 1951; and No. 
sear oags s by blocks within, the The Monthly Report on the La- @ Comparable data for the period ports based on the supplementary 40, School Enrollment, Octobe: 
racts or wards bor Force (Current Population Re- 1940 to 1946 are summarized in questions of the Current Popula- 1951 (final). 
nif Price lists and order forms for ports, Series P-57) provides na- Labor Force, Employment, and tion Survey and issued as Current Current Population Reports, Se- 
2 the above series may be obtained tional estimates of the number of Unemployment in the United Population Reports, Series P-20, ries P-60, summarize the results of 
by writing to the Bureau of the persons in the labor force, em- States, 1940 to 1946, Current Popu- are the following: No. 35, Changes the income surveys conducted an- 
SS Census, Washington 25, D. C. These 7 7 ‘ Pott SRE AS ae vi pies aS eae 


bulletins (with the exception of 
Census Tract Bulletins and Series 
H-E above) and others to be pub- 
lished will later be assembled in- 

i to the bound volumes of the 1950 
Censuses of Population and Hous- 
ing 


Key to Published and Tabulated 

Data for Small Areas 
- A bulletin, Key to the Published 
~ and Tabulated Data for Small 
{reas, has been designed as a guide 
to the large volume of information 
based on the 1950 Decennial Cen- 
. suses of Population and Housing 
: For particular types of localities 
and for specific subjects, the Key 
“ presents in tabular form both the 
iS amount of detail] tabulated and the 
published portion thereof. In this 
manner, the large store of tabu- 
lated but unpublished data is 
identified simultaneously with the 

Mepublished material 
This bulletin is available at 30¢ 
copy from the Government 
oo Office 


fl ypulation Estimates and Projec- 
. ons 
The Bureau is continuing it 
me im of preparing estimates 
ee projections of the total popu- 
i tion and of basic demographik 
iracteristics for the U. S. and 
/*> 5 major geographic parts, Provi- 
ional estimates are available peri- 
jically from July 1, 1950, to Jan- 
urv |, 1952. Projections have been 
» of the estimated total popu- 
tion, by age and sex, for each 
ar to 1960 and for states, 1955 


‘x — These estimates are is- 
is part of release Series P-25 
_ urrent Population Survey Reports 


CS 


em Current Population Survey, 


r on a scientifically selected 
; m wf of the population, has been 
, nducted monthly since 1940 
j 4 m this survey, current esti- 
ites are pub ished on employ- 

‘e ment, unemployment, and closely 


Publix ation of 


Quality 

and 

Prestige 

. Servin } 

the 
Aeronautical 
. Engineering 
Profession 


5 Exclusively 


THE BASIC MEDIUM IN AVIATION 
FOR ADVERTISERS OF PRECISION 
ENGINEERED PRODUCTS AND SERVICES 


Institute of the Aeronautical Sciences 
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nually since 1944. The latest in 
this series is Income of Families 
and Persons in the United States, 
1950 (Series P-60, No. 9). 


AGRICULTURE 

} 1950 Census of Agriculture 
: The quinquennial Censuses of 
Agriculture provide basic statisti- 
H cal data on farms, farm character- 
i istics, and farm products. From the 
; i 1950 Census, preliminary reports 
* } have been published for the coun- 

: try as a whole and for each county, 


State, and territory 
these data. Preliminary reports are 
also available on drainage and ir- 
rigation of agricultural lands and 
on horticultural specialties. Final 
bulletins (preprints of separate 
parts of Volume I) for each State 
and territory are now coming off 
the press and will be available for 
all these areas and for the United 
States by the end of the year. 


Cotton Statistics 
Twelve reports are issued each 


Be Sa hs ‘a 


ecified dates during 
season. Two reports or 
duction and distributior 
annually 


the ginning 
cotton pro- 


are issued 


GEOGRAPHIC REPORTS 

New county outline maps of the 
United States, printed with black 
state and blue county boundaries 
or with all black boundaries, are 
now available from the Govern- 
ment Printing Office at a cost of 
30¢ each. A future release will de- 


presenting year on cotton ginned prior to spe- scribe outline maps which are now housing statistics are being c« 


piled from the 1950 Censuses, 
cluding standard 
urbanized 


or will be available. Large-size mi- 
nor civil division maps for each 
State available from the 
Government Printing Office 

A dot map showing the distribu- 
tion of the population of the United 
States is being prepared 


metropolitar 
State 
census tracts, 


are also areas, eco 
nomic 
corporated places, Census enume! 
ation districts, city blocks, an 
Census county divisions in 
State of Washington; maps 
{boundary descriptions that 


will be available are listed 


areas, 


area unin 


the 
ana 
are or 
Cen- 


Two reports in a new series of 
geographic reports (Series GEO) 
may be of interest to marketing : 
technicians. Census Areas of 1950|'€" Of Population of the United 
(GEO No. 1) defines geographical |S'@"es: 1950 (GEO No. 2) locate 


areas for which population and | the centers of population from 1790 


jto 1950 by decades and include 


J bomb craters? 


: |] spring thaw? 


_} bubble bath? 


_] swiss cheese? 


maps which show the locations fo 
the same dates. Subsequent report 
in this series will cover city area 
and annexations, the number o 
minor civil divisions by State 
maps showing population densit 
of the U. S. by counties, and 
forth. 


BUSINESS STATISTICS 

1948 Census of Business 

The results of the 1948 Census o/ 
Business were made available in a 
series of area and subject bulletin 
covering the retail, wholesale, and 
service trade fields. Price lists and 
order forms may be obtained by 
writing to the Bureau of the Cen- 
The bulletins have been con- 
into bound volumes, a 


sus 
solidated 
follows 

Volume I, Retail Trade 
Statistics, Part 1, $4.50 

Volume II, Retail Trade—Gen- 
eral Statistics, Part 2, and Mer- 
chandise Line Sales Statisties, 
$4.50 ; 

*Volume III, Retail Trade—A 
Statistics, $7.50. 

Volume IV, Wholesale Trad 
General Statistics and Commod 
Line Sales Statistics, $4.50. 

Volume V, Wholesale Trace 
Area Statistics, $4.75 

Volume VI, Service 
General Statistics, $4.25 

Volume VII, Service 
Area Statistics, $7.25 

Now available 

A separate series 


Gener: 


Trace 


Trade 


of fourte 


farm crops. 


Cleveland 


Michigan Farmer, East Lansing 


Pennsylvania Farmer, Harrisburg 


... it’s a mighty good thing for Ohio Farmers! 


This is a nose-close look at a handsome and steady source of income for Ohio farmers! 


That means, of course, it’s Swiss cheese... another of the many products that make 
Ohio rank sixth in cash from dairy products! 


But dairy products account for only a small part of Ohio farm families’ big total 
income. You see, these progressive farm people diversify — produce a large variety of 


This gives them the best kind of farm income: the steady kind — right around the 
year! The proof? Ohio is sixth in value of farms, first in farms with electric ranges! 


Now, best of all, for you — Ohio farm families are steady in another way: regular 
reading of their favorite farm magazine — THE OHIO FARMER! It’s your open invita- 
tion into 7 out of 10 of all Ohio farm homes twice every month! Get all the market and 
coverage facts. Write T1013 Rockwell Avenue, Cleveland 14, Ohio. 


Two other rich farm states matching Ohio's steady farm income are Michigan and 
Pennsylvania — served by MICHIGAN FARMER and PENNSYLVANIA FARMER. 


Trade Reports present 
sus of Business data for 
of trades or kinds of 
report data have 
sembled on a variety of pertine 
subjects for the most part, the 
included is ava 
able in area and subject bullet 
and the bound volumes. The f 
lowing reports are included in t 
Trade Series: The Grocery Trac 
Department Stores; Variety Stor 
The Electrical Goods Trade; T 
Automotive Trade; The Dr 


1948 Ceg- 
a number 
business 


each been 


formation also 


A BUSINESS MARKET 


WORTH DEVELOPING! 


Kiwanians as Executives 


60,849 Owners 

28,823 Partners 

30,024 Officers of Corporations 
28,023 Directors of Corporations 
27,823 Managers 

11,209 Branch Managers 

4,003 Department Heads 

3,602 Sales Managers 

3,203 Superintendents 
} 2,002 Assistant Managers 


_ Kiwanians as Employers 


70,857 
| 30,225 
32,226 
| 19,016 
10,408 


employ | to 4 persons 
employ 5 to 9 persons 
employ 10 to 24 persons 
employ 25 to 49 persons 
employ 50 to 99 persons 
12,410 employ 100 to 499 persons 
1,001 employ 500 to 999 persons 
600 employ over 1,000 persons 


TOTAL CIRCULATION 210,000 


Danie! Starch Readership Study and complete 


market information available on request 


the KIWANIS Magazine 


PUBLISHED FOR COMMUNITY LEADERS 
520 N Muhigon Ave. Chicago 11. i 
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Outdoor Life 


New, all-time high 


939,982 


NEWSSTAND 451,633... 48% of total—also an all-time high 
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W hen you make more calls, you get more results — 
and Outdoor Life circulation is now making more calls 
than any other sportsman's magazine ever has! 


Outdoor Life continues to give you most newsstand 
circulation — newsstand, the most wanted, most vital 
circulation, the voluntary, deliberate purchases that 
mean business. 


In addition, Outdoor Life has a longer life with the 
: reader, because now, as for years, it has more editorial 
matter, more pages to read. 


IN RESULTS 


Get this important, up-to-the-minute story from your Outdoor Life representative today. 


And what advertiser doesn't like a bonus! Outdoor Life 
gives a whopping 164,582 copies. There are extra 
customers, extra sales and extra profits for Outdoor 
Life advertisers in that huge bonus. 

No wonder more and more advertisers are saying, 
“Outdoor Life is our best producer.” 


No wonder Outdoor Life alone, in the outdoor field, 
shows ad linage gains for January-June, 1952, against 
the same issues last year. 
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? 
Trade; The Jewelry Trade, Mar- hold data on retail establishment ippression of data caused by dis- ple areas which include cities of and inventories of the dry goods, 
eting by Producers of Basic Iron to avoid disclosure becomes closure is ata minimum in tabula- more than 100,000 population and drug, electrical goods, grocery, 
nd Steel Products The Motion greater as the kind-of-business de- tions of the approved areas. All are also shown in total only for jewelry, tobacco, and wines and 

Picture Trade; The Apparel Trade; tail required is increased or as the subsequent tabulations are then 147 additional cities and areas. spirits trades. 

Che Furniture Trade; The Lumber ze of individual areas as meas- subject to suppressions as a result These trend data are based on re- Canned Food Report. Monthly 
Trade The Hardware, Plumbing red by the number of retail stores of regular tabulations and those ports received from a panel of re- reports (Nov. 1 through July 1) 
d Heating Equipment Trade; The is decreased. Previous tabulations, made for approved areas spondents made up of large stores present data on stocks of principal 
Optical Goods Trade neluding all or some of the same Community or Retail Trade of retail organizations which op- canned food items in the hands of 


establishments, also increase the Areas had been defined and ap- erate one to 10 stores. Early in wholesale distributors and retail 
w Under present legislation the |necessity for withholding data to proved for 19 cities by the end of 1952 the Monthly Retail Trade Re- chain warehouses. Canners’ data 
Censt f Business will be taken avoid disclosures because of the 1951. Special tabulations paid for port was enlarged to include the on carry-over, pack, stocks, and 


ext in 1954, covering activity dur- PO ibility of obtaining detailed in- by the users have been prepared estimated dollar volume of retail shipments of these items are also 


i 1s 1953. and at five-year intervals formation by subtraction for eight of these cities. A num- sales by kind of business in (1) all shown. 
thereaftet ber of these have been published retail stores in the United States, 
mera-City and Intra-Metropolitan ® Demand for intra-« ay tabula- locally (2 prairies ge meh tae INDUSTRY STATISTICS 
~ ave ‘ ¢ ) > > g > 4 a re . TT 4 » . ing I- stores, ¢ « é “ s 
a5 seen Tabulations of Census of |" has made it Gentrante 7 es-|Current Business Statistics em Si me he sg Pgpio! "! Current Production Statistics 
tablish standard areas for a com- Monthly Retail Trade Report: organizations operating 1l or more 
4 Business Data nunity which would have the opti- United States and Selected Areas Stores 6 Ld sn tan of the Census ees 
~4 After each successive Census of mum value generally to users of and Cities. This monthly bulletin Chain Store and Mail Order . tes ™ reports resulting from i| 
% susine the Bureau of the Census retail trade and other data. Ap- includes a United States summary, Sales. Monthly data are reported monthly, . quarterly, and annual 
: . j ; ” Spey Boo F —Aparigens , ’ oe eee a _ surveys in the processed foods, a 
is prepared special tabulations of proved areas consist of whole cen- showing percentage changes in/on volume of sales and sales trends soutite sumevel and Seether. dhamd i 
ntra-city data. The extra cost of sus tracts or combinations of tracts. sales of large retail stores by kinds | by kind of business for the United pares brent ea pater a oo i 
: hese special tabulations is met by The size of individual areas is not of business for the current month States a - talli —— 2 ' 
: he users rigidly specified; however, in gen- compared with the preceding Monthly Wholesale Trade Re- ears Aes z ae mineral prod- i 
oo The presentation of data on re- eral, areas average 400 retail stores month and the identical month of port. Data by kind of business on ee eee pe reap 
‘8 il trade is limited because of the and 30,000 inhabitants the preceding year, and the year- trends in sales and inventories are trans cealien tetiaie ogg , 
= ; pplication of Censu rules de- Tabulations of the approved to-date sales compared with sales shown for the United States and ran. val r ts a “t * cl da ry 
a ned to prevent the disclosure of areas are given prece dence over in the same period a year ago. The for geographic divisions a “a 7 tens Fae reg é 7" 
Ty res for individual businesses. other special tabulations for the same trend data are shown by kind Trade Studies. Bulletins are the npr ese nine rye grey —_ 
; rhe likelihood of having to wit ame locality. The result is that of business for the 27 Census sam- published monthly covering sales | ‘°'™ ‘Tequency OF Issue and price n 
lik are described in a separate leaflet iN 
; : available from the Bureau of the i} 


Census, on request. 


A Philadelphia tunes to ieee oe eit mete 


in most instances present statistics }) 
on production and shipments, and 


in some cases, on inventories and _ 
more orders of the establishments cov- 
ered. The number of establish- f 


ments reporting in each survey r | 
varies, but, in general, each report- 4 
ing group accounts for 90 per cent a 
t @ | n @ | n ot er or more of the production of the i. 
products covered a 


Census of Manufactures 


bd The 1947 Census of Manufac- J 
TV tation tures provides for that year com- \ 
prehensive data on employment, 
pay rolls, inventories, expenditures 
for plant and equipment, and 
quantity and/or value of ship- 
ments for over 6,000 manufactured 
commodities. Detailed statistics are 
presented for 453 industries, statis- 
tics by industry are also shown for 
all states and important industrial 
counties and metropolitan areas 
Summary statistics are shown for 
each county and urban place of 
10,000 or more population. The 
Census of Manufactures is now on 
a quinquennial basis, the next is 
to be conducted in 1954 covering 
activities during 1953. 

Final reports of the 1947 Census 
of Manufactures are available 
from the Government Printing Of- 
fice. Washington 25, D. C., in three 
bound volumes and in a number 
of smaller publications 

An additional volume based on 
the 1947 Census, entitled Indexes 
of Production, is at the printer. 
This volume covers changes in the 
physical volume of manufacturing 
$ ; Se production in the United States 
Pr i , "3 en between 1939 and 1947 
hy ; ig Annual Surveys of Manufactures 
Bs BS SESS ame - , z Many of the figures published in 
gee 5 the 1947 Census of Manufactures 

ire being brought up to date, al- 
> ; though in lesser detail, by means 
‘, of sample surveys of manufactures 
covering the vears 1949, 1950. and 
: 1951. Preliminary releases present- 
ng 1949 and 1950 figures have 
been issued. Final results from the 
1949 and 1950 surveys are expec- 
ted to be available this spring. 
while preliminary 1951 data are 
expected to be released later this 
year. 
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5-1 e periods. Thats 
i 9% of all the J5aminute perroes 
ee * Philadelphia's other TV station 


When ARB measure 


nearly as much as 


' 
combined! 


WPT Z_ Philadelphia 


NBC TV-AFFILIATE 


FOREIGN TRADE STATISTICS 

Statistics on United States im- 
ports and exports of merchandise 
and gold and silver are compiled 
from information contained in 
shippers’ export declarations and 
import entries. The statistics com- 
piled include information on the 
dollar value and net quantity 
(bales, square yards, gallons, etc.) 
of United States imports and ex- 
ports, by commodities, countries of 
origin and destination, and customs 
districts through which the mer- 
chandise enters and leaves the 
United States, and trade with U.S 


ding, Philadelphia 3, Pa. 


1600 Architects ye or NBC Spot Sales 
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A NEW UNIQUE SERVICE 
SELLING BIGGEST MARKET 
OF NEW CUSTOMERS! 


Worth $400,000.00 in Food Sales a Year! 


Modern Romances Announces 
“Happy Homemaking” 


THE ONLY PROMOTION OF ITS KIND 


For the first time, advertisers can reach Amer- 
ica’s most important customer—the new house- 
wife—the bride just back from her honeymoon, 
ready to start buying for her new household. 
Never before has this opportunity been avail- 
able. 


Now it is—through ‘“‘Happy Homemaking”, a 
service designed especially for the newly-mar- 
ried homemaker by the editors of Modern 
Romances, which already provides America’s 
Youngest Married Woman Audience. 


Crammed with household hints, cooking tips, 
homemaking helps, the ‘“‘Happy Homemaking” 
brochure will be mailed to 500,000 brides a 
year, 30 days after marriage—starting with 
June 1952 brides. 


Every bride in the Class A food and household 
market areas will be covered, and this repre- 
sents the top third of U. S. brides. 


‘‘Happy Homemaking” will help the bride with 
her new home management problems. It will 
be a service she will use constantly. 


“Happy Homemaking” will recommend the 
fine products of Modern Romances’ food and 
household advertisers, who already know the 
importance of selling the young married mar- 
ket. There will be no advertising in “‘Happy 
Homemaking’, but it will be exclusive for the 
use of Modern Romances advertisers. 


There will also be a page in ‘“‘Happy Home- 
making” listing special offers—redemption 
coupons, recipe booklets, etc. — of Modern 
Romances advertisers. 


And Modern Romances each month, will give 
America’s leading food retailers new informa- 
tion on the vast young married market— with 
news of how leading food manufacturers are 
building sales for them in this market. 


* * * 


Over 17,000,000 new families have been started 
in the past 10 years, and fully one-fourth of all 
American families are less than five years old. 
Modern Romances reaches the heart of this 
young family market with its 3,000,000 young 
women readers. 


And Modern Romances’ ‘‘Happy Homemak- 
ing’’ promotion will provide the food advertiser 
with the cream of the newest customers of all — 
the ‘‘just-marrieds’’, as they start to buy for 
their new households. 


Sell them first—and keep them sold—with 
Modern Romances, America’s Youngest Mar- 
ried Woman Audience. 
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territories and possessions (except 
Alaska and Hawaii). In addition, 
information is compiled on the 
shipping weight and dollar value 
of vessel imports and exports, the 
domestic to foreign port of routing 
of the shipments by vessel and the 
flag of the carrier for shipments 
by vessel. Data are published on a 
monthly and annual basis in the 
form of processed reports, a listing 
of which may be obtained from the 
Bureau of the Census. 


GOVERNMENT STATISTICS 

A two page release titled Census 
Bureau Publications on Govern- 
ments as Scheduled for Fiscal Year 
1952 is available upon request. 
Government Finances 

Subjects included are revenues, 
expenditures, trust and sinking 
funds, debt and enterprises. Indi- 


vidual-unit data are published an- 
nually for each state and each city 
of 25,000. In addition, annual re- 
ports are published showing na- 
tional totals of federal, state, and 


local government revenue 
debt 
Government Employment 
Subjects included are number of 
public employees and the amount 
of their monthly pay rolls. Indi- 
vidual-unit data are published an- 
nually for each state. Quarterly 
reports are published showing na- 
tional totals, and once each year a 
report is published showing total 
public employment within each 
State. 


AVAILABILITY OF 
UNPUBLISHED DATA 
Detailed information in the files 
of the Bureau that has been tabu- 
lated but not published on the sub- 


jects mentioned above, can some- | 
times be made available, upon re-| 
quest, for the cost of transcribing | 


or reproducing the data. In the 
field of population and housing, 
the publication Key to Published 
and Tabulated Data for Small 
Areas presents, in tabular form, 
an index to the statistics based on 


and Housing which will be pub- is a comprehensive and authorita- 
lished, or will be available in the tive selection of statistics widely 
form of tabulated but unpublished used by business men, public offi- 
data, for various types of areas cials, professional workers, and 
smaller than states. others. In addition to the Bureau 

Special compilations of data on of the Census, 72 agencies of the 
exports and imports of commodi- federal government and 38 private 
ties not shown separately in the/firms and research organizations 
jregular reports on United States|cooperate in furnishing statistics. 
|foreign trade can be made avail-;The 1951 issue contains 1,045 
able on a cost basis; a listing of|tables arranged under 33 broad 
|such studies is included in the subject headings. A detailed sub- 
j|monthly Foreign Trade Statistics | ject index and a bibliography o 
Notes and in the quarterly Catalog |sources of statistical data are in- 
of United States Census Publica-| cluded. A special appendix brings 
tions. Similar unpublished data /|to date, with revisions, the statisti- 
may also be available in the fields | cal time series presented to 1945 in 
of agriculture, business, govern- Historical Statistics of the United 
ments, and industry. States, 1789-1945. 


Historical Statistics of the 
GENERAL CENSUS United States, 1789-1945, a histori- 
PUBLICATIONS 


cal supplement to the Statistical 
Statistical Abstract of the United Abstract. Price $2.50. Approxi- 


| States, annual, latest edition, 1951, mately 3,000 statistical time series 


price $3. Published annually since of annual data, in 14 broad sub- 
1878, this is the standard summary ject fields, carried back as far as 
of statistics on the industrial, so- possible. Includes definitions of 
cial, political, and economic or- terms and brief annotation, to- 


Why the ‘yellow pages’ 


AMERICA’S 
BUYING 
GUIDE 

FOR OVER 
60 YEARS 


will help 


sales results in 1952 


This year thirteen 
sumer magazines will be 


promote the ‘yellow pages’ of the 
telephone directory. They will carry 
373,802,585 of these eye-catching 
‘vellow pages’ cartoon messages. 


The campaign will remind buyers 


of consumer and industrial 


products to refer to the ‘yellow 
pages’ for buying information. It 


leading con- 


will increase the effectiveness of 
the campaigns of advertisers using 
Trade Mark Service, particularly 
those running a tie-in phrase in 
their national advertising. 


used to 


For information about Trade 
Mark Service for your business, call 
your telephone business office, or 
see the latest issue of Standard Rate 
and Data (consumer edition). 


branded 
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and the 1950 Censuses of Population ganization of the United States. It| gether with specific statements of 


sources of data. 

County and City Data Book 
|1949—A compact presentation of 
}101 items of statistical data for 
jeach county and standard metro- 
politan area in the United States 
and 92 items of statistical data for 
each of about 400 cities having 
| 25,000 inhabitants or more in 1940. 
|Represents both a revision and a 
consolidation of two earlier small- 
area supplements, the County Data 
Book issued in 1947, and the Cities 
Supplement-Statistical Abstract of 
the United States issued in 1944. 
This volume is now in press and 
should be ready for distribution 
about the first of June. Price $3.50 

County Business Patterns, First 
Quarter 1949—Shows data by 
county on number of manufactur- 
ing establishments, employment, 
taxable pay rolls, by industry 
groups. Derived from wage re- 
ports filed for the first quarter of 
1949 by employers subject to the 
Federal Insurance Contributions 
Act. Prepared jointly by the Bu- 
reau of the Census and the Na- 
tional Production Authority of the 
Department of Commerce, and the 
Social Security Agency and the 
Bureau of Old-Age and Survivors 
Insurance of the Federal Security 
Agency. These data are available 
in separate bulletins. 

State Economic Areas--A de- 
scription of the procedure used in 
making a functional grouping of 
the 3,101 counties of the United 
States into state economic areas 
The delineation of these areas was 
prepared by the Bureau of the 
Census in cooperation with the Bu- 
reau of Agricultural Economics 
and several state and private 
agencies. These areas are one of 
the new features of the 1950 Cen- 
suses of Agriculture, Population, 
and Housing and will be used for 
tabulating and publishing many 
types of Census data. An outline 
map shows the boundaries of the 
areas and the appendix tables in- 
clude principal non-agricultural 
and agricultural characteristics by 
state economic areas, and a list 
of counties in each. Price $1. 

Bureau of the Census Manual of 
Tabular Presentation—An outline 
of the theory and practice in the 
presentation of statistical data in 
tables for publication. A codifica- 
tion of 160 years of Census prac- 
tice, the book includes 258 pages 
of tabular principles and _ tech- 
niques and an 8-page subject in- 
dex. Price $1.50. 

A Chapter on Population Samp- 
ling—Price $1.25. Describes a par- 
ticular method used for sampling 
blocks and subsampling house- 
holds from the sample blocks, 
along with the appropriate samp- 
ling theory for attaining the maxi- 
mum precision in the population 
count for a given allowable cost. 


CENSUS PUBLICATIONS 
SERIES 


Catalog of United States Census 
Publications. Quarterly. Prior to 
1952, titled Catalog and Subject 
Guide. A catalog listing and a clas- 
sified guide to the contents of all 
publications issued to date during 
the period covered by the issue 
The quarterly issues are cumula- 
tive to the annual. One subscrip- 
tion ($1.50 with 75¢ additional for 
foreign mailing) will cover four 
quarterly issues of the Catalog and 
twelve Monthly Supplements. 

Monthly Supplement Catalog of 
U. S. Census Publications. Prior to 
1952, titled List of Publications Is- 


sued (except regular monthly and 
quarterly releases). Monthly, avail- 
|able only in joint subscription with 
Catalog of U. S. Census Publica- 
tions ($1.50 per year). 

Catalog of United States Census 
|Publications 1790-1945. Prepared 
by Henry J. Dubester. Price $1.50. 

State Censuses, 1790-1948. An 
annotated bibliography of censuses 
of population taken after the year 
1790, by states and territories of 
the United States. Price 20¢. 
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the real 
“bull market” 


for your 


Twice the Income Gives 
the Midwest Twice the 
Sales Potential 


There’s always a “bull market” in the 
Midwest. Out here, it’s the real thing. 

In the 8 states served by the five Midw 
Unit Farm Papers, you’ll find nearly o 
third of all the cattle and calves of the U.8. 
—25,750,000 head. Good sires, always 
demand, are bought and sold at fancy pri 
at public auction and private sale. 


MIDWEST FARMERS ARE IN THE MONEY.. 
AND THEY'RE IN THE MARKET 


The 1,282,060 Midwest Unit subscribers havé: 


@ Twice the income of average U.S. fa 
families. 

@ Twice the investment in land, buildings a 
machinery. 

@ Twice the cattle. 


They’re in the market for vast quantities 
everything it takes to operate modern far 
and farm homes. They tell you how “‘bullis 
they are in ‘‘1952 Buying Intentions’’, a n 
survey totalling up their demand for some 300 
different products and services. Get your copy 
now to determine your Midwest sales potential. 


RICHEST FARM MARKET iN THE WORLD 


baa . 
. 


$ sy 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York. . . 59 East Madison Street, Chicago 
Russ Building, San Francisco. . . 1324 Wilshire Blvd., Los Angeles 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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YHINING bright against Milwaukee's night sky, the 
Layton School of Art stands as a symbol of the 


interest in art that is surging in the great U.S. Midwest. 


At the same time, the school reflects the influence of 
LIFE on the 871,047 people who live in Milwaukee's 


ZADOK EXAMINES SCALE MODEL OF ART SCHOOL 


well-kept homes and enjoy its prosperity, And here 
are some of the reasons why . 

During the period when Charles Zadok, vice-presi- 
dent of Gimbel Brothers in Milwaukee, was chairman- 
ing a fund-raising drive for building the school, LIFE 
published an article about his art efforts, naming him 
“Wisconsin's Cultural Dynamo.”: 


STUDENT'S CANVAS IS APPRAISED BY MR. ZADOK 


Then, in Mr. Zadok’s words: “Everywhere | went 
seeking contributions, | was greeted with ‘Weren't you 
in LIFE?’ LIFE opened not only doors, but pocketbooks 
for me.” Last year the art school building was erected. 
But LIFE’s impact on, and Zadok’s interest in, art in 
the Midwest continued, 


Zadok commissioned several artists, including Lowell 
Lee, to paint “Wisconsin Airseapes.”’ Seven of the re- 
sulting canvases were reproduced by LIFE in color. Re- 
ported Artist Lee of LIFE’s effect on his career: “After 
my work appeared in LIFE, I received more commis- 
sions in the ensuing three weeks than I had received 
in all the previous year.”: 


LIFE’s influence on the culture of Milwaukee and 
America is assessed by Merchant Zadok: “The impact 
of LIFE’s art stories is such that art may one day be- 
come one of the most important common denominators 
in this country.” 


ARTIST LEE PERSONAiLY FELT LIFE’S EFFECT 


LIFE’s influence on some other aspects of Milwaukee's 
life... ineluding its commerce and industry . . . eduea- 
tion and recreation . . . is partially shown by the ex- 


iumples on the opposite page. 


Similar examples of LIFE’s influence could be found 
in city after city across America. 
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What happens in 


N Milwaukee more than 350,000 people over the age of 
| ten read LIFE.* On these two pages are some examples 
of their interest in and response to the information LIFE 
brings them. 

Famous as beer capital of the world, Milwaukee is 
unique among U.S. cities. Yet in its response to LIFE it 
resembles every other city in the country. 

In Milwaukee, as across the nation, LIFE has entered 
America’s lifeblood . . . and has become part of the com- 
merce and culture, the entertainment and enlightenment 
of Americans everywhere. 

Aware of LIFE’s impact on America, advertisers for 
the last 5 years have invested more dollars in LIFE than 
in any other advertising medium. 


i nid 
é. MES 


BREWERS Robert A. (vice-president) and Erwin C. (president) 


l 


ihlein 


of the Jos. Schlitz Brewing Company. Says Erwin Uihlein: “Through the 


eyes of its cameras, LIFE makes today’s events real in people's minds 


—giving LIFE, its editorial pages and advertising content, more impact.” 


GS 
MILER Don Gehrmann: “LIFE is the most influential magazine 
in Milwaukee and everywhere. When I was at the University of 
Wisconsin, LIFE did a story on Madison and afterwards we had 
twice as many visitors as usual.” 31,050,000 males read LIFE.* 


TOPS CLUB appeared in LIFE and achieved national fame. Taking Off Pounds 
Safely Club President Esther Manz says: “LIFE’s article got us members in 47 
states. We got thousands of letters and our phone rang constantly for two 
weeks.” 31,550,000 females (24,100,000 aged 20 to 64) are LIFE readers.* 


RETAILER Joseph A. Deglman. general 
manager of Boston Store: “Each week, 
we look through LIFE for tie-ups. We 


know its influence on our customers.” 


BREWING KETTLES in the Midwest city of Milwaukee help Wisconsin to produce more beer than any other — 


year Wisconsin breweries, chiefly those in Milwaukee, produced about 13 million barrels 


the equivalent of one o 
every seven produced by the industry. Wisconsin is also a major producer of food products, particularly dairy prod@ets. 
LIFE leads all publications in beer and food advertising. During 1951, food and beer advertisers invested $14,819,795 in IIFE. 


<& 

DOCTOR John S. Hirschboeck, who is Dean of 
Marquette’s Medical School: “The educational 
value of LIFE’s medical articles is indicated by our 


use of them in the classrooms of our university.” 


UNDERWRITER Edmund 


president of Northwestern Mutual Life 


MAYOR Frank P. Zeidler, 


“Through commerce, Milwaukee people 


Fitzgerald, (right): 


Insurance Co.: “I have a high regard for participate in the world’s events; through 


LIFE’s reporting of the arts and sciences.” LIFE. in the world’s current history.” 


(MTH3 Read by over half the nation* 


*From A Study of the Accumulative Audience of LIFE, by Alfred Politz Research, Ine. 


A LIFE reader is any person who has read one or more of thirteen issues 
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SOUTH BEND on 
UNITED STATES 


A 828000000 RET 4IL. SALES TH uP FOR” 1951 “i old 


iui age South Bend, Ind.— “Test Town, U.S.A.” Year oie “r year 
this market shows steady, consistent growth. In fact, since 1939 
retail sales in the South Bend Metropolitan Area have soared 
337%. In the same period the U.S. gain was 260% . But the 
South Bend trend of gain matches the ‘Ni ational trend curve for 


curve. When you test in South Bend, you test America! 
One newspaper saturates this great market. Get all the 
facts. Write for free market data book, “Test Town, U.S.A.” 


stormy, @ROOKS & FINLEY, INCW7. * NATIONAL REPRESENTATIVES Co New York 


Florida AFA Elects Ofticers 
The fourth (Florida) district - 


TOW N sg SA L E S - | N Cc R E A x E the Advertising Federation 


America has elected L. L. (Duke) 


AGAIN OUTJUMPS U.S.!. sscist"Sue, Saar lets 


are Ernest Atkins of Grah 

Jones Paper Co., Tampa, onion 
ant governor; Stanley Nutting of 
Griffith-McCarthy, St. Peters- 
burg, secretary; Don Mead, treas- 


Miami, corresponding secretary. 


Luick, Murphy Join Agency 
Klau-Van  Pietersom-Dunlap | 
a Inc., Milwaukee, has added two 
Seteneeanpnete men to its staff. John F. Luick, 
formerly ad manager for Luick 
Dairy, has been appointed an ac- 
count executive. Peter H. Murphy, 
formerly with Nordberg Mfg. Co., 


ae ig Blaine Joins Carl Brown Co. 
rl une Richard G. Blaine, formerly 
with Erwin, Wasey & Co., New 
York, has joined Carl S. Brown 
, in an executive 


capacity. 


Ane day 


jure ane ra 


Big buyer in her own right! Earnings and 
allowances give these girls $3,700,000,000 a year to 
spend...as they wish, fancy free. 


Getting gifts galore! For birthdays, graduation, 
Christmas, hope chest. Gifts she nearly always selects 
herself. 


Coaching Mother, Prompting Dad! sh’: 
a power behind the throne in every field of family 
buying. She can pick a product, switch a brand. 


Here comes the bride! More girls wed at 18 
than at any other age. Is your product on their shopping 


lists... for life? 
De tel 


Tr ne wo te - Sen enteen sells! 


New York ¢ Boston * Chicago ¢ Hollywood ¢ Atlante 


urer, and Horace Scott of WGBS, | 


Milwaukee maker of diesel en-| 


gines, mine hoists, steam engines, | 
en etc., has been added to the copy 
staff to service industrial accounts. 
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List Available 
Market Data 
for AA Readers 


(Continued from Page 33) 

| geographically. 

| 2. Farm Markets, covering the 
farm field specifically. 

3. Regional and Local Markets 
| (including Canada), which em- 
| braces data covering a particular 
region or locality. 

4. Distribution Markets, which 
covers data relating principally 
to retailing and wholesaling oper- 
ations. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 
struction), rather than general 
|consumer markets. 

6. Professional Markets, covering 
the various professions as markets. 

Regional and local data is fur- 
| ther classified by state, but not by 
| city. Route lists and standard mar- 
|ket data folders are grouped sep- 
arately under “local,” so that 
|all available items in these cate- 
|gories are in one place. 


| 
| 
| 
f! 
f| 
| 


@In addition to data presently 
available, each section also in- 
cludes a list of “soon to be pub- 
lished” data. These have not yet 
been released, but are scheduled 
for early publication. This “soon to 
be published” list carries numbers, 
and may be requested through Ap- 
VERTISING AGE, but it is primarily 
presented as a guide for those 
readers who may be interested in 
the studies mentioned, and may 
| want to make certain that they do 
not miss them when they are re- 
leased. 

Although there are over 1,000 
individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one or another reason, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
publishers have authorized or re- 
quested us to list. Nevertheless, 
the compilation is by far the 
largest and most complete of its 
kind ever assembled, and we hope 
it will prove of real value to the 
field. 


SORRY! 


Because of the 
vast volume of 
market data 
information 
in this issue 
the usual features, 
such as 
‘Creative Man’ 
and ‘Salesense 
in Advertising,’ 
have been omitted. 
They will all 
be back 


next week. 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 1000. Cosmopolitan’s Survey of 
Beauty: 1951-1950. 

In this report, Cosmopolitan pre- 
sents comparative (1951-1950) in- 
formation about the personal 
grooming habits of its women sub- 
scribers. Detailed information is 
given on the products the women 
readers use and the brands they 
buy, where they buy them and the 
price they pay for them. 


No. 1001. The Biggest Two-Car 
New-Car Market in America. 
This Fortune study covers the 

results of a 1951 survey to deter- 

mine automobile ownership and 
buying trends of its subscribers. 

This survey was conducted among 

a random sample of 5,000 Fortune 

families. 


No. 1002. Mass Selling & Sampling 
to the Millions. 

This Army Times Publishing Co. 
booklet describes the network of 
military-Air Force markets world- 
wide and how to cover them with 
the military publications circulat- 
ing within these markets. 


No. 1003. The 36 Wholesale Drug 
Trading Areas. 

Published by The American 
Weekly, this study shows the rela- 
tive importance of each of the 36 
wholesale drug trading areas (as 
defined by the National Wholesale 
Druggists Assn.), together with 
circulation and coverage of The 
American Weekly and other maga- 
zines. 


No. 1004. The 184 Wholesale Gro- 
cery Trading Areas. 

This American Weekly study 
shows the relative importance of 
each of the government-defined 
184 wholesale grocery trading 
areas, together with circulation 
and coverage of The American 
Weekly and other magazines. 


No. 1005. A Study of Sunday 
Newspaper Reading Habits. 
Conducted for The American 
Weekly by Charles C. Flarida Jr., 
this survey lists the reader atti- 
tudes and preferences in four 
cities where The American Weekly 
and This Week Magazine are dis- 
tributed by the same newspaper. 


No. 1006. A National Survey of 
Magazine Readers. 

This report, issued by The Amer- 
ican Weekly plan and research de- 
partment, gives reader character- 
istics of The American Weekly and 
other magazines, based on the 
latest Starch Consumer Magazine 
Report. 


No, 1007. The 168 Standard Metro- 
politan Areas. 

According to government find- 
ings, 57% of the U. S. population 
and 64% of total retail sales are 
concentrated in 168 metropolitan 
areas. In this booklet, issued by 
The American Weekly, break- 
downs show the population, retail 
sales by type and magazine cir- 
culation in each area. 


No. 1011. The American Weekly 
Housewife Looks at Margarine. 


A revealing survey of attitudes 


of American Weekly housewives 
toward margarine. The _ study 
shows the uses of margarine and 
butter for various purposes. There 
| are also cross tabulations by regu- 
\larity of usage. This information 
is given by states permitting sale 
of “yellow” or “white” margarine. 
The booklet is issued by The 


American Weekly. 


No. 1012. Thrilling Fiction Group 

Market: 1952 Edition. 

In its new booklet, the Thrilling 
Fiction Group lists the age, in- 
come, marital status, education, oc- 
cupation, reading habits, brand 
preferences, etc., of its readers, 
based on a survey conducted last 
November. x 


No. 1013. ‘See’ the Facts. 
A report on the age, income, 


marital status, education, occupa- 
tion, reading habits, brand prefer- 
ences, etc., of See Magazine read- 
ers, based on its January, 1952, is- 
sue. 


No. 1008. The Gold Counties. 
This booklet, issued by The 
American Weekly, contains infor- 
mation on retail sales and com- 
parative circulations of The Amer- 
ican Weekly and other magazines 
in the 804 Goid Counties. These 
counties include all the 1,257 key 


69 
cities of 10,000 or more population. 


No. 1009. A Study of 1,261 Tested 
Markets. 

The American Weekly offers, in 
its booklet, an analysis of the 1,261 
cities in which F. W. Woolworth 
Co. stores are located, together 
with comparative circulation fig- 
ures of The American Weekly and 
other magazines. 


No, 1014. From Builder to User. 
A report of U!. S. Army Combat 


Ole Opry. These are 


nig 


) At WSM’S world famous Grand 
ousand out of the millions who have 


come to Nashville because a single radio station believed that the 
music of a region should be kept alive for the world to hear and 


applaud. 


During its 26 year history the Grand Ole Opry has played to 
countless millions on the air and to a live audience of over 5,000,000 


people. 


During the past nine months, 8 national magazines have 


featured the astounding Grand Ole Opry story, adding new weight 
to a program which has become an American Legend in less than 3 


decades. 


how to harness the power of this folk music to your 


product. 


Irving Waugh or any Petry Man can show you 


WASHVILLE 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


Forces Journal readers and a list 
of the equipment used by the Army 
and Army personne! 

. 


No. 1015. Youth Market Newsletter 

Boys’ Life issues this monthly 
newsletter which carries advertis- 
ing facts, items of interest and 
statistics and merchandising ideas 
for and about the youth market 
The newsletter covers such sub- 
jects as boy and girl population 


statistics, results of youth opinion 
polls, product and industry devel- 
opments for youth 

No. 1016. A Study of the American 
Legion Magazine Market 
Magazine of- 
fers comprehensive information 
about interest and hobbies 
of American Legion members, con- 
centraiing on participation, equip- 
ment ownership and brand pref- 
rence in the hunting and fishing 
fields, plus highlights of 
their other leisure time interests 


American Legion 


sports 


some 


No. 1017. How to Sell America’s 
1% Million Biggest Buying 
Families 
A Parents’ Magazine report on 


spending patterns of families 


ue 
» children and families with- 


out children. Information on the 
B@dience characteristics of Parents’ 
Peaders also is included 


Nb. 1018. Milk Products 


A study conducted among mem- 


bers of Parents’ Magazine con- 
S¥mer aciviser panel which in- 
cides information on purchases 


ilk and milk products; amounts 

rate of purchase; and 
for which various milk 
ducts are used 


chased 


poses 


7 
. 1019. Parents’ Magazine's Cir- 
culation in the “Cream Mar- 
S ket 


This booklet, issued by Parents’| 
gazine, includes information on 


tafal population, retail sales and} 
P@rents’ circulation in the 162} 
markets” as listed by J 
Thompson Co. in a recent} 


“Seam 
lter 
std 


1020. Your New Baby Study 


our New Baby Magazine, after 


SERVING 
DISCRIMINATING 


24-SHEET POSTERS 
POP DISPLAYS 
DECALCOMANIAS 
COUNTER CARDS 
PLASTIC SIGNS ee © 
eaANNERS 
Came Carnes 
FLASHER BOXES 


THREE 
DIMENSIONAL 
UNITS 


DAY-GLO 


SLACKH-LIGHYT 
PisPLays 
CREATIVE ART 
ye Ccetmesees 


conducting a survey among 2,500 
of its readers last September, has 
up with data usage of 
baby food, baby clothes and baby 
furniture 


come on 


No. 1021. 4 Million Babies. . 
Your New Baby Magazine, in 


this booklet, offers data on the 


new baby market, buying patterns 
on infant items and circulation 
data on the magazine. 


No. 1022. How Advertisers Can 
Use the Parents’ Magazine 
Commendation Seal. 

This booklet, published by Par- 
ents’ Magazine, cites examples of 
test studies on how to use Parents’ 
Magazine Commendation Seal to 
increase sales, plus illustrations of 
the use of the seal for advertising 
various products. 


No. 1023. Fishing License Sales. 
Information on fishing licenses 
purchased during the past three 
years, according to states, is of- 
fered by Fisherman. 
No. 1024. Results of 
Market Survey. 
Young Catholic Messenger, pub- 
lished by George A. Pflaum Ince., 
offers information on what the 
boy and girl readers think about 
business; what advertised prod- 
ucts they use; their brand prefer- 


the Youth 
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ences; what they desire; and how 
well they are able to purchase 
them or to influence their pur- 
chase. 


No. 1025. Market for Home Laun- 
dry Equipment. 

This is a special Macfadden Pub- 
lications study of wage earner 
families as a market for home 
laundry equipment. It reports 
ownership and buying plans for 
electric washing machines, what 
wage earner wives launder, cleans- 


How doee METRO get more out of 2 
market than any other magazine ? 


ONE 
readership is exemplified by this lowa boy on 
the cover and 30 more lowa lads pictured in the 
lowa Boys Club article inside. In Metro in lowa 


Mighty Metro—with the world’s largest magazine a 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe and or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 


CINCINNATI 


SECRET of Mighty METRO’s 


DES MOINES Register 


HOUSTON Chronicle 
INDIANAPOLIS Star 
LOS ANGELES Times 


Enquirer MILWAUKEE Journal 


CLEVELAND Plain Dealer 


Metro Group Editorial Bureau (New York)... MUrray Hill 7-5200 


great 


DETROIT News and /or Free Press 


MINNEAPOLIS Tribune 


NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 


NEW ORLEANS Times-Picayune & States 


(the Des Moines Register Picture Magazine), as 
in Metro magazines across the country, people 
see what they like to see most of all — themselves, 
their neighbors, their activities, their community! 


udience—is an advertising medium composed of 28 Sunday Magazine Sections, 
each of which is individually owned, edited and distributed by a leading American newspaper. These newspapers are: 


ST. LOUIS Globe-Democrat 
and or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Stor 


METROPOLITAN SUNDAY NEWSPAPERS, INC. * Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 7-5200 
CHICAGO: WHitehall 4-2280 * DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 * LOS ANGELES: Michigan 0259 
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ing agents, starch and blueing, etc., 
they use. 


No. 1026. Marketing Memos. 

This is a series of reports dis- 
tributed by the division of mar- 
keting and research of Macfadden 
Publications to marketing and re- 
search executives and others who 
are interested in the annual Mac- 
fadden estimate of family distribu- 
tion by income groups and the 
quarterly estimate of discretionary 
spending power and its distribution 


between wage earners and other 
families. 


No. 1027. How 10 Major Magazines 
Reach Women. 

Results of pilot studies con- 
ducted for Macfadden Publications 
in Cincinnati by Crossley Inc. on 
the audience characteristics of ten 
magazines, singly and in combina- 
tion. 

No. 1028. The Wage Earner Forum. 


This report of the Wage Earner 
Forum, sponsored by Macfadden 


Publications, gives information on, 
wage earners’ attitudes toward 
business and industry. The report 
is issued at intervals during the 
year. 


No. 1029. Four Cities in Every City. 
This is a Macfadden Publications 
study of the characteristics and 
social interests and habits of the 
60% of urban families which are 
wage earner families. The founda- 
tion for it is a special study and 
report by Social Research Inc. 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1032. Composite Edition. 

This is a compilation showing 
one example of each business ad- 
vertiser’s use of the Wall Street 
Journal during a typical month 
(March, 1952). 


No. 1030. Quick Facts About Sell- 
ing the Negro Market. 
This Associated Publishers Inc. 


Nothing inferocte people 


like thomeelvee! 


_ are two primary requisites for an adver- 
tising medium — reaching people . . . and inter- 
esting people. First, let's look at Metro’s ability to 
reach people. 

Take lowa, for instance. Here's how Mighty 
METRO covers lowa’s big shopping areas — Des 
Moines, 95% ; Waterloo, 69% ; Cedar Rapids, 48% ; 
Dubuque, 69“ and so on. 

Take the whole country: in more than 500 cities 
of over 10,000 population, Mighty METRO pro- 
vides 50-100% coverage! 

In the country’s top 162 metropolitan areas, Metro 
provides 47% covera ge! 

No other magazine is even close! 

If you want the most out of a market, you want as 
many people as possible to read your advertising. 
You'll get the most readers in Mighty METRO — 
for Metro has not only the world’s largest magazine 
circulation (over 14,000,000) and the deepest pene- 
tration, but also a unique technique for getting people 
to read from cover to cover! 


It's simply this: Metro is individually edited in 


Metro 


leading cities across the country. And there are 28 
different editors-in-chief, turning out 28 different 
Metro magazines each Sunday —each magazine 
tailor-made for its readers. In Detroit, the magazine 
has a Michigan slant; in Los Angeles, a Southern 
California slant — and so on through the U. S. 


In general, there’s no better way to interest people 
than to talk about ‘em. And, in editing, there’s no 
better way to get people to read than to write about 
them and to show pictures of what's closest to home 
— the things they themselves know. No other maga- 
zine can do this the way Mighty METRO can! 


The advertising, too, strikes a more responsive 
chord for, along with the national ads, there are local 
retail ads — ads with immediacy, ads that put the 
reader in a shopping mood. 


You'll get the most out of America’s leading 
markets — in Mighty METRO! You'll get more cir- 
culation, deeper penetration, greater page traffic, 
higher readership per dollar — and an extra closeness 
to your readers. To make the most out of your adver- 
tising, make METRO your Sunday Basic Buy! 


OVER 14 MILLION CIRCULATION! 


NoTHING- SELIG PEOPLE 


Like METRO 


report gives such data as popula- 
tion, buying power, family in- 
come, occupations, education, ur- 
banization and basic media for the 
Negro market. 


No. 1033. Reading Preferences of 
Corporate Officers and Execu- 
tive Personnel in the U.S 

This is the result of a Wall Street 

Journal study to determine what 

newspapers and magazines are 

read regularly for general business 
news by American executives and 
corporate officers. 


No. 1034. Results of the Youth 

Market. 

A report of a survey conducted 
by Young Catholic Messenger 
among its youth readers to find 
out such things as sports equip- 
ment and product preferences (by 
brand) and family facts. 


No. 1035. A Survey Showing Own- 
ership of Pets and Pet Food 
Purchases Among Pathfinder 
Families in 1950. 

A survey based on 1,527 returns 
sent out to Pathfinder readers to 
determine pet ownership and pet 
food purchases 


No. 1036. Survey Showing Ownie@r- 
ship of Phonographs, Rec@rd 
Players, TV Sets and Rec@rd 
Purchasing Among Pathfi T 
Families. 

This Pathfinder survey of Pafh- 
finder families reports on owngr- 
ship of music appliances and r@c- 
ords. It shows number of menti@ns 
and per cent of ownership d@hid 
makes, and includes a state aid 
area breakdown of replies. 


7 


When a Robin 
Starts to Crow 


++. that’s news! But then ony 
wise bird will tell you that 
KFYR—located in the heart of 
the rich Midwest farm belt—is 
@ PLUS value buy. Last year's 
cash farm income in North Dor 
kota averaged over $10,000 
per farm family. KFYR, on 
your media list, mean in- 
creased sale in this rich, rural 
market. 


BISMARCK, N. DAK. 


5000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


Nome Tithe 

Compeny ens 
Address 

City & Zone . Stote 


No. 1031. 1952 Automotive Report. 


survey among True readers to find many miles they drive and how 


This report is the result of a: out how many cars they own, how many do their own maintenance. 


It was compiled by the research 
department of Fawcett Publica- 
tions Inc. for True 
No. 1037. Pathfinder Families An- 
swer Questions on Home Own- 
ership, Size of Home and 
Household Facilities. 
Pathfinder shows here results 
of a survey of its readers on home 
ownership, size of home and house- 
hold facilities. 


No. 1038. A Survey Showing Own- 
ership of Bicycles Among Path- 
finder Families. 

A Pathfinder survey conducted 
among its readers which offers 
such data on bicycles as brand 
preferences, date of purchase and 
type of store where purchase was 
made. 

No. 1039. Women’s and Children’s 

Clothing. 

A survey of shopping, sewing 
and spending by Woman’s Home 
Companion readers conducted by 
the research department of Crow- 
ell-Collier Publishing Co. 


MORE PEOPLE 
READ THE 
_ TIMES-HERALD 
THAN ANY OTHER 
WASHINGTON, 
NEWSPAPER! 
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FIRST IN WASHINGTON . . . ACCORDING 


D.C. 


Cc. 


National Representative: Geo. A. McDevitt Co. 


TO THE PEOPLE 


Advertising Age, May 12, 1952 


No. 1040. Liquor Survey 1951. 

An analysis of the types of al- 
coholic beverages used and brands 
preferred by Sports Afield sub- 
seribers. 

No. 1041. 1952 Outboard 
Survey. 

Sports Afield offers this new sur- 
vey on outboard motors, showing 
brand rankings, brand preference 
trends, the trend in horsepower, 
etc., based on a questionnaire re- 
turned by 1,524 subscribers to the 
magazine. 


Motor 


No. 1042. Camera Survey 1951. 

This Sports Afield survey report 
covers ownership of precision cam- 
eras, “snapshot” cameras, 35mm 
cameras, slide projectors, movie 
cameras, movie projectors, light 
meters, flash attachments, extra 
lenses, film, etc., with detailed 
breakdowns by brand name given 
throughout. 


No. 1043. Men’s Toiletries Sur- 
vey 1951. 

A Sports Afield survey showing 
the use of safety and electric 
razors, shaving creams, hair tonics. 
talcum powders, after-shave lo- 
tions and deodorants among a cross 
section of its subscribers. 

No. 1044. Meet 
Reader Panel 

This booklet prepared by Boys’ 
Life presents boy market data on 
education, money matters, number 
of brothers and sisters, type of 
residence, pets, family car owner- 
ship, hobby interests, sports equip- 
ment ownership, frequency of 
movie attendance, radio-TV-phon- 
ograph ownership, etc. 


the Boys’ Life 


5 


No. 1045. Leading International 
Advertisers in 1951. 

This is a list of 1,311 advertisers 
in the international editions of 
Reader's Digest, showing products 
advertised, markets covered and 
advertising results. 

No. 1046. “Preferred Magazine” 
Surveys in 31 Countries. 

Such information as what food 
retailers in eight cities in France 
pick as the five leading magazines 
is contained in the Reader’s Digest 
International Editions booklet 
made up of the results of 66 “pre- 
ferred magazine” surveys released 
by several publishers in the inter- 
national] field. 


No. 1047. Top Level Market Eng- 

lish Language Latin America. 

This booklet put out by Reader’s 
Digest International Editions con- 
tains information about family in- 
come, family possessions, size of 
family, occupations, education, 
travel and purchases made of 
equipment used in business. The 
study covers readers in 20 Latin 
American countries. 


No. 1048. A Report on Transoceanic 
Steamship Passengers. 

A Time readership report on 
personal and family characteristics, 
travel and reading preferences of 
passengers on ocean-going vessels 
of the “luxury liner” class. 


1049. The Market for Office 
Equipment and Supplies. 

This booklet contains Time’s re- 
ports 1, 2 and 3 on personal inter- 
views with visitors at New York 
and Chicago business shows. It of- 
fers such information as the busi- 
ness positions held, the business 
equipment and supplies purchased 
and the magazines read by these 
office equipment prospects and 
customers. 


No. 


No. 1050. A Comparison of Execu- 
tives Who Ship by Air with 
Executives Who Use All Meth- 
ods of Freight Transportation. 

This Time report shows the dis- 
tinguishing characteristics of man- 
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agement men who ship by air and 
those who specify surface carriers 
for freight shipments, the indus- 
tries in which they work, the posi- 
tions they hold, the management 
responsibilities they exercise and 
the magazines they read and pre- 
fer. 


No. 1051. A Report on Top U. S. 

Electronic Engineers. 

This booklet is the result of 
a Time mail survey among mem- 
bers of the Institute of Radio En- 
gineers, which shows the type and 
size of companies in which they 
work, their job titles, management | 
responsibilities and the magazines | 
they read and prefer. | 


No. 1052. A Report on U. S. Life| 
Insurance Agents. 

A report by Time on 2,456 U.S. 
life insurance agents showing the 
companies they represent, the 
states in which they sell, the vol- 
ume of business they do and the 
magazines they read and prefer. 


No. 1053. A Report on U. S. Fire 

and Casualty Insurance Agents. 

A Time report on the geographic 
areas covered and companies rep- 
resented by leading fire and casu- 
alty insurance agents together with 
details on the volume of business 
written and their magazine reading 
preferences. 


No. 1054. A Report on U. S. Truck 

Owners and Prospects. 

A Time survey conducted among 
a selected group of truck owners 
and prospects to determine facts 
about the operation of trucks, the 
features in truck design and per- 
formance that are looked for by 
U. S. buyers, the industries in 
which truck customers and pros- 
pects are found and the positions 
held, management responsibilities 
exercised and magazines read and 
preferred by these executives. 


No. 1055. The Market for Pack- 
aging and Shipping Equipment 
and Supplies. 

A report on personal interviews 
conducted by Time among visitors 
to the 1951 National Packaging Ex- 
position. Details also are given on 
the industries in which they work, 
the positions they hold and the 
magazines they read. 


No. 1056. An Analysis of the Mar- 
ket for Corporate Securities 
Among Upper Income Families. 

A Time study of stock owner- 
ship among its subscriber families, 
the value of their holdings, the fre- 
quency of their stock purchases, 
the factors influencing such pur- 
chases, their attitudes toward man- 
agement and their personal char- 
acteristics, such as age, sex, in- 
come, occupation and _ business 
position. 


No. 1057. An Analysis of All 1950 
DeSoto Owners in Atlanta, Ga. 

A Time study of the market 
characteristics of purchasers of 
1950 model automobiles in the De-| 
Soto price range, their incomes, oc- | 
cupations, business positions and| 
magazine reading. | 


No. 1058. Time Subscribers in Ken- 
osha, Wisconsin. 

The fourth in a series of Time} 
reports on the positions and com-| 
pany affiliations of all the Time 
subscribers in typical, medium-size 
U. S. industrial cities. 


No. 1059. The Magazines Read and 
Preferred by Important People| 
in 48 States. 

A Time report on answers to 
three questions on magazine read-| 


ership from U. S. senators and | 
| 


gressmen, state governors and leg- 
islators, newspaper editors, bank 
presidents and securities firms’ ex- 
ecutives, corporation presidents 


and college and university presi- 
dents in all of the 48 states. 


No. 1060. The Market for Materials | 

Handling Equipment. 

A Time report on personal inter- 
views among visitors to the 1951) 
National Materials Handling Ex-)| 
position. The report includes data | 


on the industries in which these 


visitors work, the positions they 
hold and the magazines they read 


ecutives representing users and 
manufacturers of packaging equip- 
|ment. It includes information on 
industries in which they work, the! 
| size of their companies, their job 
titles, the aneas of business re-| 
| sponsibility in which they func-| 
tion and the magazines they read 
and prefer. 


No. 1066. Market Analysis of the! 


Motel Industry. 


73 


Available Market Data—National 


, To secure copies of data listed, use the handy coupons 


key part the local business man; comparative executive coverage 
and his congressman play in your) and costs of leading general busi- 
| government relations. ness and news magazines. 


| No. 1068. How to Sell More Ex-|No. 1069, Distribution of Retail 
ecutives for Less Money. Stores and Sales by City Size. 
A Nation’s Business booklet on| This Nation’s Business report 


| 50,000 wotts 1530 kc. 


A complete analysis by Ameri-, 
can Motel Magazine of the size and! 
scope of the growing motel indus- | 
No. 1061. Report on a Survey of, try, its purchasing power, plans for 

Business and Professional Ex-| expansion and the geographic dis- 
ecutives Attending the Packag- | tribution of the nation’s motels. 

aging Institute’s Thirteenth An- | 
nual Forum. | No. 1067. Washington Influence. 


A Time mail survey among ex-| A Nation’s Business report on the 


by job titles and by types of equip- 
ment used 


Avalanche-Journal 
A ABC cnenamen G6. 000 


Rep. TEXAS DAILY PRESS LEAGUE, INC. 


To sell 
Razor Blades 
to inland 
Californians 


(and western Nevadans) 


Razor blades or refrigerators, the way to sell in inland California and 
western Nevada is .. . on the BEELINE! It’s the five-station radio 
combination that gives you 


THE MOST LISTENERS More than any competitive combination of 
local stations . . . more than the 2 leading San Francisco stations and 
the 3 leading Los Angeles stations combined. (BMB Stare Area Report) 


LOWEST COST PER THOUSAND More audience plus favorable 
Beeline combination rates naturally means lowest cost per thousand 
listeners. (BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3-billion-dollar market — inland 
California and western Nevada. 


McClatchy Broadcasting Company 


Sacramento, California Paul H. Raymer, National Representative 
Affiliated with Inland California’s 3 Leading Papers 
THE SACRAMENTO BEE @ THE MODESTO BEE @ THE FRESNO BEE 


Sacramento (ABC) Reno (NBC) Bakersfield (CBS 
5000 watts, day; 1000 1000 watts 1410 kc. 
watts, night 630 kc. 


250 watts 1230 kc. 


Stockton (ABC) Fresno (NBC) 
5000 watts 580 ke. 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


gives the number of retail stores in 
the U.S. together with their sales 
by type of store for all places over 
and under 25,900 population 


No. 1070. 761,000 Business Men 

A Nation's Business report show- 
ing the number of business estab- 
lishments in each branch of indus- 
try, with a further refinement by 
type of manufacture in the dis- 
tribution field by type of store. 


1071. If You Sell] to Manufac- 
facturers. 

This Nation's Business booklet 
shows manufacturers’ expenditures 
for new plants and equipment for 
places over and under 25,000 by 
states with the percentage of both 
categories 


No 


No. 1072. Who Reads Forbes? 
A Forbes survey of every 60th 


name on its subscriber list, which 
covers age, activities, investment 
ownership, i.e., owning stocks, 
bonds, number of companies, num- 
ber of shares, etc. Home ownership 
and family income along with a 
breakdown by industry and pro- 
fession and of its sub- 
scribers also is included 


position 


No. 1073. The Girl Umder Twenty 
(Beauty Facts) 

A Seventeen study of beauty 
habits among teen-age girls in the 
U.S. covering brands of cosmetics 
used, frequency of use, place of 
purchase and sources of informa- 
tion on beauty products. 


No. 1062. A Report on America’s 
Top Chemical Engineers 
A Time report on personal inter- 
views with members of the Amer- 
ican Institute of Chemical Engi- 


neers. Information includes details 
on the industries in which they 
work, their positions, the equip- 
ment and chemicals they buy and 
the magazines they read. 


No. 1063. A Magazine Survey 
Among Government Officials in 
Washington, D.C 

This shows the results of a mail 
and personal interview survey con- 
ducted by International Public 

Opinion Research Inc. for Time on 

magazine readership and prefer- 

ences among officials of all 
branches of the federal govern- 

ment in Washington, D. C. 


No. 1064. The Primary Market for 

Quality Merchandise 

This New Yorker market guide 
simplifies the selling problem for 
manufacturers of quality merchan- 
dise. The study clearly indicates 
the 47 primary trading areas where 
up to 81% of the total U. S. mar- 
ket for quality goods is found 


No. 1065. Home Made Action 
A Meredith Publishing Co. study 


to determine the home-improve- 
ment activities of Better Homes & 
Gardens families in the three- 
year period after May, 1948, and to 
measure the extent of their plans 
for the 12-month period following 
the date of the study. } 


No. 1075. The Girl Under Twenty 
(Food Buying, Meal Planning, 
Parties). 

A Seventeen study of all food! 
and party information up to early | 

1951. This deals with the teen-age 

girl in the U. S., her food shopping 

habits, preparations of meals, her 
parties and influence on the family 
food buying. 


No. 1076. The Girl Under Twenty 

(Magazine Readership, Advertis- 
ing Attitudes, Buying Re- 
sponse ) 

This Seventeen study determines 
the impact of magazines on teen- 
age girls in regard to readership of 
various magazines, attitudes to 
these magazines and their reactions 
to advertising in these magazines. 


“ 


—— 


HERE'S ONE ALONE! 


One newspaper alone has mer- 
chandisable coverage of 20% or 
more in only 13 Wisconsin Coun- 
ties (including the city zone). 


And HERE'S THE SENTINEL 


The Sentinel alone has merchan- 
disable coverage of 20% or 
more, in 15 Wisconsin Counties 
(including the city zone). 


maps at the left. 


Wisconsin. 


Look What Happens 


When You Use BOTH ] 


If you want maximum effectiveness for you advertising in 
Wisconsin, you need both Milwaukee newspapers. One 
alone doesn’t do the job, as you can see if you look at the 
If you use just one paper, you get 
merchandisable coverage in only 13 (or 15) counties. 

But look what happens when you use both. The map below 
shows how the two papers effectively reach the major 
share of the Wisconsin market contained in 34 counties 
and 5 additional key cities. 


Of course you need both Milwaukee newspapers to sell 
Let us tell you more about it soon! 


Population 
Families 

Total Retail Sales 
Foed Sales 


Automotive Sales 


SALES MANAGEMENT ESTIMATES 


in 34 Counties and 5 additional Cities” 
Shown in Map at Right. 


General Merchandise Sales 
Furniture Household and Radio 


Drug Sales 
EFFECTIVE BUYING INCOME 


*Wausay, La Crosse, Green Bay, Manitowoc and Two Rivers 


‘, of State Total 


63.7%, 
64.1 
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MILWAUKEE SENTINEL 


The Newspaper Wisconsin Grew Up With 


Nationally Represented by MOLONEY, REGAN & SCHMITT 


Advertising Age, May 12, 1952 


No. 1074. The Girl Under Twenty 
(Facts About This Market and 
Its Magazines). 

A general presentation by Sev- 
enteen showing what part the 
teen-age girl plays in the nation 
and how her magazine effects her. 


No. 1077. The Girl Under Twenty 
(Marriage). 

This is a compilation of mar- 
riage data obtained by Seventeen 
from the different government 
agencies that deal with marriage 
in the U. S. 


No. 1078. 16th Annual Grit Reader 
Survey. 

A Grit Publishing Co. consumer 
analysis of the buying habits of 
Grit readers in smal] towns from 
coast to coast. Brand preferences 
of 20,682 families are given for 
automobiles, drugs and cosmetics, 
grocery products, home appliances, 
tobaccos and miscellaneous. 


No. 1079. Comparison of Circula- 
tions of 12 Leading Magazines 
in the 162 Metropolitan County 
Trading Areas. 

A Family Circle report showing 
retail, food and drug sales and the 
number of families for each metro- 
politan county. 


No. 1083. Marketing Report on Al- 
coholic Beverage Advertising. 
Argosy has issued this booklet 

the contents of which back up the 
statements that men do the drink- 
ing; men decide the brand; and 
men do the buying. Readership re- 
ports show how many of the group 
reading liquor ads are men. 

No. 1084. Circulation Trends and 

the Man Market. 

This is a pictorial study of the 
male influence in buying, and 
growth of the man’s magazine field 
in the past six years. 


No. 1085. American Home’s Read- 
er-Consumer Panel No. 26. 

This report, published by Amer- 
ican Home, contains a summary 
of replies to a questionnaire sent 
to 1,925 members of the maga- 
zine’s Reader-Consumer Panel. It 
covers purchase, preference and 
use, covering 12 household prod- 
ucts, ranging from canned tuna 
to lawn sprinklers, with informa- 
tion about panel members, such as 
ages of children, incomes and size 
of family. 

No. 1086. American Home Read- 
er-Consumer Panel Report No. 
27. 

This is an American Home sum- 
mary of replies to a Reader-Con- 
sumer Panel Questionnaire, show- 
ing opinions, plans, purchases and 
use of 15 items including some 
food products and homes, chrome 
furniture, TV, power tools, etc. 


No. 1087. Bonanza! 

In this folder, Keystone Broad- 
casting System describes the mar- 
ket potential of the small cities 
of the country—principally the 
purchasing power of people liv- 
ing in cities under 50,000. It deals 
with the size of its radio audience 
and how Keystone covers the mar- 
ket. 


No. 1088. Sales Opportunities. 

A handbook for salesmen pre- 
pared by Curtis Publishing Co. 
listing each county and place of 
2,500 and over population. The 
text illustrates how a salesman can 
use this book as a means of meas- 
uring his sales potential. 


No. 1089. A Guide to Markets and 
Quotas for Food and Drug Store 
Products. 

This Curtis Publishing Co. book 
is a compilation of data by counties 
useful for establishing sales quotas, 
setting sales territories and meas- 
uring market possibilities. It de- 
scribes in detail how to establish 
a sales quota. 
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No. 1090. A Survey of the Custom- 
ers of Independent Drug Stores. 

A Curtis Publishing Co. study 
of the purchases of 327,340 custom- 
ers in 106 independent drug stores. 
It describes what they buy, what 
member of the family makes the 


ee 


and geographical changes in the 
location of the market due to pop- | 
ulation movement. 


No. 1097. Population Changes Dur- 
ing the Past Decade. 


A Curtis Publishing Co. study, 


purchase and time of day and day | pased on a U. S. Census Bureau | 


cf week sales are made. 
No. 1091. Supermarkets in the 
United States. 

A compilation, prepared by Cur- 
tis Publishing Co., of the number 
of supermarkets in the U. S. show- 
ing the number by states, regions, 
city size and by counties. The re- 
port also compares the growth, by 
states, from 1940 to 1951. 


No. 1092. Dish Towel Survey. 

The Curtis Publishing Co. re- 
search department surveyed 470 
readers of Ladies’ Home Journal 
about the number of dish towels 
owned, types of towels owned, ma- 
terials used for home-made towels, 
preferences for ready-mades vs. 
home-mades, material preferred 
and other factors. 

No. 1093. Growth in Number of 
Households—1890 to 1951. 

This Curtis Publishing Co. re- 
lease is one of a series based on 
U. S. Bureau of the Census infor- 
mation showing the growth in 
number of households during the 
past ten years, and the effect this 
growth has had on the selling and 
advertising volume of those prod- 
ucts used in households. 


No. 1094. How to Establish a Sales 
Quota. 

This is a guide prepared by Cur- 
tis Publishing Co. for establish- 
ing quotas by the use of its mar- 
keting tools to solve specific quota 
problems for a manufacturer or 
wholesaler. 


No. 1095. Average Lifetime. 

This Curtis Publishing Co. re- | 
lease summarizes the findings of | 
a study made by the Metropolitan 
Life Insurance Co., showing the | 
changing distribution of our popu- 
lation among the age groups dur- 
ing the past decade, and life ex- 
pectancy. | 


No. 1096. Population Projections. 

The figures in this Curtis Pub-| 
lishing Co. release, based on cen- | 
sus data, will be of interest to those | 
concerned with long-range plan- 
ning of company operations as af- 
fected by the size of the market | 


Insurance Building 


JOHN BLAIR & CO., Representatives 


‘ 


release, shows population changes 
from 1940 to 1950 by regions and 
states. Percentages are given for 


|total births and deaths and net 


| 


migration. 


No. 1098. Measuring the Impact of 

a Magazine. 

This is an objective report by 
Curtis Publishing Co. on a study 
made to measure the reactions of | 
readers to the editorial and ad- 


|susceptible to 
|through quantitative circulation 


No. 1100. Overseas Travel by Flag) 


Bap iid oes 


and other factors not generally| 
measurement! 


eee ae enctors. nce natin: Available Market Data—National 
To secure copies of data listed, use the handy coupons 


and distribution data. 


. 1099. Profitable Mark 
™ Pace tirtis 3. oe aon for | other countries in recent years and 


This Curtis Publishing Co. re- also the pattern of this travel, air 
lease, based on the Federal Re- oe om, by flag of carrier. It is 
serve Board survey of consumer fi- ee — 
nances, gives the measurement of 8™@U0 aa - 
family income, savings and dur- | ee of the U. S. Department of 
able goods purchases. It empha- | Justice. 
sizes the selective pattern of the! 
consumer market. pm. 1101. If You Miss the First 

Sale. 

Census Bureau figures on fre- 
of Carrier. |quency with which the average 
This Curtis Publishing Co. study |family buys ten different classi- 

traces the volume of overseas pas- fications of appliances and house- 


senger travel to the U. S. from! hold products, prepared by Modern 


Romances. 


No. 1102. What a Difference Ten 

Years Make. 

Modern Romances issues this 
booklet containing information on 
the changes in the U. S. markets 
since 1940, based on census data. 
Data on population, marriages, new 
households and children by age 
groups are given. 


No. 1106. 17th Survey of Beauty. 
Dell Publishing Co., in this sur- 
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Kansas Farmer aiaes 
Commercial Lineage for First — 
Quarter 1933-1952 Inclusive 
ees 97,030 
1949 82,033 —~— 40,000 
1948 77.102 
1947 67,634 
1946 60,368 
ne nt 
1943 31.954 7 30,000 
1942. 25,871 
1941 36,087 
1940 599 
a sas 
1937. 42.959 Tt 20,000 
Y 1936 993 
1935 25,774 
1934 ‘897 
1933 12.728 A 
—— 10,000 
100 Leading Advertisers 
in KANSAS FARMER 
First Quarter 1952 


AC Spark Plug Co. 
Albers Milling Co. 

Allis Chalmers 

W. R. Ames Corp. 
Amer. Liquid Gas Corp. 
American Salt Co. 
Armour & Company 
Burch Plow Works 
Butler Mfg. Co. 

J. 1. Case Co. 

C & H Sugar Refining 
Champlin Refining Co. 
Chevrolet Motors p nom 
Cities Service 

Coleman Company 
Colorado Fuel & Iron 
Comfort Equipment Co. 
Consumers Coop. Assn. 
Continental Air Lines 
Continental Oil Co. 
Corneli Seed Co. 
Cornhusker Hybrids 
Darlingas Company 
Dearborn Motors Corp. 
Deere & Company 
DeKalb Agricultural Assn. 
Delta Tank Mfg. Co. 
Dempster Mill Mfg. Co. 
Dodson Mfg. Co. 
Electric Cos. of Kansas 
Empire Stove Co. 
Fairbanks-Morse & Co. 
Horry Ferguson Inc. 
Firestone Tire & Rubber 
Fiske Brothers 
Fleischmann’s Yeast 
Ford Motor Co. 
Frigidaire (Kansas Dealers) 
Gehl Bros. Mfg. Co. 
General Mills 
Gland-O-Lac Co. 

Gooch Feed Mill Co. 
Goodyear Tire & Rubber 
Granite City Steel 
Great Lakes Steel Corp. 
Greyhound Lines 
Habco Mfg. Co. 

Hanson Chemical & Equip. 
H. D. Hudson Mfg. Co. 
C. H. Hyer & Sons 
International (Form Equip.) 


International (Refrigeration) 
Co 


> ump Co. 
K. C. Tractor & Impl. Co. 
Kelly Ryan Equip. Co. 
Knapheide Mfg. Co. 
Knoedler Mfg. Incorp. 
O. W. Kromer Co. 
Ed. F. Mangelsdorf & Bro. 
Massey-Harris Co. 
Midwest Wire & Steel Co. 
Minneapolis-Moline Co. 
Moorman Mfg. Co. 
Morton Salt Co, 
New Idea Farm Equip. 
Nitragin Compon 
Oelwein Chemical Co. 
Omaho Standard 
Oyster Shell Products 
Pay Way Feed Mill Co. 
Paxton & Gallagher 
(Butter-Nut Coffee) 
Peerless Pump 
Phillips Chemical Co. 
Phillips Petroleum Co. 
Piper Aircraft Corp. 
Portland Cement Assn. 
Ralston-Purina Co. 
Red Stor Yeast 
Rite-Way Products 
R. J. Reynolds Tob. Co. 
Rust-Oleum Corp. 
Santa Fe Railway 
Dr. Salsbury’s Labs. 
Schafer Plow, Inc. 
Schreiber Mills Co. 
Servel, Inc. 
Sheffield Steel Corp. 
Siebert & Willis, Inc. 
Sinclair Refining Co. 
Skelly Oil Co. 
Socony-Vacuum Co. 
Spencer Chemical Co. 
Standard Oil Co. 
Sunset Fertilizer Co. 
Superior Separator Co. 
Temco, Incorporated 
Thurston Chemical Co. 
Westinghouse Elec. Corp. 
Western Beet Sugar Producers 
Wyatt Mfg. Co. 
Zero Mfg. Co. 


sales gains... fast! 


last year. 


can only mean one thing: 


The Statistical Picture Above shows at a glance 
how Kansas Farmer lineage has grown over the last 
twenty years. Remember it when you want to sell rural 
KANSAS! —And remember rural Kansas when you want 


Kansas Farmer goes over the top again! Commercial 
lineage for the first quarter in 1952 soared to 97,030 
— compared with 88,592 lines for the first quarter of 
1951. That’s a gain of 8,438 lines—or 9.5% over 


When advertisers increase their lineage like this, it 


KANSAS FARMER SELLS THE GOODS! 


Editorial and Business Offices — Topeka, Kansas 
Published by Copper Publications 
Largest Agricultural Press in the World 
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. .. THEY'RE REALLY SOLD! 


When readers plunk down their hard-earned 
money at the newsstands...when they take 
their pick — with endless variety to choose 
from...they know what they want in magazines. 


True Story Women’s Group tops them all in 
newsstand gains. 


And remember...only True Story Women’s Group 
is edited for the great wage earner market— 
largest market for consumer goods today! 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


vey, shows the trend over a period 
of 14 years for 56 types of cos- 
metic products. Figures on each 
product show each brand by in- 
come, city size and place of pur- 
chase 


No. 1107. L-P Gas. 

This Curtis Publishing Co. book- 
let is a version of a 1950 booklet 
It describes the growth of the liq- 
uid petroleum gas industry and its 
market possibilities 


No. 1104. Your Key to the Chang- 
ing Food Market. 

A 36-page booklet, prepared by 
Modern Romances, on the grocery 
field, which shows changes in the 
market since 1940, growth and 
volume of self-service stores, su- 
permarkets and chains, consumer 
food expenditures, number of su- 
permarkets, percentage of volume 


done by types of outlets, private 
labels, and census data on popula- 
tion, births, marriages, age groups 
and incomes 


1105. 1951 Brand Preferences 
and Market Study 

In this Dell Publishing Co. study 
is found basic data on the Dell 
Men's Group, such as reader's age, 
income, occupation, education, lei- 
sure activities and brand prefer- 
ences. In most cases, the brand 
preference charts form a contin- 
uing study of basic trends for the 
group and also can be indicative 
of the entire male market 


No. 


No. Refrigerators 
Machines—a 


Sub- 


1111. Ranges, 
and Washing 
Study of Household 
scribers . 

In this report, Household sub- 
scribers give the facts about their 


ownership and age of major house- 
hold appliances. Ownership of 
ranges and refrigerators is shown 
by type of power or fuel used 
(electricity, gas, LP-gas, etc.). 


No. 1t113. Household Data Book 
Sheets (Market Series) 49 
Through 70. 


This series of data sheets pre- 
sents information on number of 
stores and sales for selected retail 
trades by three population size 
groups: under 25,000, 25,000 to 
250,000, and over 250,000. Informa- 
tion is based on the U. S. Census 
of Business, 1948. Published by 
Capper Publications. 


No. 1114. Household Magazine 
Subscribers’ Report on Hair 
Grooming. 


Popularity of home permanents 
vs. beauty shop treatment is re- 
ported in this Household booklet, 
which shows use of shampoo, hair 
rinse, tint, hair dressing and tonic. 
No. 


1115. Household Magazines’ 


Subscribers Report on Baking. | 


Prepared mixes are popular 
among small town families, ac- 


og Ee Se 


Advertising Age, May 12, 1952 


in this booklet, issued by House- 
hold. Included is information on 
the families—where they live, 


cording to this Household baking) size of town, home tenure and 


study. It rounds up a lot of baking 
information from subscribers, in- 
cluding brand preference on ten 
flours and mixes, foods baked, and 
method and frequency of baking 


them, and brands of ingredients 

used 

No. 1116. Household Magazine 
Subscribers’ Report on Leisure 
Time. 
Families in small cities and 


towns like gardening, sports and 
vacation travel, according to this 
Household report on a survey of 
subscribers, which asked what they 
do with their leisure time, The 
report indicates the market for 
fences, power tools, cameras, sports 
equipment, etc 


No. 1117. Household Magazine 
Subscribers’ Report: What’s 
New. 


1950 purchases of 45 different 
items of merchandise are reported 


Published 


This rich market 
morning, 
by 


@ THE ILLINOIS 


24,901,268 Lines of 
Advertising in 1951 


is covered 
evening and Sunday, 


@ THE ILLINOIS STATE JOURNAL 


and the combined 
@ SUNDAY JOURNAL AND REGISTER 


o 
CITY ZONE POPULATION, 


\ 


STATE REGISTER 


103,849 


types of insurance they carry. 


No. 1118. The Impact of Mobiliza- 
tion on Building. 

This illustrated booklet, pre- 
pared by The Magazine of Build- 
| ing, examines the role of the build- 
| ing industry in the American 
|economy—past, present and fu- 
ture. It reports on the difficulties 
and trends in selling to this mar- 
ket under the impact of increased 
production and technological ad- 
vances. 


No. 1119. Building Market Facts— 

Supplements. 

The Magazine of Building of- 
fers these six data sheets, which 
are supplements to the Building 
Market Facts file. They cover: 
number of rental units built in 


1951; population of the building 
industry; who builds; building 
dealer concentration; structural 


characteristics and cost of one- 
family houses; and new rental 
housing characteristics. 


No. 1120. Your Best Approach to 
the Photographic Market. 

PSA Journal, official publica- 
tion of the Photographic Society 
of America, has issued this mar- 
ket and media data folder, which 
| reports on membership of the so- 
|! ciety and their importance to the 
photographic market. 


No. 1121. Automotive Report. 
True’s readers report, here, 
the number of cars they own, num- 
| ber of miles they drive and how 
many do their own maintenance. 


on 


No. 1122. The True Male Audience 
Reports on Hobbies. 

In this reader survey, True re- 
ports on hobbies—home workshops 
and the market for power tools, 
hand tools, photographic acces- 
sories and cameras, camping equip- 
ment, etc. 


No. 1123. The True Male Audience 

Reports on Hunting. 

True readers’ participation in 
hunting, target shooting (trap, 
skeet) and their ownership of 
|equipment, special clothing and 
| buying plans are reported in this 
booklet. 
| 


No. 1124. The True Male Audience 

Reports on Fishing. 

True readers who fish, owner- 
ship of equipment and special 
clothing—binoculars, camp stoves, 
tents etc—are reported in this 
study issued by True. 


No. 1125. Mechanix Illustrated—a 
Readership Study. 

Fawcett Publications has issued 
this study of the readers of Me- 
chanix Illustrated—showing fam- 
ily income, car ownership, educa- 
tion, occupation, family composi- 
tion, spare time interests and oth- 
er features. 


No. 1126. 11 Years with the Faw- 

cett Beauty Reader Forum. 

Fawcett Publications has issued 
this 1l-year summary of the Faw- 
cett Beauty Reader Forum, giving 
an over-all picture of the trend 
in beauty habits of the readers of 
True Confessions, Motion Picture 
and Movie Story. 


1127. Reader Characteristics, 
True Confessions—Motion Pic- 
ture. 

Fawcett Publications reports 
here on age, marital status, pos- 
session of durables, family setup, 
income, etc., of the readers of True 
Confessions and Motion Picture. 


No 


No. 1128. Beer Report. 

Beer is the man’s drink, accord- 
ing to this report compiled by 
True. Proportion of beer drinkers, 
by sex, is shown, along with fig- 
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ures that show consumption by |pared state by state and are evalu-|lies; list of best newspaper in| ial copy. The cost data was based No. 1147. A Report on Company 


state; figures showing that income ations on the basis of market con-|every county; county seat weekly|on some 60 surveys and broken; Treasurers. 


has little influence on beer con- centration, editorial and general |newspapers; ABC weeklies; week-|down by account classification. | 
sumption, and that men dictate news coverage, etc., enabling an|ly newspapers in counties having| Published by Weekly Newspaper 
ladvertiser to select the best week-|no dailies, etc. Issued by Weekly | Representatives Inc. 

jlies in specific marketing areas. | Newspaper Representatives Inc. | 
|Published by Weekly Newspaper | 
|Representatives Inc. 


the brand of beer purchased. 


No. 1129. Liquor Report No. 2. 
True presents this study, one 
of its continuing market analyses, 


on the liquor market—and the im-| 


rtance of men in the picture. | a 
They drink “it they pce, the Prepared to meet specific market|dependent surveys made by politan trading areas, along with | No. 1148. A Report on Advertising 


|No. 1143. Weekly Newspaper Lists. 
Selective lists that have been 


| 


|No. 1144. Cost-Effectiveness Anal- Leading Business Markets. 


Analysis of cost effectiveness of tabulations show Business Week’s management prospect. 
weekly newspapers, based on in- coverage in the 168 leading metro-_| 


brand, they buy it, this study says, Tequirements. Included are: list of |Readex Corp., measuring reader figures on manufacturing em- Agency Executives. 


and True includes figures on liq- Metropolitan and suburban week-| interest in advertising and editor-|ployes and retail sales by counties. | 


uor consumption, changes, largest 
volume states and reader charac- 
teristics. 


No. 1130. Liquor Consumption by 
Types—by States. 

True offers this report on na- 
tional liquor consumption for the 
first nine months of 1951 and those 
figures vs. the first nine months of 
1950—by types and by states. 


No. 1131. Mechanix Illustrated 
Consumer Panel Report No. 6. 
This study includes five re- 

ports on ownership, makes pur- 
chased, year of purchase, etc., of 
measuring devices, fishing and 
hunting equipment, door locks, 
typewriters and work clothes, as 
reported by the reader-members 
of the MI consumer panel. 


No. 1132. Cosmetic Buying Habits 
of Today’s Woman. 

Today’s Woman has issued this 
study of the purchase, use and 
buying habits of its readers rela- 
ting to beauty products. It includes 
a summary of the use of products, 
prices, and average number bought 
annually—and present and previ- 
ous use of leading toiletries. 


No. 1138. Baby Talk Reader Sur- 

vey Volumes 1 and 2. 

Voiume 1 of this Baby Talk 
study gives data on the new- 
mother market, with brand pref- 
erence of baby products, age of 
baby and of older children. Vol- 
ume 2 shows brand preferences of 
products mothers use themselves 
and for their households; educa- 
tion, home ownership, etc. The 
supply of the survey is limited. 


No. 1139. How High Income Fami- 
lies Buy and Drive Automo- 
biles. 

This is a detailed study on own- 
ership of U. S. News & World Re- 
port families whose average in- 
come is $13,557. The study includes 
makes owned, brand loyalty on 
planned purchases, new vs. used 
cars, when cars are bought, tires 
bought, favorite gasolines and oils, 
and cross tabulations by income 
levels. 


No. 1140. ‘Most Useful’ Study 
Among Executives Listed: 
Travel Habits of High Income 
People. 

A detailed report on a survey 
of vacation, pleasure and business 
travels of U. S. News & World Re- 
port subscribers and families in 


U.S. and abroad. It contains a spe- | 


cial analysis of families vacation- 
ing for two months or more, and 
cross tabulations by income levels. 


No. 1141. ‘Most Useful’ Study 
Among Executives Making Ad- 
vertising Decisions. 

A report on a study made by 
U. S. News & World Report re- 
garding which of the six major 
news and management magazines 
is considered most useful to execu- 
tives controlling the country’s 
largest advertising budgets. Those 
surveyed included executives of 
the 100 leading national adver- 


tisers and of agencies billing 


$1,000,000 or more. 


No. 1142. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City Mar- 
kets of America. 


These studies have been pre- 


Business Week based this re- 
|port on a survey of 750 treasurers 
in leading companies to determine 
jthe range of their participation in 
'No. 1145. You Reach the Nation’s company affairs, including pur- 
chasing. Results indicate that the 
ysis. A U. S. map and accompanying company treasurer is an important 


This is a report on the secondary 


toubetle HM Free! New 
m _, Judge of Riki 
Printing Comparison 


enamel paper 
Te S ... lets you compare 
9 leading enamel papers! 


y 


f ¥ quality! 


Here is an unusual opportunity for anyone concerned 

with printing quality and costs to settle the question of 
enamel paper value once and for all. 

With this new printing comparison test, you are the judge 
of actual results obtained from the same set of 4-color 
plates on Production Gloss—a Consolidated Enamel Paper 
—and on eight other leading enamel papers costing 

$50 to $80 more per ton. 

The decision, whether these premium costs are justified 

on the basis of printing quality, is left squarely up to you. 
For your free copy, ask your Consolidated paper merchant 
now before the limited supply is exhausted. Or write 
direct on your firm letterhead. You'll find it an interesting 
test to say the least. And the verdict may well be a 


profitable one for you. 


How this test was made... 

All papers used are basis 70 lb., taken from 
regular commerctal stock and coded prior to 
printing. Run was made at 3000 impressions 
per hour on a Miehle Vertical from 4-color 
halftone process plates, Also reproduced are 

133 line screen color tone bars. All papers were 


printed under identical commercial conditions. 


Production Gloss - Modern Gloss - Flash Gloss 

CONSOLIDATED WATER POWER & PAPER COMPANY + Makers of Consoweld 

plastic surfacing and industrial laminates + Main Offices Wisconsin Rapids, Wis 
Sales Offices: 135 So. LaSalle St., Chicago 3, itl. 
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Per Family Effective Buying Income, 200 Countie/ 


G7D Estimates, 1950, for the 200 counties leading in population 


e NET E.B.I. 

: PER 

COUNTY LEADING FAMILY | Rank COUNTY LEADING 
A and in and 

: STATE SM Group STATE CITY 
Estimate 


estchester, N. Y...| Yonkers 9,982 1 Stark, Ohio......... Canton 
Nassau, N. Y........| Hempstead East Baton Rouge, La.| Baton Rouge ff 
Township 8,817 2 Providence, R. |.....| Provider 
pox, N. J.........| Newark 6, 96 3 innebago, Ill... 
; ? . 4 alamazog Mi 
= District of Columbia.| Washington 6,569 5 
: i » Alten, Ind...........] Fort Wayne 6,240 6 
BoM Philadelphia, Pa.....| Philadelphia 6,174 
r New Castle, Del.....| Wilmington 
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EVER discount quality just because it comes in 

quantity! In New York, the home-going Journal- 
American delivers both. 

For example, in Westchester, Nassau and Essex 
Counties ... where you find the greatest concentrations 
of heavy-earning, heavy-spending families . .. more buy 
the Journal-American than buy the two other metro- 
politan evening newspapers combined. 


Or take the 8 best of the 20 suburban counties in 
New York's 50-mile city and suburban zone. Again, more 
families buy the Journal-American than buy the two 
other metropolitan evening papers combined. 

Leadership in these “bive chip” counties . . . plus over- 
whelming leadership in total circulation . . . is solid evi- 
dence that the Journal-American combines quality with 
quantity in the world’s most sales-rewarding market. 
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PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 
THE PATERSON CALL 

In 1950 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST mone FACTS ADVERTISE. L, THE CALL 


mally Represe 


WARD-GRIFFITH CO. 
The Watd-Griffith Co. maintains offices 


in all’ principal advertising centers 
~~ GET OUR CITY ZONE FOLDER — 


business interests, community ac- 
tivities and magazine readership 
habits of executives in every ad- 
vertising agency listed in the 
Standard Advertising Register. It 
also reports on 1951 billings and 
expected billings for 1952. Issued 
by Business Week 


1149. A Report on Company 
Presidents 

This Business Week booklet 
presents a graphic picture of the 
activities of company presidents 
who are subscribers, showing the 
extent of their participation in the 
management of 


No. 


t includes makes owned in 1951 
vs. 1950 and 1949; makes by model | 
years; age of car, etc. 


as well as the range of their com- 
munity interests. 


1152. Tell Us About Your New 
Product. 

Business Week has available a 
booklet outlining some of the basic 
rules to follow when preparing a 
news release featuring new prod- 
ucts or services for Business 
Week's editors. 


No. 
No. 1154. Redbook Market Reports. 

Redbook issues market reports 
at irregular intervals on more than 
150 different titles in the follow- 
ing classifications: automotive; 
cosmetics and toilet goods; drug 
products; foods and _ beverages; 


home equipment and furnishings; 
No. 1153. Redbook’s Third Annual}household and laundry supplies, 
Automobile Survey. home sewing; jewelry, silverware; 


recreation, travel; sports; pet foods 


Redbook has issued its third 
and miscellaneous. 


study of automobile ownership and 


other compani yi S ¢ f zy adults. 
r companies buying trends among young adults — ee ee 
Adult Market for Packaged 
my Soaps, Baking Mixes, Denti- 
od frices. 


Unquestioned 
QUAD-CITY 


Davenport, lowa; Rock Island, Moline, East Moline, Iilindis 


NEWSPAPER B — 1,648,024 


Leaders in National Lineage 


195! FIGURES 


THE ONLY QUAD-CITY NEWSPAPERS WITH RUN-OF- 
PRESS COLOR* AND COLOR COMICS — FURTHER | 
PROOF OF UNQUESTIONED LEADERSHIP! a eee 


Sewing the Zuad- Cities of 
DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST. MOLINE, ILLINOIS 
HEADQUARTERS: DAVENPORT, IOWA 


ye ONLY THESE NEWSPAPERS PROVIDE HOME-DELIVER- 
ED CIRCULATION THROUGHOUT THE QUAD-CITIES! 


DAVENPORT 
NEWSPAPERS 


This Redbook study shows fami- 
ly expenditure for packaged soaps, 
baking mixes and dentifrices by 
age groups and for Redbook fami- 
lies compared to the average of 
four weeklies and average for four 
women’s service magazines. 


1156. 6th Biennial Survey of 
Cosmetics in Use by Woman’s 
Home Companion Readers. 

This survey report, issued by 
Crowell-Collier Publishing Co., 
covers extent of product use and 
brand usage of about 100 cosmetics 
and toiletries. Comparative data 
for 1949 are shown and special in- 
formation about makeup, mani- 
cures and care of hair is included. 


No. 


1146. Business Week Reports 
on City Managers. 

This report, based on a study of 
all city managers in the U. S., 
presents some of the dimensions of 
this market. It outlines the amounts 
to be spent for municipal improve- 
ments during the next three years, 
and includes magazine readership 
figures. Published by Business 
Week. 


No. 


1150. Contractors Are 

Customers. 

A report by Business Week, 
based on a survey of leading con- 
struction contractors through the 
U. S. It presents some of the 
dimensions of the market of in- 
terest to many advertisers. It 
shows the number of current con- 
tracts and the reading habits of 
these men. 


No. Big 


No. 1151. Directory of Suburban 
and Hometown Newspapers. 

A complete tabulation of weekly 
newspapers throughout the coun- 
try, this directory lists rate, cir- 
culation, day of publication, me- 
chanical requirements, name of 
publisher and county of location. 


j by Weekly Newspaper Represent- 
jatives Inc. 

No. 1157. The American Maga- 
zine’s 7th Annual Travelogue. 
Data on travel in 1951, plans for 


ive ee ey ee & ara i ca atl 


future travel and information on 

including vaca- 
tion activities, advertising appeals 
and travel agents are shown in 
this Crowell-Collier Publishing Co. | 
report. 


*Available for the 
past ten years 


No. 1158. Crowell-Collier National 
Survey of Use of Coffee in the 
Home. 

This Crowell-Collier report gives 
data for coffee-serving families on 
types served, how it is brewed, 
brands bought and frequency 
ble and caffein-free types. 

No. 1159. Crowell-Collier National 

Survey of Trends in Use and 

Consumer Attitudes Toward|s 

Frozen Foods. 

This study compares 1952 with 
1949 data in the following cate- 
gories: the market for all frozen 
foods; for juice concentrates; pref- 
erences in frozen foods; attitudes 
toward frozen foods. There is also 
information about the use of B- 
grade frozen foods. Published by 


pet 


| The price is $10 a copy. Published | 


of | 
use, with special data about solu-| 
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|Crowell-Collier Publishing Co. 


1161. Woman's Home Com- 
panion Readers’ Home Furnish- 
ings. 

This report, issued by Crowell- 
Collier, includes data on owner- 
|ship and brands of floor coverings 
|(both soft and hard), bedding, 
|towels, curtains and furniture. It 
jalso presents information on buy- 
|ing habits and plans. 


|No. 


|No. 1162. Collier’s Market Survey. 

Twenty-four subject classes of 
jconsumer goods are included in 
| this study. Separate reports are 
jissued for each subject: appli- 
| ances, cosmetics, heating, home 
repairs, men’s wear, power tools, 
travel, etc. Most findings are 
shown for regions, city size, in- 
come, type of dwelling and home 
tenure. Published by Crowell-Col- 
lier. 


SOON TO BE PUBLISHED 
No. 1080. Report on the U. S. Col- 

lege Market. 

To be published this summer is 
a Time report on campus activities, 
possessions, expenses, and reading 
habits of some 11,000 college stu- 
dents. 
No. 1081. 
Survey. 

This Ships & the Sea study, 
scheduled for release June 15, will 
show economic, educational and 
occupational status of its readers, 
amount and type of travel done, 
ownership of boats, choice of read- 
ing matter, time spent with radio 
and TV and extent of interest in 
photography. 


Ship & the Sea Reader 


No. 1082. The Girl Under Twenty 
(Hope Chest, Home Furnish- 
ings). 

A Seventeen study covering 
teen-age girls in the U. S. pertain- 
ing to hope chests and hope chest 
items. It also will deal with the 
furnishing of their homes, their 
own rooms and television data. 
To be published in September. 


No. 1108. A Guide to Markets and 
Quotas for Automotive Prod- 
ucts. 

A booklet and a map to be pre- 
pared by Curtis Publishing Co. 
which will show for each state 
and county statistics pertaining to 
the automotive market. Described 
in detail is the procedure for set- 
ting up sales quotas and methods 
of measuring the markets. 


No. 1109. Market Areas for Shop- 
ping Lines. 

A map, revision of the 1947 edi- 
| tion, showing the market areas in 
{the U. S. for shopping lines will 
be published by Curtis Publish- 
ing Co. The 1947 map delineated 
the market areas of the U. S., 
grouping counties around the ma- 
jor market centers according to 
the way trade flows into these cen- 
ters. A booklet will accompany 
|this map, showing for each mar- 
| ket center and its supporting area 
| the shopping line sales, number of 
tamilies and Curtis circulation. 


1110. The American Home 
Reader-Consumer Panel Report. 
This American Home report, to 


BDEORI’ 


ILLINOIS 


Buying Center for the Rich 13 County 
PBHORIArea Market, Blanketed With 
THE PEORIA JOURNAL STAR 

1—LARGEST Circulation in Illinois.* 
Se Metropolitan Market in Iili- 


ois® Pop. 250,612. 
"Best Test Lg al om Midwest” says 


Test Su 
«WHOLESALE SALES 2% TIMES 
LARGER than any other Illinois City.* 
*Except Chicago 
WRITE FOR Your wew PEORIAREA fact FOLDER. 


resented Nationa: 


| No. 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET Our CITY ZONE FOLDER — 
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be published before September, 
will cover the following subjects: 
electric fans, colored fixtures for 
bathroom and kitchen, roses, cut 
flowers and plants, home owner- 
ship, painting, roofing, lighting 
fixtures, wallpaper, pianos and 
organs, power mowers and cooking 
utensils. 

No. 1133. True’s 
1952. 


Scheduled for publication with- 


Liquor Study, 


second edition of True’s study of 
liquor consumption in the U. S.! 
for 1951. It includes special anal- 
yses of today’s liquor market by 
types and states, and comparisons 
with sales of previous years, plus 
other pertinent market and media 
data. 


No. 1134. True’s Appzrel Survey. 

Ready in the next few months 
will be this detailed analysis of 
True readers’ wardrobes—cover- 
ing ownership, annual purchases, 
price ranges, color and style, fab- 
ric preferences and place of pur- 
chase. 


1135. True Reader Character- 
istics Survey, 1952. 

This will be a cross section of 
True’s audience—age, occupation, 
education, income, etc.—an anal- 
ysis of family structure: size of 
family, children, home ownership, 
financial security, etc. 


No. 


No. 1136. Today’s Woman Reader 
Characteristics, 1952. 

This will be an analysis of the 
personal characteristics and back- 
ground of Today’s Woman readers 
—who they are, where they live, 
what they do, age, education, mar- 
ital status, etc. 


1137. Mechanix Illustrated 
Panel Survey, 1952. 

This will be an investigation of 
the extent of the general do-it- 
yourself trend in home repairs and 
building among Mechanix IIlus- 
trated readers. It will show owner- 
ship, makes, price and year of 
purchase for various types of gar- 
den tools, lawn equipment, hand 
and power tools, and will include 
a section on use, ownership, buy- 
ing plans, etc., on outboard motors. 


No. 


No. 1163. Crowell-Collier 16th An- 

nual Automotive Survey. 

Scheduled for October, this re- 
port will contain basic market data 
on automobile ownership, makes 
in use, prospects for new cars, 
mileage, tires, replacements and 
buying plans, etc. Breakdowns will 
be shown by regions and city size 
groups, along with a statistical 
appendix of more detailed infor- 
mation. Published by Crowell-Col- 
lier Publishing Co. 


No. 1164. Crowell-Collier 7th An- 
nual Tire Survey. 

This report, to be published in 
October, will contain basic mar- 
ket data concerning makes of tires 
on road, tires bought as replace- 


ing a county-by-county compari- 
son of the coverage for both week- 
ly and daily newspapers. 


No. 1166. America’s Amazing Main | 
Street Market. 

Weekly Newspaper Representa- 
tives will have available soon an 
analysis of the weekly newspaper 
market vs. three other major mar- | 
kets which have populations of 
10,000 to 100,000; 100,000 to 500,- 


|000; and over 500,000. The study | 
in the next few months is this|is geared to show the potentialities 


ments and purchasing plans. 


No. 1165. State Coverage Maps. 

Available by Aug. 1 from Week- | 
ly Newspaper Representatives Inc. | 
will be these overlay maps, show- | 


PORT HURON 


Retail sales MINCREASED 480% 
in the last 10 years. Your ad- 
vertising in the PORT HURON 
TIMES-HERALD will cover 
that market! Our MERCHAN- 
DISING DEPARTMENT will 
help you! 


SEND FOR OUR PORT HURON ad FOLDER 
Nationally Represented 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principol advertising centers 
— GET OUR CITY ZONE FOLDE® — 


of the non-metropolitan markets. 


Use the Coupons 
in Requesting Data 


| farm equipment indust.y. 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


83 


| NOTE: Most items listed here are | 
beng ges Borge = No. 2001. Selling Farm Equipment. 
which bears a price will be billed | A complete factual presentation 
by the publishers. |by Farm Equipment Retailing 
dealing with every phase of sales 

No. 2000. The NRFEA 1950 Cost-| Philosophy and practical selling 
of-Doing Business Survey and | relative to the over-all sale of farm 
Study. | equipment, implements and ma- 


A report in full by Farm Equip-| | chinery. It sells for 50¢ per copy. 


ment Retailing on the fourth an-| 
|nual findings of National Retail 
Farm Equipment Assn. and affili- the Farm Equipment Dealer. 

ated state and regional groups on| A basic introduction to the fun- 
trends of sales, costs, margins, ex-| damentals of effective advertising 
penses and profits of the retail| for the farm equipment dealer re- 
printed from Farm Equipment Re- 


No. 2002. Advertising Guide for 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$119,399,000 Effective buying 

income 
$99,277,000 Retail Sales 
Quality of market index 112 
Advertise and sell in Quin 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
ipal advertising centers 


in all pi 
—,GET OUR CITY ZONE FOLDER — . 


the 


a new 


Capitol open-end 


dramatic show 


sta rring 


player 


THE PLAYER is a show you can sell! 15-minute 
dramatic programs — each one a complete 
fast-moving entertainment package with a 
smash surprise ending! 

It's a show sure to build a rating, build sales, 
too, for any type of product or service, at a 
cost that will pleasantly surprise Mr. Sponsor. 
Send for full details and sample audition record. 


A big show... 


> ” oe <A 
Recowos 
oe + 


Write, wire, phone. 


PAUL FREES 


America’s most versatile actor 


in a low-cost package 


As radio fare THE PLAYER is sure-fire. Starring 
Paul Frees, and scripted by outstanding writers, 
THE PLAYER can vary daily as a strip show. 
Shows include mysteries, westerns, romances, 
comedies, adventure, science fiction, and other 


types, all featuring special music by Ramez Idriss. 


130 SHOWS READY « 130 MORE WRITTEN 


Capitol Records Distributing Corp., 
Broadcast Sales Division 
1453 No. Vine Street, Hollywood 28, California 


Please send full particulars on THE PLAYER and audition record. 


NR SN, 
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tailing. The booklet suggests such| No. 2003. Selling Seasons Survey.) 1,000 Illinois and Indiana farmers) tle, all cattle, sheep, horses and 
Y MOUNT things as how much to invest in An annual Farm Equipment Re-| to determine the extent to which! poultry by counties in Illinois, In- 
ROCK advertising, planning selection, use tailing survey giving a list of prod-| sprays are being used on cattle and| diana, Wisconsin and Michigan. 
NORTH CAROLINA of media and points to stress in the | ucts and illustrating by graph and/ in dairy barns. 
ads. | chart the best seasons and months No. 
The LARGEST MARKET 


| oP |of the year for the sale of farm No. 2007. Mastitis Survey. 
east of Raleigh and north of No. 2004. New England Farm Mar- equipment. This is broken down 


2019. Crop Production by 
States. 
The number of bushels of corn, 


WARD-GRIFFITH CO. 


Wilmington served exclusively 
by its only newspaper the 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
NaUensily Represented by 


ket. 

Information on all phases of New 
England farming is compiled in 
this folder by New England Home- 
stead. It contains latest data on 
acreage, production and value of 
leading farming crops, county fig- 


geographically and nationally. 


No. 2005. Dog Food Survey. 

A survey by Prairie Farmer of 
the market for dog food on farms 
in Illinois and Indiana. 


This Prairie Farmer survey was 
made among 500 of its subscribers 
in Illinois and Indiana to deter- 
mine the extent of mastitis in dairy 
herds and measures dairymen are 
taking to control the disease. 


oats, soybeans, wheat and hay pro- 
duced by states for the whole coun- 
try is listed in these Prairie Farm- 
er reports. 


No. 2020. Crop Acreage by Counties 
in Prairie Farmer Land. 


4 The Ward-Gritfith Co maintains offices ures on number of poultry and| No. 2006. Cow and Barn Spray No. 2008. Hog Cholera Vaccination Acreage given over to corn, oats 
‘ in Gt! principal advertising centers dairy farms, value of farm ma- Survey for Control of Flies. Survey. soybean, wheat and hay ro ‘ns 
_ GET OUR CITY ZONE FOLDER — chinery by counties, etc. A Prairie Farmer survey among) This survey was conducted by! ar; : “ : 


| diana, 
| southwestern Michigan to deter- 
| mine their buying habits and their 


| Prairie Farmer by mail among) 


1,000 farm families in Illinois and} 


| Indiana to secure information as to 


when farmers vaccinate their hogs. | 


No. 2009. Cotton Feed Bag Survey. 
A survey among Prairie Farm-| 


| er’s panel of 215 farm women liv-| 


ing in Illinois, Indiana, southern | 


| Wisconsin and southwestern Mich- 


igan on cotton bags for feed and 

the use to which these bags are 
put when they’ve been emptied. 

| 

No. 2010. Grocery Products Brand 

Survey. | 

A Prairie Farmer survey among | 

4,000 farm families in Illinois, In-| 

southern Wisconsin and 


brand preferences of grocery prod- 
ucts. 


No. 2011. Motion Picture Survey. | 

A survey conducted by Prairie 
Farmer among 2,000 farm families 
in Illinois and Indiana to find out 
the extent to which these families | 
attend movies, what pictures they | 
prefer and how far they travel to) 
see a movie. } 


No. 2012. Shoe Survey Among| 
Farmers and Dealers. 


area served by the Prairie Farmer 
is shown in reports by the publica- 
tion. 


No. 2021. Calendars of Farm Work 
in Prairie Farmer Land. 

Two Prairie Farmer calendars 
showing when to buy, plow, plant, 
pick, etc., corn, oats, wheat, soy- 
beans, corn, etc., and when to milk, 
market, vaccinate, etc., livestock. 


No. 2022. Farm-Owned Automo- 
biles, Tractors and Trucks. 
Prairie Farmer-prepared maps 

and tabulations showing the num- 

ber of farm-owned cars, trucks and 
tractors by counties in Prairie 

Farmer Land. 


* 2023. You'll Like Our Brand 


of Coverage. 

This folder, prepared by Texas 
Ranch & Farm, gives farm income 
by county and a breakdown of re- 


| tail sales in the West Texas mar- 


ket. General information on buying 
power and farm production also is 
included. 


No. 2024. Some of the Things Mon- 
tana Farm Families Plan to Buy 
in 1951. 
A report of a Montana Farmer- 
Stockman survey of buying inten- 
tions of Montana’s farm and ranch 


Two Prairie Farmer surveys to; families which includes informa- 
determine types of shoes preferred, | tion on intended purchases of elec- 
prices and brand preferences. One| trical equipment, plumbing, heat- 


vane 


circulation 


and advertising dominance 


And there’s 
difference in Houston 
between the average 
good paper and the 
champion CHRONICLE. 


a big 


: Number One Newspaper in the South’s Number One Market! 


The Chronicle is now in its 39th consecutive year of 
in Houston. 
During 1951 The Chronicle carried over 12 million lines 
of advertising more than the second paper, and over 
26 million lines of advertising more than the third 
. (See Media Records) 


For additional tacts about the No. | 
paper in the South's No. | market, contact 
your nearest Branham Company Office. 


survey was conducted among deal- 
ers in Illinois and Indiana, and the| 
other among farm families in the} 
same states. 


No, 2013. Fertilizer Survey. 

A Prairie Farmer survey con- 
ducted among 2,000 farm families 
in Illinois and Indiana to find out 
the amount and kind of fertilizer 
they use. It also includes informa- 
tion on when fertilizer is applied, 
which crops are fertilized, medi- 
um or agency most influential in 
convincing farmers that the use of 
commercial fertilizer is profitable, 
etc. 


No. 2014. Survey of 1952 Buying 
Intentions of Farmers in Illinois 
and Indiana. 

A Prairie Farmer survey among 
3,000 Illinois and Indiana farm 
families to determine what and 
how much they intend to buy in 
1952. 


No. 2015. Fertilizer Consumption. 
A Prairie Farmer report on the 

tons of fertilizer used on farms, 

by states, throughout the U. S. 


No. 2016. Livestock, by States, in| 
the U. S. | 
Prairie Farmer reports listing} 

the number of hogs, dairy cattle, 

all cattle, sheep, horses and one 
try, by states, in this country. 


No. 2017. Farm Equipment Dis- 
tribution by States. 

Prairie Farmer reports listing| 
the number of combines, corn pick- | 
ers, Manure spreaders, mowers, 
side delivery rakes, grain drills, 
grain binders, plows, row crop, 
binders, disc plows and milking 
machines in the U. S. 


No. 2018. Livestock by Coynties in 
Illinois, Indiana, Wisconsin (40) 


ing and cooking equipment, farm 
machinery, cars, trucks and acces- 
sories, petroleum products, build- 
ing materials, livestock and poultry 
feed and supplies, food products, 
soap and cleansers, canning sup- 
plies and clothing. The survey was 
handled by R. L. Polk & Co 


No. 2025. Food Survey. 

The results of a Farm & Ranch- 
Southern Agriculturist survey con- 
ducted among its women subscril- 
ers to determine their preferences 
for cereals, citrus fruits, soups, 
evaporated milk and other foods. 


No. 2026. Facts and Figures on 

Rural Kentucky. 

A permanent file folder pre- 
pared by Kentucky Farmer giving 
data on the number of Kentucky 
farms, dwellings, acreage, live- 
stock, what farmers grow, what 
they own and what they sell. 


No. 2027. Dairy Supply and De- 
mand Outlook. 

Milk production statistics report- 
ed by Hoard’s Dairyman. The re- 
port includes a comparison of pro- 
duction with population growth 


No. 2028. Handy Reference File on 
the Arkansas Farm Market. 
Arkansas Farmer offers an up- 

to-date report on the Arkansas 


s ALISBURY 
NORTH CAROLINA 
Let us 


PROVE IT 


| Your test otras = will prove its effec- 
tiveness in the ARKET in North 
Carolina served by ONE NEWSPAPER. 


Generous Merchandising Service 


Nationally Represented by 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manager National Representatives 


counties) and Michigan (16 

counties) 

Reports by Prairie Farmer list- 
ing the number of hogs, dairy cat- 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
centers 


in all principal 
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farm market, including the iatest 
Census of Agriculture report for 
Arkansas, statistics on Arkansas’ 
commercial broiler industry, live- 
stock industry, feed consumption, 
rice production, farm income, cot- 
ton production, trucks and tractors 
on farms in the southern states and 
use of L-P gas in Arkansas. 


No. 2029. Facts About the Western 
Farm Equipment Market 


Information prepared by Imple- 
ment Record on how the farm 
equipment market in the 11 west- 
ern states differs from the national 
farm implement market, and the 
size and importance of the West's 
farm equipment dealer establish- 
ments. 

No. 2030. If I Knew You 
Coming I’d Have Baked... 

Results of a baking powder sur- 
vey conducted by Farm & Ranch- 
Southern Agriculturist at the re- 
quest of General Foods Corp. (Cal- 
umet division). Information covers 
the frequency of baking cakes and 
biscuits in Farm & Ranch homes, 
brand of baking powder used, how 
long used and size of can pur- 
chased. 


Were 


No. 2031. Survey of Coffee-Drink- 
ing Habits of Farm & Ranch- 
Southern Agriculturist Sub- 
scribers. - 
A Farm & Ranch-Southern Agri- 

culturist survey to determine the 
coffee-drinking habits of its sub- 
scribers. The survey covers the 
number of people in the family 
drinking coffee, frequency of pur- 
chase of coffee, size of container 
bought, type of container, type of 
coffee maker used, frequency of 
serving, whether iced or hot coffee 
is served and in what months, and 
brand preferences. 


No. 2032. Fertilizers. 

This is a booklet prepared by 
Curtis Publishing Co. describing 
recent trends in the fertilizer in- 
dustry, the growth in fertilizer pro- 
duction and the great future for 
marketing and distribution of fer- 
tilizers. 


No. 2033. Farm Market Data Book. 

A compilation of pertinent in- 
formation from the Farm Census 
published by Curtis Publishing Co. 
It shows information for each 
county, indicating its relative 
worth as a market. 


No. 2034. Passenger Cars in Rural 
America. 

The characteristics of the rural 
market for passenger cars are sum- 
marized in these tabulations from 
a Curtis Publishing Co. survey of 
the passenger car market in the 
U. S. 


No. 2035. Farm Electrical Custom- 
ers. 

A Country Gentleman survey of 
the buying habits of farm families 
for electrical products and their 
attitudes toward retailers who sell 
these products. 


2037. Buying Better Farming 
and Better Living. 

A Meredith Publishing Co. study 
to determine the home improve- 
ment activities of Successful Farm- 
ing subscribers during the three- 
year period after April, 1948, and 
to measure the extent of their 


SHEBOYGAN 


WISCONSIN 

The LARGEST DAIRY CEN- 
TER in the WORLD, producing 
more than 55% of the World’s 
AMERICAN CHEESE. Go 
after sales with your advertis- 
ing in the SHEBOYGAN 
PRESS. We will COOPERATE! 

eas he 

WARD-GRIFFITH. CO. 


The Word-Griffith Co. maintains offices 
centers 


No. 


in all principal 
— GET OUR CITY ZONE FOLDER — 


plans for the 12-month period fol- 
lowing the date of the study 
(1951). 


No. 2038. Refrigeration Survey. 


The results of a survey conduct-| 
ed by Colorado Rancher & Farmer) 


among 500 farmers and ranchers 


of Colorado to determine types, | 


brands, size, year bought, etc., of 
| Tefrigerators used in their homes. 


Mo. 2039. Range Feed Survey. 


A Colorado Rancher & Farmer 
survey among its subscribers to 
find out the type, quantity, brand, 
etc., of range feed used by these 
ranchers. 


No. 2040. 1951 Monthly Record of | 


Colorado Farm Cash Receipts. 
Colorado Rancher & Farmer of- 
fers monthly cash receipt reports 
from crops, livestock and products. 


No. 2041. 
tion. 
A Colorado Rancher & Farmer 

report of 1951 crop production in 

Colorado along with the 1940-1949 


Colorado Crop Produc- 


average. The Colorado crop pro- 
duction rank among al! states also 
is given. 


No. 2042. Size of Farms and Ranch-| 


es in Colorado. 

Colorado Rancher & Farmer of- 
fers a list of the number and size 
of farms in all counties in Colorado 
according to the U. S. Census of 
1950. 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2043. Equipment on Colorado No. 2045. Colorado Acreage of Field 
Farms and Ranches. Crops (Harvest). 

A list of the type and amount of A Colorado Rancher & Farmer 
equipment on farms in each county report on the crops to be harvested 
of Colorado according to the 1950 (1951 statistics) and the crops har- 
U. S. Census, published by Colora- vested (1950), along with a ten- 
‘do Rancher & Farmer. year average (1940-49). 


THIS IS ‘VIC’? CAVERS—( Another W-G Salesman) 
Victor C. Cavers, another Ward-Griffith salesman who gained early experience on a 
newspaper, has devoted his entire business life to selling newspaper space both 
locally and nationally. Vic joined our sales staff in 1928. Vic's egy: and his 
attention to every detail has made him ee and very helpful to his advertising 
clients. Vic, or any Ward-Griffth man, will be glad to help push your product 
All business is local! Buy newspaper advertising! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building a See NEW YORE 
Wrigley Building............... Superior 7 2485. . cCAGO 
Genera! Motors Building Trinity 3-6365... DETROIT 
Statler Office Building Liberty 2- be BOSTON 
22 Marietta Street .Walnut 1231 ‘ATLANTA 
215 Builders a 5-8020 » CHARLOTTE 
Russ Buildin Yukon 2-2-6028 SAN FRANCISCO 
Lincoln Liberty Building Locust 7-4279 PHILADELPHIA 


GET OUR city ZONE FOLDER 


te W. 
rc 


WATERLOO 
DAILY 
COURIER 


eK 


IN THE STATE. 


* This additional linage came 
from TIE-INS used with nation- 
ally advertised products. 


a. roe 


ear 


HERE’S THE PROOF. COMPARI- 
SON SHOWS WATERLOO and 
its 16 COUNTY AREA ...a real 
SUPER MARKET. THE TOP SPOT 


Aer, 


COURIE 


When you sell lowa, start with its richest, Most Profitable TEST 
market. Contact ovr national representatives or write direct. 


aterloo Daily Convier Ff 


FIRST 


"than any other IOWA DAILY 


WATERLOO 


DES MOINES 


Cpr 8 SO ea a lee ee 

Maen ss 8k lw ee 64 ew ee ee 

Sunday Register 2s ww lt lt lt tl lt Aes: 
Total Des Moines 5 ae ie 
SIOUX CITY Journal & Journal Tribune . 


DAVENPORT Newspapers . . + + «© « «» 
CEDAR RAPIDS Gesette . »« «© © 2» «© © © © © 2 


Story, Brooks & Finley, National Advertising Representotives 
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DURING 1951 


1386 37 


. LINES fm 


1,174,308 
12,875 
29,074 

1,216,257 Lines 

- 896,294 Lines 

768,964 Lines 

686,098 Lines 
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WATERLOO, IOWA 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2046. 1952 Buying Intentions 
Survey. 

Colorado Rancher & Farmer re- 
ports the results of a survey among 
its readers to determine what they 
are intending to buy in the line of 
farm, irrigation, automotive and 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail Sales— 
Bianketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Hy | 


Represented In United States 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CILY ZONE FOLDER — 


tractor, and general equipment in 
1952. Information on building plans 
also is reported. 


No. 2047. Freezer Survey. 

A report of a Colorado Rancher 
& Farmer survey conducted among 
its subscribers to determine the 
type, size, brand and color of freez- 
ers they either own or would like 
to own 
| 


No. 2048. Livestock Population. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market dota (insert number of each item wanted): 


Colorado Rancher & Farmer has: brands of yeast, flour, coffee, bak- pancake flour products. 


This new salesman 


furnished the facts! 


than his competitor because ACB 


a 


™ 
2 


“knows the score” better 


x = t esd somagf 


... with ACB Retail Store 
Reports, he is primed for 

every call... knows the local 
inter-store competition ... store 
preferences in featured goods 
... amount and frequency of 
advertising ... prices, etc. 


Nothing seems to up-grade sales ability so 
much as ACB Reports. ; 
They are radar-like in detecting merchan- 
dising action and change. These reports are 
made to your order from the daily newspaper 
advertising in each salesman’s territory. 


Through these reports the salesman sees 
his entire territory .. . store-by-store 
competitor-by-competitor . day-by-day. 
Even on first calls he can talk with assur- 
ance about local merchandising. Continu- 
ous contact with the activity of his own and 
competitive accounts by means of these 
reports make his calls more fruitful with old 
customers. 

With ACB reports, the home office execu. 
tives can give far better support and direction 
to their sales force. More than 1,100 pro. 
gressive companies use ACB Tell-All Reports. 


“We have been receiving ACB reports for 
many years. In addition to keeping us posted 
on advertising by individual dealers for our 
own and competitive brands of merc handise, 
your reports enable our sales force to do a 
better job of securing dealer cooperation. They 
also enable us here in the office to evaluate 
performance e by salesmen and deale . Elgin 
National Watch Company. 


ORDER ONLY WHAT YOU NEED...NO MORE 


ACB offers a variety of services based on 
information obtained from retail and/or 
national newspaper advertising. Coverage 
from one city up to nationwide. Your choice 
of several methods of selecting advertise. 
ments. Length of service from one day up. 
ACB’s retail store advertising service de. 
seribed in adjoining column is a compre- 
hensive service that is valuable to salesmen, 
sales managers and advertising executives 
alike. ACB's “paste-ups”’ are especially val- 
uable to salesmen whose dealers need effec- 
tive visual-aid selling. 


Send for ACB’s New 
’ Tell-All Catalog... 


It’s brand new from cover to cover—18 
pages—and as complete as we could make 
it. Describes fully each of the 14 ACB serv. 
ices. Gives many case histories. Gives cost 
of each service or method of estimating 
same. Has complete directory of all daily 
and Sunday newspapers (ACB reads every 
advertisement published in every one of 
them), The state breakdown of 1,709,510 
retail stores is reprinted from recent L. S. 
trade census. Send for your free copy today! 


ACB SERVICE OFFICES 
79 Madison Ave. New York 16 
18 S. Michigan Ave. Chicago 3 
20 South Third St. Columbus 15 
lol Jefferson Ave. Memphis 3 
51 First Street San Francisco 5 


ADVERTISING 
CHECKING BUREAU 
aan inc. 

ots. gis Hire aay ; 5 


| laundry, household, personal and 
| farm use. This study includes in- 


| atin for main dishes, salads, des- 


| income, tractors, trucks, passenger 


| tising executives and agency per- 


No. 2050. It Pays to Advertise. 

A Farm Journal study based on 
food, drug and cosmetics consumer | 
panel data. It shows annual ex-| 
penditures of farm and non-farm | 
magazine-reading families. 
No. 2051. Automotive Dealer Sur- 

vey. 

A Farm Journal report of a study 
among automotive dealers showing 
the importance of the cash custom- 
ers found in the rural market. 


No. 2052. Farm Journal Soap Sur- 
vey. 
A comprehensive study of Farm 
Journal readers showing the use of 
cleaning products by brand for 


formation on household equipment, 
running water, electricity, dairy 
herds and dairy equipment. 


No. 2053. Unflavored Gelatin Sur- 
vey. 

A study of Farm Journal readers 

showing the use of unflavored gel- 


serts, candies and special diets. 


No. 2054. Southern Planter Basic 
Market Factors. 
Southern Planter offers maps 
showing the density of livestock 


cars, electrified farms, farms with 
running water, farms with washing 
machines and freezers in the south- 
eastern states. 


No. 2055. Directory of Jobbers & 
Manufacturers’ Agents Serving 
the Farm Equipment Industry. 

Implement & Tractor makes this 
directory available free to adver- 


sonnel. It contains an analysis of 
the distribution services and facili- 
ties offered by more than 2,000 
manufacturers’ agents, automotive 
and farm equipment jobbers serv- 
ing the farm equipment field, based 
on a nationwide survey. 


No. 2056. Pulse of the Farm Equip- 
ment Industry. 

Implement & Tractor publishes a 
monthly bulletin under this title, 
which reports on the number of 
tractors produced, volume of retail 
sales of farm equipment and farm 
income for the previous month. It} 
includes a composite index reflect-| 
ing business activity in the indus-| 
try. 


No. 2057. Implement & Tractor 
Market Data and Media File. 
This loose-leaf market and me-| 
dia file, published by Implement 
& Tractor, contains a report on the 
publication’s continuing market 
survey covering merchandising, | 
service and general business oper- 
ations of farm equipment dealers; 
Statistical data on tractors and 
farm equipment; and data on the 


Statistics gathered from U. S. ae TTT Eee eee Tee nec c eee ce cer ecececrereeces 
Census of Agriculture (1950) re- 
garding the number and type of Company 
livestock in each county of Colo- 
rado. The information is prepared lve Yee. C2 > en ae ae, SRR ewan Se 5 meena ere ers Op ema Ce ae 
by Colorado Rancher & Farmer. 
sett tate Pick csc kp OOS Was Aen wena ee ee DE casei ode nee eRe Ata 
No. 2049. Survey of Brand Prefer- ” — 

ences of Domestic Food Prod- 

compiled rural preferences for ing powder, breakfast food and publication itself—coverage, spe- 


cial issues, etc. 


| No. 2058. Statistical Data—Tractors 


and Farm Equipment. 
Implement & Tractor has re- 
prints available of all the basic sta- 
tistics on the farm market, and also 


farm equipment from the 1950 
Census of Agriculture together 


with the publication’s own esti- 
mates for 1951. This data was orig- 
inally published in J&T’s 14th an- 
nual statistical number, Nov. 24, 
1951. The number of farm tractors, 
garden tractors, combines, balers, 
trucks, automobiles, water systems, 
pumps, etc., on farms by counties 
and states are published together 
with figures on the production and 
sale of important farm equipment 
and allied products. 


No. 2044. Feed Purchased for Colo- 
rado Livestock and Poultry by 
Counties. 

A list prepared by Colorado 
Rancher & Farmer of the number 
of farms reporting and the cost of 
feed in each county of Colorado for 
the years 1944 and 1949. 


No. 2060. Irrigated Acres in Nebra- 
ska. 

This Nebraska Farmer report of- 
fers information on the number 
of irrigated acres in each county 
in Nebraska. 


No. 2061. Nebraska Farm Income 

Nebraska Farmer has issued this 
data sheet which shows the Nebra- 
ska farm income each year from 
1941 to 1951. 


No. 2062. 1951 Commercial Feed 
Tonnage. 

This is a Nebraska Farmer data 
sheet showing the feed tonnage 
sold in Nebraska during 1951, 
broken down by poultry, hog, cat- 
tle, etc. 

No. 2063. Nebraska Electrified 
Farms by Counties. 

A Nebraska Farmer data sheet 
which shows the number of elec- 
trified farms by county in Nebras- 
ka. The information is taken from 
the 1950 Census of Agriculture. 


DAYTONA BEACH 


FLORIDA 

Florida's Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

2. Over $59,000,000 effective buying in- 


income. 
3. Over $60,200,000 retail sales. 
4. A quality market index of 139. 
5. 1951 total advertising 12,210,352 lines. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented by V. J. Obenaver Jr. In Jacksonville 
And Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Advertising Age, May 12, 1952 
No. 2059. Dog Feeding and Dog 
Food Buying Habits Survey. 
This survey was made among 
Nebraska Farmer homes to deter-| 
mine dog feeding habits and brand 
preferences. 


No. 2064. Farm Mortgage Debt. 

This data sheet prepared by 
Nebraska Farmer shows the farm 
mortgage debt trends in Nebraska} 
trom 1930 through 1950 


No. 2065. Fly Spray Survey 

This survey was made by Nebra- 
ska Farmer to determine methods 
of combatting flies around dairy 
barns and to show brand prefer- 
ences of products on the market. 


No. 2066. Range Feed Survey. 
This Nebraska Farmer survey 
was made to determine the feed 
habits and brand preferences of 
ranchers in the Nebraska-famed 
Grandhills range country. 


No. 2067. Mastitis Survey. 

Here is a comprehensive sur- 
vey conducted among farmers by 
Nebraska Farmer to find out the 
extent of mastitis in dairy herds 
and the measures dairymen are 
taking to control the disease. 


No. 2068. Television Survey. 

This survey of farm homes was 
conducted by Nebraska Farmer to 
determine how many farm homes 
in eastern Nebraska have TV sets 
and to what stations they listen. 


No. 2069. 1951 Hybrid Corn Survey. 

This Nebraska Farmer survey 
was made to determine brand pref- 
erences for all hybrid corn sold in 
Nebraska. 


No. 2070. 1952 Buying Intentions 

of Farm Families in Nebraska. 

Questionnaires were sent to farm 
men and women by Nebraska 
Farmer to find out what they in- 
tend to purchase in 1952. The fig- 
ures are projected for the entire 
state. 


No. 2071. Where ‘Tiffany Income’ 
Farms are Located. 

Prepared by New Jersey Farm 
& Garden, this data sheet analyzes 
the commercially important farms 
in New Jersey, Pennsylvania and 
New York. 


No. 2072. An Analysis of Irrigated 
Farms in Sure-Crop Area. 
This Western Farm Life report 
gives the total number of farms, 
number of irrigated farms and the 
number of irrigated acres of each 
county in the “sure-crop area,” 
which includes, Colorado, southern 
Idaha, Montana, western Nebraska, 
Wyoming, New Mexico and Utah. 


No. 2073. Agricultural Reference 

Book. 

This Western Farm Life refer- 
ence book offers information about 
acreage, production and value of 
farm crops and the number and 
value of livestock and poultry on 


and price summaries for eggs, 
turkeys and broilers from 1930 to 
1950. 


No. 2075. Your Twin Market. 
Hatchery & Feed data on poultry 
hatcheries and retail dealers of 
feeds and poultry equipment and 
supplies 
No. 2076. Data on Poultry Tribune. 
Poultry Tribune has issued this 


| pamphlet on basic market data of 


poultrymen in 41 states east of the 
Rocky Mountains. 


No. 2077. Data on Pacific Poultry-| 
man. 

Pacific Poultryman reports in 
this data sheet on the basic char- 
acteristics of poultrymen in seven 
Pacific states. The information in-| 
cludes such things as the number 
of chickens raised, poultrymen’s 
average income, where they buy 
their poultry feed, the auto equip- 
ment they own, the kind of homes 
they live in and what kind of 


No. 2078. Data on 

Poultry Unit. 

Condensed market data on poul- 
try farmers on a national basis. 
National Poultry Unit (consisting 
of Poultry Tribune and Pacific 
Poultryman) offers information 
about the average size of poultry 
farms, home facilities, crops 
raised by NPU families on farms, 
farm equipment and poultry oper- 
ations. 


2079. Market Data on Broiler 
Growing. 
This Broiler Growing data sheet 


No. 


gives information about the mush-| 
|rooming broiler industry, includ- 


ing production statistics and loca- 
tion of flocks. 


No. 2080. Market Data on Turkey 
World. 


This Turkey World data sheet 
contains information about turkey | 
production from 1935 to 1950, and} 
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the Nati 
Navona! Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


the number of turkeys they raise, 
the equipment they use and the 
feed and remedies they use. 


No. 2081. Data on Better Farming 
Methods. 

Data on county § agricultural 
agents, “vo-ag"’ teachers, soil con- 
servationists, etc., prepared by 
Better Farming Methods. 


No. 2082. U. S. Gross Farm Income 

from Production, 1916-1950. 

A condensed statistical history 
of agriculture showing income 
fypm 20 sources, prepared by Watt 

iblishing Co. The report also 


| shows the rank of poultry among 


all major sources of income. 


offers market data on poultry | No. 2083. lowa Farm Market Data. 


raisers—where they live, status as| 
buildings they have on their farms. to running water and electricity, and poultry farms, crop acreage, | 


County breakdown of livestock 


IN HAVERHILi MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 


of the GAZETTE 

gives you these facts: 

1 Retail Sales 
$51,843,000 and 
going up. 


te 


Food Sales 
$16,486,000 and 
going up. 
3-—-World Shoe 
making center. 
Western Electric Co. Mfg. Center. 
A trading zone population of 
104,479 reached by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH co. 
The Ward-Griffith Co.-maintains offices 


George Mel aughlin 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


the farms in the “sure-crop area.” 


No. 2074. Eggs-Chickens-Turkeys- 
Broilers. 


This Watt Publishing Co. report 
shows production, consumption 


ELIZABETH 


EW JERSEY 
A Wealthy Market For Your Product 


Covered By The 
ELIZABETH DAILY JOURNAL 
THREE QUARTERS of Union 
County’s $417,354,000 business is 
done in The ELIZABETH DAILY 
JOURNAL’S Trading Market. Ad- 
vertise in the ELIZABETH DAILY 


JOURNAL. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


_ in all principal advertising centers 
— GET OUR CITY ZONE FOLDER - 


THE INDIANAPOLIS STAR <= 


YOUR FIRST TEAM FOR SALES 


j 


f 
f 


| HIGHER 
“CONSUMER 
INCOMES 


Pp ANDING 
EM NDUSTRY 


\ : > y 


“= pe 


PRETAIL SALES UP 300% since 1940 in this 


growing industrial market! 


>$627,000,000 spent on retail goods alone 


last year! 


> $6,431 average effective buying income per 


family... 


INDIANapott... THE HAPPY-SELLING GROUND 


i, sOARING 


; RETAIL SALES 


> 42% above the national average... 


> 5th among the nation’s 24 largest cities... 


And this profit proven market is fully covered by 
Indiana's two largest daily newspapers, The Indi- 
anapolis Star and The Indianapolis News. The Star 
and The News not only give you saturation coverage 
of this rich metropolitan area, but an effective bonus 
coverage of the 44 surrounding counties. 


Write for our new market 


data booklet today, 


and get your share of nearly 2 billion dollars in 


spendable income! 


KELLY-SMITH COMPANY - 


Vas << 


IN INDIANA 


NATIONAL REPRESENTATIVES 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


number of farms with electricity 
and water systems, tractors, com- 
bines, pickers and balers is con- 
tained in this booklet, prepared by 
lowa Farm & Home Register 
No. 2088. Shortening Survey 

The results of a Farm & Ranch- 
Southern Agriculturist survey con- 


in CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 
ask for information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
» in all principal advertising centers 

— GET OUR CITY ZONE FOLDER — 


ducted among subscribers to de- 
termine the type of shortening 
used, whether bought at stores or 
produced on the farm, brand pref- 
erences and size of the package 
preferred 


No. 2089, 1950 and 1951 Crop Pro-| 


duction Fact Sheets for 15 

Southern States. 

Separate fact sheets on crop pro- 
duction during 1950 and 1951 in 
Alabama, Arkansas, Florida, Geor- 
gia, Kentucky, Louisiana, Missis- 
sippi, New Mexico, North Carolina, 
Oklahoma, South Carolina, Ten- 
nessee, Texas, Virginia and West 
Virginia, prepared by Farm & 
Ranch-Southern Agriculturist. 


No. 2091. Dairy Empire State. 
A study by Dairymen’s League 
News of dairy farming in New 


| culturist survey to determine auto- 


| biles, plans for buying new cars| consin 


York with a comparison of farm) classifications in which they are 
and urban employmeyst and in-| interested. 
come, number of dairy farms, milk! 
plant receipts and utilization of No. 2085. Livestock on Iowa State 
milk. Payments of farmers are Farms. 
compared with retail] trade, pay-| «4 map showing the number of 
rolls and value of factory products. farms and number of livestock 
(all cattle, dairy cattle, hogs, sheep 
No. 2090. Automobile Ownership ang poultry) in each county of 
and Buying Intentions Among| Jowa, prepared by 

Farm and Ranch-Southern| Farmer & Iowa Homestead. 

Agriculturist Subscribers. 

A Farm & Ranch-Southern Agri- No. 2086. Buying Intentions of 
Farm Families in Wisconsin. 
The research department of Wis- 
Agriculturist & Farmer 
| shows the buying plans of Wiscon- 
|sin farmers for building material 
| products, household furnishings, 
electrical goods, plumbing, heating 
and cooking products, auto and 
tractor equipment and farm and 
spraying equipment. 


mobile ownership, age of automo- 
and brand preferences. 


No. 2084. County Breakdowns of 
most of the 1950 Census Classi- 
fications for Montana and Wyo- 
ming. 

A series of reports prepared by 
Montana Farmer-Stockman giving, 
by counties, the number of farms, 
acreage, principal crops and kinds 
of livestock and automotive equip- 
ment. Inquirers should specify 


No. 2087. Farm & Ranch-Southern 
Agriculturist Fact Sheets. 
Farm & Ranch-Southern Agri- 

culturist has compiled statistics on 

farm income, purchasing power, 


in producing low cost sales in great volume. Serving the rich market 

area of lowa, Nebraska, Kansas, Missouri, Colorado and Oklahoma, 

which produces more than one-fifth of the nation’s total agricultural wealth. 
Capper’s Weekly editors have made Capper’s Weekly a family 

reading habit in these more than 400,000 prosperous Midwest Farm 

and Rural Town Homes, because it is a good product. 


Let Capper’s Weekly make your product a purchasing habit in 


these same homes. 


You can reach every 10,000 of these families for only 4.4¢ a 


bh 


HbS 


C 


of The Rural Midwest"’ . . . has been recognized for its outstanding record 


line when you use Capper’s Weekly! 


net's Meek 


912 Kansas Avenue Topeka,Kansas 
The Feature News Weekly of The Rural M idwest... 7 


Famous For Reader Interest. 


apper’s Weekly 
is a Family Reading Habit...in 
more than 400,000 Prosperous Midwest 
Farm and Rural Town Homes! 


For many years, Capper’s Weekly...'The Feature News Weekly 


use of automotive equipment, farm 
cash income, farm electrification, 
etc., of farms in the South. 


No. 2095. 1952 Progress in Dakota. 
In this four-page brochure, The 
Dakota Farmer provides 1952 mar- 
ket data on the country’s 6th farm 
market. Contents cover Dakota’s 
cash resources, cash farm income, 
1951 crop production record, 1952 
livestock inventory, and an up-to- 
date report on the state’s newest 
promise of wealth through discov- 
ery of oil and the Missouri River 
power project. 
No. 2096. Facts of Live Stock 
Farmer Buying Power. 
National Live Stock Producer 
has issued.a report based on data 
from the Bureau of Agricultural 
Economics. The brochure indicates 
that live stock farmers have double 
the income of dairymen and treble 
the income from poultry. 


No. 2097. Facts About Live Stock 
Producer Families. 

This report, issued by National 
Live Stock Producer, covers own- 
ership and purchases. Fourteen 
production items are shown, in- 
cluding feeds, foods, plant foods 
and fuels. Tractor, truck and auto 
ownership are reported, as are im- 
plement purchases, building re- 
modeling and roofing. Telephones, 
radio and TV and household ap- 
pliances are covered in the home 
section. 


No. 2098. What’s Being Bought for 
the Farms and Farm House- 
holds. 

This brochure contains a report 
on a survey of farms in Wash- 
ington, Oregon, Idaho and Utah 
to determine 1952 buying inten- 
tions of 148 items ranging from 
farm equipment to food. Tables 
include average amount used by 
each farm and total estimated con- 
sumption of food items and per 
cent of farms with brand prefer- 
ences. Published by the Pacific 
Northwest Farm Quad. 


No. 2099. Farm Market Data Fold- 

ers. 

This title covers a series (19 
_ | folders have been published, to 
‘| date) of four-page reports on the 
farm market by states and nine 
|standard geographic divisions— 
each report covering a single sub- 
ject. They include number of 
farms; cattle, hogs, sheep, chickens 
on farms; cash farm income; grain 
harvested; sales of farm equipment 
dealers, etc. Issued by Capper Pub- 
lications. 


CAPPER 
PUBLICATIONS INC 


No. 2100. Counties Not Reached by 
Television (CF 11). 
This U. S. map, issued by Capper 


‘reached by television, as defined 
by the U. S. Department of Com- 


Wallaces’ | 


' | Publications, shows counties not} 


Advertising Age, May 12, 1952 


merce revised to reflect stations in 
operation October, 1951 


No. 2101. Subscribers to Capper’s 
Farmer Report on _ Service 
Building and Farm Equipment. 

Farm operators report on own- 

ership and annual purchases of 40 
types of farm equipment and 15 
different types of service build- 
ings in this study of Capper’s 
Farmer subscribers. Power tools 
and sperts equipment also are 
listed. New construction and 
household equipment topped the 
list when these farm families were 
asked about their next major pur- 
chase. 


No. 2102. Subscribers to Capper’s 
Farmer Report on Homes, Fur- 
nishings and Household Equip- 
ment. 

More than 75 items are covered 
in this report in which Capper’s 
Farmer subscribers report on own- 
ership and their purchases in the 
last 12 months. Homes and home 
improvements; heating equipment; 
household appliances and furniture 
are among the items recorded. 


No. 2104. Subscribers to Capper’s 
Farmer Report on Toilet Soaps, 
Shampoos and Home Perma- 
nents. 


Kinds of soaps used most often 
for hands, face and bath by Cap- 
per’s Farmer subscribers are re- 
ported here. Results of the survey 
show that three leading brands 
account for half of all the soaps 
used for hands. Use of home perm- 
anents and brands used also are 
recorded. 


No. 2105. Subscribers to Capper’s 
Farmer Report on Baking. 
Every day is baking day in Cap- 
per’s Farmer homes, judging by 
answers given by subscribers and 
reported here. It gives information 
on brands and quantity used of 
ten types of flours and mixes, and 
shows types of foods baked, as well 
as frequency and baking methods. 
Brand preference for 14 baking in- 
gredients used, also is covered. 


No. 2106. The Farm and Town 
Market—-and the Home Heating 
Industry. 

This report, issued by Capper 
Publications, covers the ten-year 
general progress analysis of the 
farm market and current owner- 
ship of principal items of house- 
hold equipment. Also, it contains 
an appraisal of the home market 
in small towns with data on con- 
struction and mortgage status. 


No. 2107. Number of Cattle, Hogs 
and Chickens on Farms, and 
Cost of Feed Bought, by Coun- 
ties and States. 

This title covers five separate 
releases, covering the 16 southern 
states, issued by The Progressive 
Farmer. The material includes 
number of farms, chickens and 
eggs sold—by counties. 


No. 2108. Farm Classified by Size— 
by Counties and States, for the 
16 Southern States. 

These five reports include statis- 
tics on number of farms, value 
of products sold, land on farms, by 
counties, for the 16 southern states 


LYNCHBURG 


VIRGINIA 
An intuit Center, A Virginia Key 


ity Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$61,459,000. 
2. Quality of market index 109. 
8. City zone population 50,839. 
4. Lynchburg cannot be sold from 
the outside. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Advertising Age, May 12, 1952 
covered by The Progressive Farm-|No. 2117. Pennsylvania Farm 
er. Equipment Dealers. 
A Pennsylvania Farmer has issued 
— 1950 Agricultural Census this listing of farm equipment 
ata. dealers, by counties, in Pennsyl- 
These data sheets, issued by The vania. 
Progressive Farmer, show 1950 in- 
creases over 1940 for the South.' No. 2118. Michigan Farm Equip- 
Data cover land on farms, popu-| ment Dealers. 
cen ge diggers eee ae Michigan Farmer has issued this 
farms classified by value of goad | contenant ations a 
ucts sold and many other details. ; 
No. 2119. Ohio Farm Equipment 
Dealers. 
The Ohio Farmer has issued this 
listing of Ohio farm equipment 
dealers, by counties, for its market. 


No. 2110. Autos, Trucks, Tractors, 
Fuel Expenditures and Elec- 
tricity on Farms—i6 Southern 
States. 

The Progressive Farmer has is- 
sued these reports, which include, 
along with equipment ownership, 
the number of farms, and value of 
products sold, by counties, in the 
16 southern states it covers. 


No. 2120. Automotive Survey. 
Capper-Harmon-Slocum, pub- 
lisher of The Ohio Farmer, Michi- 
gan Farmer and Pennsylvania 
Farmer, has published this survey 


No. 2111. 1951 Cash Farm Income| °f the automotive farm market in 


Ohio, Michigan and Pennsylvania. 


No. 2116. Pennsylvania Farm Mar- 
ket. 

Pennsylvania Farmer, published 
by Capper-Harman-Slocum, has 
issued this report on farm income, 
population, feeds and live stock, 
fertilizer and crops, and its cov- 
erage of the Pennsylvania farm 
market. 


2121. Quick Facts on 
Steady Pennsylvania 
Market. 

Pennsylvania Farmer has issued 
this folder covering income from 
crops and giving a picture of Penn- 
sylvania farmers as buyers—for 
the farm and for the home. 


the 
Farm 


No. 


No. 2122. A Book of Good Reasons 
Why Michigan Is a Steady 
Farm Market. 

Michigan Farmer has issued this 
folder showing Michigan farmers’ 
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S$! 
* FIRST IN MADISON FOR 26 YEAR 


WIBA 


* First in listeners — First in 
value to advertisers. Write 

today for latest surveys 
and market data. 


WIBA and WIBA-FM 


AVERY-KNODEL, INC. 


REPRESENTATIVES 


BADGER 
BROADCASTING COMPANY 


5000 WATTS ON 1310 - ESTABLISHED 1925 


in the South Exceeds All Pre- 
vious Years. 

This Progressive Farmer chart, 
and accompanying table, show in- 
crease, 1940-1951, in cash farm in- 
come, and the amount for 1951, by 
state, and gain over 1950 in money 
and per cent. 


No. 2103. Subscribers to Capper’s| 
Farmer Report on Portable 
Lights and Batteries. 
Flashlights and lanterns play an} 
important part in modern farm- 
ing, according to Capper’s Farmer's} 
latest report on portable lights. | 
This study shows the number 
owned and brand name of new-| 
est light—tor flashlights and elec- 
tric and gasoline lanterns—and 
gives data on brands. Flashlight 
batteries also are covered. 


No. 2112. Farm Owner-Operators 
Increase in the South. 
Tenants and sharecroppers are 
on the decrease in the South, while 
farm owner-operators are increas- 
ing, according to this Progressive 
Farmer chart. The material in- 
cludes a tabulation of the number 
of farms, by states, for the U. S., 


1925 through 1950. | @oavTon 
No. 2113. Brand Preferences of 
Southern Farm Families— 
CINCINNAT! 


Drugs. Toilet Articles, House- 

hold Supplies. 

A continuing study of the south- 
ern farm market by the Progres- 
sive Farmer, covering 108 drug, 
household and related products 
and brands preferred by farm fam- 
ilies in the southern states who 
are subscribers. 


No. 2114. Brand Preferences of 
Southern Farm Families—Food, 
Food Products, Beverages. 

This is a continuing study of the 
southern farm market by the 

Progressive Farmer, covering 107 

food products used and brands pre- 

ferred by farm family subscribers. 


No. 2115. The Ohio Farm Market. 

Capper-Harman-Slocum, pub- 
lisher of The Ohio Farmer, has is- 
sued this analysis of Ohio agri- 
culture, covering farm income and 
buying power; population; facili- 
ties and equipment; feeds, live 
stock and live stock products; fer- 
tilizer and crops; and media data 
for The Ohio Farmer. 


NORTH CAROLINA 

1. Buying Center of Craven County. 
2. Quality of Market—108. 

8%. Effective Buying Income 

$16,261,000. 

THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 

The Word Galfith Co mortars offices 

1h all poncpal advertecung centers : 
Git Our CY FONE FOLDER 


eee and the key 
to if is the.. 


AKRONS 
de Nebbe 


@ CoLumBUS 


FOOD sales are 45.5% 
above National Average 


Canton, Ohio is a 
. Key FOOD Market 


Key Facts: Canton families spend $1,061 on food per family, 


per year. Compare that with the national average of $729; the Ohio 


average of $770, The 83,292 families in the Canton Metropolitan 


area enjoy an average per family buying income of $5,179 (9th in Ohio; 
71st in the nation). They spend $66,030,000 on food alone. One newspaper, 
The Repository, economically covers this key market—99.7%, city zone 


coverage; 99.4% home delivered. No other newspaper 
gives you merchandisable coverage of the Canton market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


income standing, crop variety pro- this county listing of feed dealers 


viding steady income, and what in its market. 
Michigan farmers buy for farms 


and homes No. 2126. Michigan Feed Dealers. 
Michigan feed dealers are listed 


No. 2123. Why Ohio Is a Better, in a county tabulation issued 
Steadier Farm Market Michigan Farmer 
The Ohio Farmer has issued 

this folder containing a condensed No. 2127. Ohio Feed Dealers. 


report on the Ohio farm market, The Ohio Farmer has published 
based on year-round selling and this county tabulation of feed deal- 


steady farm income ers in its market 


No. 2124. Michigan Farm Market. No. 2128. Our New Baby. 


The Michigan Farmer has issued Farm & Ranch World, monthly 
this market study dealing with color farm magazine published by 
farm income and buying power; the Tulsa World-Tribune and dis- 
population, facilities and equip- tributed with the Sunday World, 
ment; feeds, iive stock and live offers this market folder, which 
stock products; and media data tabulates county data on popula- 

tion and families, farm income, re- 
No. 2125. Pennsylvania Feed Deal- tail sales in various classifica- 
tions, and other information about 


ers 
Pennsylvania Farmer has issued eastern Oklahoma 


No. 2129. Wisconsin Food Brand in Iowa. 

Survey. 

Wisconsin Agriculturist & Far- No. 2132. Farm Implement News 
mer has issued this report on a Facts and Figures Issue. 
pantry shelf survey showing Farm Implement News’ annual 
brands of all kinds of food prod- statistical number contains pro- 
ucts in use y Wisconsin farm duction and sales data on all lines 
women and the percentage of of farm machinery for the past 
women surveyed who had each ten years—January, 1951, esti- 
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ranged geographically, showing 
lines each company has in pro- 
duction, and a list of farm equip- 
ment jobbers and manufacturers’ 
agents showing facilities offered— 
such as territory covered, number 
of salesmen, warehouse facilities, 
etc. Published by Farm Implement 
| News. 


brand of a particular product in mates of principal machines by | 


the pantry. When requesting sur- states, and 1950 census figures by 
vey results, specify food products: states and counties showing prin- 
coffee, tea, etc cipal machines on farms and ex- 

penditures for tractors and repairs. 
No. 2130. Buying Intentions of 


lowa Farm Families. No. 2135. Farm Family Shoe-Buy- 
This report shows buying plans ing Habits Survey, 1951. 
of Iowa farm families for auto- Prairie Farmer polled 2,000 of its 


motive and tractor equipment, subscribers throughout Illinois and 
sprays and spraying equipment, Indiana to determine their shoe- 
new buildings, remodeling, house- buying habits. The report contains 
hold furnishings, etc. Published by information on brand preferences, 
Wallaces’ Farmer & Iowa Home- number of shoes purchased during 


stead. the year, how often shoe size is 


checked, etc. 
No. 2131. lowa Farm Work Chart. 
Wallaces’ Farmer & lowa Home- No. 2133. Farm Implement News 
stead has available a chart show- Buyer's Guide. 
ing months of the year that dif- | This contains a list of U. S. farm 
ferent types of farm work is done €quipment manufacturers §ar- 
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" ... the positive answer 
to a complex problem 
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Buying space in Metropolitan Washington 
becomes such an easy, logical matter once you've 
looked beyond circulation to sales. It’s 

Customer Coverage that counts! Compare all 
four Washington newspapers for both circulation 
and advertising linage gains during the past 
year. You'll note that the trend is to The Post. 
And then . . . before you confirm your 


: ier : 
\" 
ial 


Washinggee : schedule, make eueibieih certain 

that your choice of The Post is a correct one. Ask 
to see “Seven Answers to Customer Coverage.” 
This revealing series of independent customer 
surveys (now supplemented by three more) takes 
only minutes to show. Each survey proves the same 
point—in Metropolitan Washington, fo sell the most 
you need The Post. Ask The Post man to prove it! 


The Washington Post 


Represented by Sawyer, Ferguson, Walker Company — Metropolitan Sunday 
Newspapers — The Hal Winter Co. (Miami Beach) 
8 our oF 10 COPIES OF THE WASHINGTON POST ARE HOME DELIVERED IN ABC CITY AND RETAIL TRADING ZONE 


No. 2134. Map of Farming Types. 

Farm Implement News offers a 
map showing generalized types of 
farming by states and sections in 
the U. S. 


SOON TO BE PUBLISHED 


No. 2092. Petroleum Products Sur- 
vey. 

The Nebraska Farmer will soon 
conduct a petroleum products sur- 
vey, the purpose of which will be 
to determine Nebraska farm prac- 
tices with respect to fuels, lubri- 
cants, etc., and to learn brand 
preferences. This material is sched- 
uled for early summer release. 


No. 209°. Buying Intentions of 

1953 

The Nebraska Farmer makes this 
study annually. Questionnaires are 
sent to farmers and farm wives 
in every county in Nebraska to 
determine their buying intentions 
in 1953. The report will be pub- 
lished in December. 


No. 2094. Salesmen’s Local Infor- 
mation Folders. 

Farm Journal will publish state 
reference sheets in the middle of 
June, which will show the number 
of tarms per county, farm auto- 
motive units, farms with electric- 
ity, value of farm products sold 
and newest Department of Agri- 
culture Level of Living indexes for 
all farms in the U. S. 


NOTE: Most items listed here are 
available without charge, but not 
ull. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


REGIONAL 


No. 3377. The Fourth Man. 

A study of the West Coast mar- 
ket in terms of geography, people, 
retail sales, buying, income, in- 
dustry and advertising media in 
the market, published by Station 
KNX, Hollywood, Cal. The three 
states included in the study are 
Washington, Oregon and Califor- 
nia. 


No. 3379. Grocery Product Distri- 
bution in 13 Scripps-Howard 
Markets. 

The fifth survey by Scripps- 
Howard Newspapers of the distri- 
bution of grocery products in Fort 
Worth, Houston, Indianapolis, 
Knoxville, Memphis, New York, 
Pittsburgh, San Francisco, Cin- 
cinnati, Cleveland, Columbus, El 
Paso and Evansville, Ind. The 
|report lists all brands having 10% 
or more distribution in any of the 
|market studies. 

No. 3380. 13th Annual Survey— 
1951 Retail Distribution § of 
Grocery Products in the New 
England Market. 

The purpose of this New Eng- 
land Newspapers Advertising Bu- 
reau study is to provide national 
and regional manufacturers and 
advertising agencies with facts 
relating to the retail distribution 
in New England of 470 brands of 
grocery products. 


No. 3378. Radio Station Coverage 
Map. 
John Blair & Co. offers a series 
of coverage maps for its repre- 
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sented stations, including one 
showing the outlets of the Don Lee 
Broadcasting System, located in 
45 important market areas of the 
West Coast, with text describing 
the net’s scope. 


No. 3381. Blair-TV Television Sta- 
tion Coverage Maps. 

Blair-TV has available a series 
of coverage maps, each data sheet 
containing a description of one of 
Blair’s represented TV stations 
plus data about the market in| 
which the station is located. 


No. 3433. A Sales Research Service 
for Grocery and Drug Adverti- 
sers. 

Burgoyne Grocery & Drug In- 
dex, Cincinnati, has available a 
report on test cities, which summa- 
rizes markets and store panels, and 
shows how the test program has 
been used by national advertisers. 


ALABAMA 
No. 3000. Coverage Map and Sta- 
tistical Data on WMGY and the} 
Montgomery Area. 

A map of southern Alabama, to- 
gether with basic statistics on the 
Montgomery market. Published by 
WMGY. 


No. 3001. WBRC-TV 
Map. 
A state map showing coverage 
of WBRC-TV, Birmingham, based 
on mail returns. 


Coverage 


No. 3002. WBRC Market Data. 

A booklet showing the coverag¢ 
area of WBRC, Birmingham, along 
with data on population, buying 
power, industries and retail out- 
lets, income distribution, etc., fo 
the area. 


No. 3003. Exposed. 

A folder published by WAPX 
Montgomery, giving basic data or 
the Montgomery market and th: 
services of the station. 


No. 3004. It's Vacation Time. 

A four-pace folder describing 
the number and kinds of Birming- 
ham and Alabama families that 
can afford and are interested in 
vacations. Also describes the Bir- 
mingham News Post-Herald Sun- 
day travel resort sections and in- 
cludes a coverage map of the news- 
paper. 


No. 3005. Consumer Analysis, 1952 

A 144-page book covering over 
200 products in the food, soap, 
toiletry, beverage, home equip- 


| KCNA, Tucson, covers facts about 


ment, automobile, tobacco and 
miscellaneous classifications, 
showing use and preference of 
Birmingham area families. Based | 
on a sample of 3,300 families. In 
most categories it shows a four- 
year trend. Also includes latest 
census data for metropolitan Bir- 
mingham and Alabama on whole- 
sale sales, retail sales, population 
and housing characteristics. Pub- 
lished by the Birmingham News 
and Post-Herald. 


No. 3006. Circulation Book 

This 24-page printed book 
breaking down the circulation of 
the Birmingham News and Post- 
Herald by cities and counties also 
includes latest Birmingham and 
Alabama market data on retail 
sales, family income, recent in- 
dustrial and agricultural develop- 
ments, and 1950 population figures. 


ARIZONA 
No. 3007. Phoenix for Premium 
Selling. 

A 24-page mimeographed bound 
report produced by Edward Petry 
& Co. giving a wealth of data on 
population, income, major indus- 
tries, etc., of the Phoenix area, 
along with coverage and other data 
on KPHO-TV, Phoenix. 


No. 3008. Juan Tucson—Saludos, 


a) ee 


Amigos! 

An eight-page two-color book- 
let giving a host of statistics on 
the Tucson market, including pop- 
ulation, income, distribution of in- 
dustries, etc. Published by Tucson 
Newspapers Inc. 


No. 3442. Facts and Figures. 
Issued by the Tucson Chamber 
of Commerce, and available from 


population and agriculture; con- 
struction permits; number of gas 
and electricity consumers; trans- 
portation; telephones and tourists; 
and many other details about the | 
area. | 


ARKANSAS 

No. 3009. Arkansas Farm Facts and | 
Figures. | 

A mimeographed bound folder) 
containing an analysis of farm in-| 
come from crops and livestock; | 
livestock count; farm  vehicles;| 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market dota (insert number of each item wanted): 


DUE, BESET 6 4x 00650 kd no 6 Vhs Glavine tos cee deenahatenearen [ost hS CM dubs 00e sede Cag itenbhtutetebe 
EY GR5+E4% 05.06pbae aren Rehr eneah oe ed cPEE Dees ooo dora cURee Ce bechdsenes aaeimbase 

ia 5d bbs Son Kp Ahsapricea ddan bhatnaee une an cuamas cored ated eee eie Mn kub cence ntsc aedrn 
Rs Ee ira Fitri hoe Sele, os maleate ROL es I ues, eda od eka peti Kiso 


fertilizer use and tonnage; chicken 


Give Your Promotion 
New Super-Brightness 


Crocker 
DAY-GLO’ 
Coated Papers 


‘ou can spotlight your promotion — make your labels, packages, inserts, 
direct mail and displays visible up to four times as far — with Crocker 


DAY-GLO Coated Papers. 


You can make your smallest package super-bright —give your whole line new 
shelf value, new eye appeal, new stopping power—with Crocker DAY-G LO 
Coated Papers. 


You can process your promotions and your point of sale materials in any way 


you want—reproduce them by offset, letterpress, gravure or silk screen. 


with 


Crocker DAY-G LO Coated Papers not only are the Brightest Papers in the “ 
World —they’re most versatile. : 
There’s a Crocker DAY-GLO Paper merchant near you. He'll be glad to 2 
show you samples, do everything he can to shed new light on your promotion 3 
and packaging problems. " 


CROCKER, BURBANK PAPERS 


INCORPORATED ; 
MASSACHUSETTS 


FITCHBURG - 


Be Bright—use DAY-GLO , : a 


SWITZER BROTHERS, inc. 


4732 ST. CLAIR AVENUE © 
CLEVELAND 3, OHIO © 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


and turkey production; cash crop 
receipts; farm population and val- 
ue of farm lands; and other infor- 
mation. Published by KLRA, Little 
Rock, 
No. 3010. Let's 
Fort Smith. 
A file folder published by 
Southwest Times-Record, Fort 
Smith, which gives county food 
sales and purchases for western 
Arkansas and eastern Oklahoma, 
as well list of jobbers and 
brokers, franchised lines and coun- 
ties served. Also includes data on 
residence count, newspaper circu- 
lation and retail and general food 
linage by accounts 


Sell Groceries in 


the 


as a 


No, 3011. Little Rock—Most Rec- 
ommended Test City in the 
South and Southwest. 

File folders published by the 


Arkansas Democrat, Little Rock, 
giving data on percentage of re- 
tail sales, buying power, popula- 
tion, etc 


No. 3013. Facts and Figures About 
Fort Smith. 

A handy volume giving an inti- 
mate picture of Fort Smith, its 
industries, business and home life. 
Produced by the Chamber of Com- 
merce of Fort Smith. 


No. 3048. Let's Sell Drug Items in 

Fort Smith 

General market data of special 
interest to drug product manufac- 
turers is found in this Fort Smith 
Southwest Times-Record report. It 
covers the Fort Smith 14-county 
area, giving figures on retail sales 
by counties and listing Fort Smith 
utilities, wholesalers and brokers. 
Available from Arkansas Dailies 


Inc. in Memphis. 


No. 3012. Economic Data on Metro- 
politan Little Rock. 
An illustrated folder prepared 


by the Little Rock Chamber of 
Commerce and available from the | 


Arkansas Democrat. Includes lat- 
est census data on population, re- 
tail sales, new Little Rock indus- 
tries, etc. 
No. 3437. 
Data. 
A breakdown of food stores and 
retail food sales in Arkansas cities 
and counties; charts showing divi- 
sion of bank deposits, value of 
manufactures and retail sales in 


Arkansas Food Group 


cities, and a state map showing key | 


market areas. Issued by Arkansas 
Dailies Inc. 
|No. 3438. Distribution 
Stores in ArkanSas 
Arkansas Dailies Inc. offers this 
breakdown of liquor stores by 
cities and counties; sales by brands, 
1951; Arkansas liquor 


of Liquor 


+AS 


reau as the entire 


Individual Reports 
3. Market Spot Checks 

4. Trade Mailings 

5. Market Data 

6. Aid on Test Campaigns 
7. Route Lists 

8 


*San Francisco 
Bay Area 


MARKETING SERVICES OFFERED 
BY THE MERCURY AND NEWS 


1, Consolidated Consumer Analysis 


2. 5th Annual Consumer Analysis 


. Distributer Meeting Assistance 


Remember you can’t cover the BAY * 


San Jose... 


BEPRESENTED By 


WEST-HOLL DA 


.. Analyze 
Metropolitan 


SAN JOSE 


Up 65%, since 1940 and still growing . . . Met- 
ropolitan San Jose, defined by the census bu- 


Santa Clara County, lies in 


the heart of the nation's richest agricultural and 
fastest growing industrial areas. Its 331,000 
consumers whose purchasing power last year 
exceeded $415,346,000 represent a healthy... 
expanding market for YOUR products and 
services. Keeping pace with the population and 
economic development of this thriving market 
are the San Jose (Morning) Mercury, San Jose 
Evening News, and the San Jose Sunday Mer- 
cury-News, delivering a combined daily circula- 
tion of 71,975. They are the only newspapers 
which blanket Metropolitan San Jose. Send for 
your copy of the Consolidated 15 Market Con- 
sumer Analysis, which includes Metropolitan 
and full details concerning this 
fast growing market. 


San Jose Mercury 
San Jose News 


COMBINED DAILY CIRCULATION 71,975 


MPANY Inc 


linage in| 


1951; and key market coverage in 
Arkansas. 


No. 3439. Brewery Shipments into 

Arkansas, 1951. 

In this Arkansas Dailies report, 
beer shipments for 1951 are broken 
down by cities, breweries, brands 
—market—in all size containers. 


CALIFORNIA 
No. 3014. A Quality Market. 
Figures on population, incomes, 
listening time and other data, on 
the San Francisco Bay area, along 
with a coverage map. Published 
by KEAR, San Mateo, Cal. 


No. 3015. Oakland Radio Market 

Data Book. 

A booklet containing complete 
statistical data on the Oakland- 
East Bay area, complete with 
maps. Published by KLX, Oakland. 


No. 3016. The San Fernando Valley. 

Data on the San Fernando Valley 
market, along with data on pene- 
tration of newspapers, etc. Pub- 
lished by the Valley Times, North 
Hollywood. 


No. 3017. Gateway Market. 

A file folder giving the latest 
census data on the San Bernardino 
metropolitan area. Published by 
the San Bernardino Sun and Tele- 
gram. 


No. 3018. San Diego Market Analy- 
sis. 
A four-page brochure analyz- 
ing the San Diego market, and 
| pointing up the economic aspects 
of the metropolitan area. Published 
by the San Diego Union-Tribune. 


'No. 3019. Southern California Ra- 


dio. 
A printed booklet which de- 
‘scribes population increases, re- 


tail sales, effective buying income, 
| automobile ownership, automobile 
| radios, coverage of various media, 
' and case histories of advertisers in 
'the Southern California market. 
Published by the Southern Cali- 
fornia Broadcasters’ Assn., Holly- 
wood. 

No. 3020. Passenger Car Sales. 

| Distribution of passenger car 
sales, by individual makes, for the 
year 1951. Covers the Los Angeles 
area, including the 48 sales dis- 
tricts in the area and the 13 as- 
} sociated sales areas in the re- 
mainder of the Southern California 


Advertising Age, May 12, 1952 


‘fornia, prepared by the San Fran- 
cisco Call-Bulletin. 


No. 3435. 1952 Consumer Analysis 
| of Metropolitan Sacramento, 
| Metropolitan Fresno and Grea- 
ter Modesto. 

| This is a report of a survey to 
|determine buying habits and 
brand preferences, plus the per 
cent of stores stocking each brand, 
jin the Sacramento, Fresno and 
|'Modesto, Cal., market area. The 
|report gives comparative data for 
six years on buying and for five 
|years on brand preferences. It is 
published by McClatchy News- 
papers (Sacramento Bee, Fresno 
Bee and Modesto Bee). 


No. 3021. The Los Angeles Primary 
Area of the Southern California 
Market. 

A supplement to “Sales Operat- 
ing in Southern California.” Brings 
up to date the marketing informa- 
tion on people, households, banks, 
theaters, number of retail outlets 
by major classifications and the 
location of retail outlets by es- 
tablished sales territories. Issued 
by Hearst Advertising Service. 


No. 3022. The Southern California 
Market. 

Another supplement to “Sales 
Operating in Southern California.” 
Brings up to date the marketing 
information on people, households, 
banks, theaters, number of retail 
outlets by established sales terri- 
tories, etc., in the entire Southern 
California market. Issued _ by 
Hearst Advertising Service. 


No. 3023. Summer Slump—Fact on 
Fiction? 

A new booklet providing market 
and sales data, as well as TV view- 
ing habits information, on the 
summer months as related to the 
other months of the year. Pub- 
lished by KTTV, Hollywood. 

No. 3024. Revise Your Estimates 
for Burbank. 

A brochure giving details on 
population, income, retail sales, 
etc., for the Burbank area. Pub- 
lished by the Burbank Daily Re- 
view and Review Shopper. 


No. 3025. Pasadena Story—Facts. 

A survey of the Pasadena mar- 
ket, including figures on news- 
paper coverage. Published by the 
Pasadena Star-News. 


No. 3026. Factual Market Analysis, 
Santa Monica, Cal. 


market. Published by the Los 
Angeles Examiner. 


3410. Burbank Newsletter, | 

December, 1951. 

The Burbank Daily Review of- 
fers this December, 1951, issue of 
the Burbank, Cal., Chamber of 
Commerce monthly newsletter, 
which gives information on Bur- 
bank business (number of building 
permits, postal receipts, popula- 
tion, air mail circulation, retail | 
sales and bank debits) and gen- 
eral market data. 


No. 


1 


! 

No. 3368. Ventura and Ventura; 
County. 
Market data statistics on Ven- | 
tura, Cal., and Ventura County, | 
published by the Star-Free Press, | 


Ventura. 


No. 3369. The Key to the King- 
doms 

This is basically a sales presen- 
tation of the San Francisco Pro-| 
gress, but contains information on! 
the extent and nature of retail 
marketing areas in San Francisco, 
|and the results of a Kellogg survey 
jon readership of all local papers in 
the area. 


|No. 3370. 1952 Edition—Factual 
| Survey of Northern California 
| Markets. 

Market data on Northern Cali- 


An eight-page file size folder 
giving such information as retail 
sales, bank debits, population, 
types of employment and indus- 
tries, etc. Published by the Santa 
Monica Evening Outlook. 


No. 3027. KFRC Fact Sheet. 

A data sheet giving condensed 
information on KFRC, San Fran- 
cisco, and the market it serves. 
Published by John Blair & Co. 


No. 3049. Population—Los Angeles 

Market. 

Fact sheets, published by the 
Times-Mirror Co., Los Angeles, 
show changes (1940-1950) in the 
Los Angeles metropolitan area 
population characteristics. 


No. 3050. Population—Los Angeles 
County. 

The Times-Mirror Co., Los An- 
geles, offers fact sheets on the Los 
Angeles County 1950 population 
by census tracts and a census tract 
map. 


No. 3051. Population and Dwelling 

Units—Los Angeles County. 

1951 population and dwelling 
unit estimates for the 16 major 
economic areas of Los Angeles 
County and a 16-area map. Of- 
fered by the Times-Mirror Co., 
Los Angeles. 
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No. 3052. Los Angeles County 
Growth. 

These Times-Mirror Co., Los 
Angeles, charts show the expansion 
of population and dwelling units 
(1940-1950) in the 16 major eco- 
nomic areas of Los Angeles County, 
based on U.S. Census figures. 


No. 3053. Retail Outlets in Cali- 
fornia. 

The Times-Mirror Co., Los An- 
geles, has made available this list 
of licensed outlets, by type of out- 
let, in Los Angeles County as 
compared to the California total. 


No. 3055. Los Angeles Department 
Store Sales. 

The Times-Mirror Co., Los An- 
geles, has prepared this analysis 
of sales and per cents by mer- 
chandise departments in the area, 
for downtown and westside stores. 
Analyses for the years 1946, 1947, 
1948, 1949 and 1950 also are availa- 
ble on request. 


No. 3056. Point of Sale Traffic in 
Los Angeles County. 

Separate reports on the relative 
importance of each of the 16 major 
economic areas as found by the 
Los Angeles Times continuing 
home audit for men’s ready-to- 
wear items, women's ready-to- 
wear items, miscellaneous soft 
goods, home appliance items, home | 
‘furnishings items and automobiles. | 
List classification upon request. 


No. 3057. Product Usage: Food| 

Store Items—Drug Store Items. 

Relative usage of grocery store 
and drug store items in the Los 
Angeles County market, as found 
by the Los Angeles Times continu- | 
ing home audit for 1946, 1947, 1948, | 
1949, 1950 and 1951. 


No. 3058. Los Angeles Times Con- | 
tinuing Home Audit. | 
Data on the movement of 
branded merchandise in the Los 
Angeles County market, prepared | 
by the Times-Mirror Co., Los An- | 
geles. This report is free, but will | 
be issued on a restricted basis to) 
manufacturers producing a speci- | 
fic product or brand, and to agen- | 
cies actually handling a specific | 
product or brand included in the 
reports. | 
| 
No. 3059. Los Angeles—World’s 
Greatest Automatic Market. | 
A comprehensive study of Los 
Angeles County as an automotive 
market—its growth, its relation- 
ship to other U.S. markets. Pub- 
lished by the Times-Mirror Co., | 
Los Angeles. 


No. 3060. Los Angeles—America's 
Third Market. 

A comprehensive study made by 
the Times-Mirror Co., Los Ange- 
les, on retail trade expansion and 
the suburbanization pattern in the 
Los Angeles County market. 


No. 3061. Maps A & B. 

Map A—-The 16 major economic 
areas of the Los Angeles County 
market showing boundaries, prin- 
cipal streets and place names (ap- 
prox. 2612”x211%%"”). Map B—Cen- 
sus tract division boundaries of the 
Los Angeles County market (ap- 
prox. 2619”x21'2”). Published by 
the Times-Mirror Co., Los Ange- 
les, these maps in notebook size 
will be issued free of charge. How- 
ever, if you want the large size, 
there will be a charge of $1 per 
copy. 


No. 3062. Characteristics of Los 
Angeles County Television 
Homes. 

A study of Los Angeles TV 
homes by: occupational groups, 
standards of living, age groups, 
children in homes, ages of children, 
size of household, type of occu- 
pancy, area of residence, newspa- 
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per readership. Prepared by the! for 1951. Published by the Times-| No. 3065. 50 Leading Counties in Tabulation of the motor vehicle 
market research division of the Mirror Co., Los Angeles. Automotive Registrations. registrations—both passenger cars 
Times-Mirror Co., Los Angeles. adit 


| 

No. 3054. Los Angeles County Re-| 
tail Trade. 
1948 Census of Business figures! 
on retail stores and sales for 14 
types of outlets in Los Angeles 
County compiled for the 16 major 
economic areas, published by the 
Times-Mirror Co., Los Angeles. | 


Here’s nearly perfect coverage in Wisconsin's stable, prosper 
ous Third Largest Market! The Green Bay Press-Gazette goes 
home to 99% of City Zone Families — 88° of homes in the 
Metropolitan Area there's the readership you need to get 
your share of the nearly 265 million dollars retail-wholesole 


No. 3063. California New Pisinaaanl 
Car Registrations. like 
Los Angeles County automotive 

market compared to 11 Southern 

California counties and to the en- Green Bay 

tire state, plus a tabulation of new si 

passenger car registrations for ra 

1951. Published by the Times-Mir- with the 

ror Co., Los Angeles. 


No. 3064. Los Angeles County New Press-Gazette 
Passenger Car Registrations. 
New car registrations by make 

or each of the 16 major economic 

areas; and per cent of each make’s 

total registrations for each area} 


sales* here annually! 


Excellent distribution facilities and thorough media co-operation 
complete the setting for your product! Get the facts today 
from P A. McClosky, Manager, General Advertising. 


*1950 U S Census 


GREEN BAY scons PRESS-GAZETTE 


In “Ohbserverland” there are 
1,728,860 people 


who spend 


$1,112,599,000 in retail sales 


164 cities and towns 
with 


Se HOT AN 


prennesmeimepettsiet 


. 67.3% Daily Observer Coverage 


10.3% Sunday Observer Coverage 


Don’t Miss This Tremendous Market! 


Get the Facts Yourself . . . Send For Your Copy of “Observeriand” 
Write O. A. Robinson, Advertising Director or 


Sawyer, Ferguson, Walker Company 
New York, Chicago, Detroit, Philadelphia; Atlanta, San Francisco, Los Angeles 


The Charlotte Observer 


The Foremost Newspaper of the Carolinas 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


for, and use of, hair cleansers and 
wave lotions, hairnets, bobby pins, 
the 


the nation’s 50 
in total registra- 


and trucks-—for 
leading countie 


tions, published by the Times- lipstick and rouge, among 
Mirror Co., Los Angele eaders of the Canadian Home 
Journal 
CANADA No. 3403. Attitudes Towards Bank- 
No. 3401. Home Decorating Habits ing, Finance and Insurance 
mpi ccsteeonay This Canadian Home Journal 
This Canadian Home Journal survey, conducted among a repre- 
survey contains information ON centative sample of its readers, 
readers who have redecorated gives data on budgeting, life, prop- 
rooms, the changes they have erty and sickness insurance, stocks 
made, the material they have used 


and bonds and wills and loans 
and where the material was 


chased. It also 


pur- 


includes informa- 


Canada. Published by Chatelaine province and by size of the ma- 


Magazine. 


No. 3405. Windsor—The Ever Ex- 
panding Market. 

This Windsor Daily Star bro- 
chure contains market data on the 
Windsor trading area, including 
population, employment, earnings, 
retail outlets, industries, etc. 
No. 3406. Vancouver Sun Fact 

Sheets. 

Fact sheets, issued by the Van- 
couver Sun, offering market data 
on Vancouver, its trading area and 
the province of British Columbia. 
Information includes tax statistics, 
population data, earnings, etc. 
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dwelling units, port facilities, and 
chine. other data. 
No. 3408. The Continuing Study of 

Advertising in Street Cars and 

Buses—1951. (Vancouver, B.C.) 

This is Report +4 of a study of 
ridership and readership habits of 
the population of Vancouver, pre- 
pared by the Canadian Advertising 
Research Foundation. Available 
from Canadian Car & Bus Adver- 
tising. 


No. 3037. WLAK—Lakeland. 

Data sheet giving basic infor- 
mation on population, radio fami- 
lies, buying power, retail sales, 
etc., for Lakeland and the sur- 
rounding area. Published by 
WLAK, Lakeland. 


No. 3038. The WGBS Market. 

Contains information on popu- 
lation, market characteristics, ra- 
dio homes, and other statistics on 
the Miami area. Published by 
WGBS, Miami. 


No. 3409. Retail Sales Analysis of 
Canada. 

A retail sales analysis of Canada, 
broken down provinces, coun- 
ties, major cities and market areas. 
It also includes market area maps | 


by 


No. 3039. In an Expanding Market 
You Can Sell More. 


No. 3404. Monthly Furniture Sales 

tion on advice sought before redec- Chart 

orating and satisfaction with the 

shin’ eating A month-by-month summary of 
retail sales of furniture through 
: . chain, independent and department 
No, 3402, Surrey of Hair Care, stores for 1949, 1950 and 1951. 
Lip Coloring and Rouge These charts show the seasonal 
An analysis of the preferences trends in furniture retail sales in 


No. 3407. Canadian Power Farm and a listing of population groups. 
Machinery Sales. Published by Weekend Picture 
Canadian Farm Implements has Magazine, a supplement appear- 


ing in weekend editions of 17 Ca- 
nadian newspapers 


prepared this folder, which con- 
tains information on the complete 
sales of tractors, combines and 
threshers for the last 19 years. It 
also includes a breakdown by 


COLORADO 
No. 3028. KFEL Market Data. 


TO GET CLOSER 


TO YOUR OVERSEAS MARKE 


USE THESE FRIENDLY McGRAW-HILL | 
INTERNATIONAL EXPORT SERVICES 


. Export Trade Counsellors Staff 
. Foreign Language Translations = 13 


wy = 


. Trade Information and Overseas 


: Agencies 
Visitors Bulletins 


4, Overseas Business Services in 70 
Countries (For market research 
and business studies in all parts 15. 


of the world) Copy throughout the country. Published 
5. McGraw-Hill International Trad- 16, Condensed Media and Marker | by the Denver Post. 
er — Monthly Newsletter Sheets 
6. Overseas Direct Mail Service : ; | No. 3032. Pueblo—The Industrial 
= — ™ ct Mail sort — 17. Automotive Buyers Guides | Center of Colorado. 
. Automotive Overseas Wholesaler i i 
List 18. Latin-American Industrial and A host of general information 
' ‘ Guides and statistics on the Pueblo mar- 
8. Directory of Overseas Agents Construction Buyers Guides | ket, compiled by the Chamber of 
and Distributors of Drug and 19, Latin-American Construction |Commerce and available from the 
Health Products Projects Pueblo Star-Journal and Chieftain. 
9. World Motor Census — Registra- : snci 3 
tions and Exports ° 20. Analysis of Principal Export No. 3033. KFEL Fact Sheet. 
ener. Markets of U.S. Chemicals and rept etn Ye ager 
10. Overseas Market Breakdown for Related Products “a condeni ata : " 
U.S. Drug and Health Products KFEL, Denver, and the market it 
Equipment ae Supplies , 21. Report to Executives on South serves. Published by John Blair 
es, Me" America (From Business Week) & Co. 
11. Principal Markets Analyses for 
Machinery and Equipment Ex- 22. What's Ahead for Export Ad- DISTRICT OF COLUMBIA 
ports vertising in 1952 No. 3034. WWDC Fact Sheet 
A condensed data sheet on 


Why play hide-and-go-seek with the countless details 
necessary to do a thorough export job? McGraw-Hill 
international offers these 22 friendly export services to 
help you develop your export markets. Look them over 
and decide which can best be of service to you. For 
further information write John F. Burke, Promotion 
Director, McGraw-Hill International, 330 West 42nd 


Street, New York 36, N. Y. 


McGRAW-HILL INTERNATIONAL 


Business and Technical Magazines and Books for Overseas Circulation 
Offices in Principal Cities of the World 
McGRAW.-HILL DIGEST © THE AMERICAN AUTOMOBILE (OVERSEAS EDITION) © EL 
AUTOMOViL AMERICANO © PHARMACY INTERNATIONAL © EL FARMACEUTICO @ 
INGENIERIA INTERNACIONAL INDUSTRIA @ INGENIERIA INTERNACIONAL CON- 
STRUCCION @ McGRAW-HILL AMERICAN LETTER © THE MACHINIST (LONDON) © 
ANNUAL BUYERS GUIDES FOR AUTOMOTIVE PRODUCTS, INDUSTRIAL MACHINERY 
@ OVERSEAS BUSINESS SERVICES ® BOOK 


330 West 42nd Street, New York 36, N. Y. ° 


AND CONSTRUCTION EQUIPMENT 


EXPORT DIVISION © WORLD NEWS 


. Export Sales Worksheets 


. Foreign Government Buying 


. Overseas Construction Contract- 
ors and Engineers 


Export Business Advertising 


A brochure which includes tabu- 
lation of 1950 income by counties 
in the primary coverage area of 
KFEL, Denver. Also includes buy- 
ing potentials as indicated by 1950 
retail sales, population figures, 
number of radio homes, and cover- 
age map. Published by KFEL, Den- 
ver. 

No. 3029. Denver Food Sales Pic- 
ture 

Contains a list of major grocery 
retailers in Denver, number of 
stores in each buying group, photos 
and descriptions of stores, where 
and from whom these retailers 
~ buy. Published by the Denver Post. 
No. 3030. Your Guide to Successful 

Selling in the Nation’s Second 

Best Drug Market. 

Advertising map of sales terri- 
tories the region’s two major 
drug wholesalers and enumeration 
of retail drug outlets and sales, on 


of 


a county-by-county basis. Pub- 
lished by the Denver Post. 
No. 3031. You and the Rocky 
Mountain Empire 
A handsome book giving basic 


data on the Denver market's popu- 
lation, buying income, retail sales, 
etc., with comparisons with previ- 
ous years and with other markets 


WWDC, Washington, and the mar- 


ket it serves. Published by John 
Blair & Co. 

FLORIDA 
No. 3035. If Gasparilla Could See 


It Now. 
Four-page folder published by 


the Tampa Daily Times, giving 
basic data on population, retail 
sales and other information on 


Tampa and its trading area. 


A four-page file size folder 
which gives brief population and 
buying data on the Miami market 


| Published by the Miami Herald. 


No. 3040. WQAM Fact Sheet. 
A condensed 
WQAM, Miami, 


sheet 
the 


data 
and 


on 
market 


| it serves. Published by John Blair 


| 


tion. 
A new booklet issued by the| 


Tampa Chamber of Commerce giv- 
ing population figures, consump- 
tion figures on a wide variety of 
products, bank deposits, retail 
sales, construction, number of} 


Headquarters For Worid-Wide 
Business Informetion 


 —— 
No. 3036. Tampa Facts, 1952 Edi-| sacramento 


SAN FRANCISCO 
ecm 


& Co 


No, 3440. If You Like Figures. 

The Miami Herald offers this 
folder about its market, including 
figures on population, retail sales 
building and other market indexes 


GEORGIA 
No. 3041. The Savannah Story. 
A brochure giving market data 


}and comparative coverage, circu- 


lation and costs of Savannah me- 
dia. Published by WSAV, Savan- 
nah. 
No. 3042. The 
lanta Market. 
A booklet in full color defining 
the Atlanta and Georgia markets, 
with latest data on population, 
characteristics of the population, 
retail and wholesale sales, as well 
as a host of other market informa- 
tion. Published by the Atlanta 
Journal-Constitution. 


Metropolitan A 


No. 3046. WSAV Fact Sheet. 


A condensed data _ sheet 


50"000*000 
MILES 


DOOR TO DOOR 


Ves Ser... 
The experience of 50,000,000 
moving miles by National Van 
Lines, Inc. is at your service. 
BOO 2 
The new National equip- & 
ment is the finest in the 
industry. Those who use Na- 
tional are satisfied—thousands 
of testimonials are available. 
BO sas 
National—direct Van Service 
throughout the 48 states. 
For the best moving service, 
contact your nearest National 
office or agent—refer to the yellow 
pages in your telephone book. 


on 


> 


NEW YORK 


NATIONAL VAN LINES :. 


LOS ANGELES 
® 


EXEC. OFFICES: CHICAGO, ILL. 
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WSAV, Savannah, and the market 
it serves. Published by John Blair 
& Co. 


No. 3367. Retail 


Comparison. 


Sales—1950-1951 


A resume of Macon, Ga., trading 
area sales in the various classifi- 
cations, population gain between 
1940 and 1950, the extent of in- 
crease in buying income and the 
amount of increase in area sales. 
Published by the Macon Telegraph 
and News. 


No. 3043. There’s an Extra Help- 
ing of Sales for You in the Food 
Stores of Columbus, Ga. 

A four-page folder analyzing 
population and food sales in five 
markets in Georgia. Published by 
the Columbus Ledger-Inquirer. 


No. 3044. Columbus, Ga., 

Data. 

A file size four-page folder giv- 
ing basic data, including popula- 
tion, buying power, retail and 
wholesale outlets, etc. Published 
by the Columbus Ledger-Inquirer 


Market 


No. 3045. 

Data. 

A collection of data on the 
Augusta market, including popu- 
lation, sales, the effect of the hy- 
drogen bomb project on the mar- 
ket, etc. Published by the Augusta 
Chronicle and Herald. 


Augusta, Ga., Market 


IDAHO 
No. 3047. Boise Market Data. 

A map of the Boise trading area 
showing 1950 census data for 14 
counties in the area as well as 
circulation coverage. Published by 
the Statesman Newspapers, Boise 


ILLINOIS 
3066. The Astounding Case 
History of the Champaign-Ur- 
bana Courier. 


No. 


This descriptive folder—pub- 
lished May, 1951—includes perti- 
nent market data on size and 


make-up of the market and how 
local retailers advertise in it. Pub- 
lished by the Champaign-Urbana 
Courier. 


No. 3067. Coverage Map. 

Map of the coverage of WLS, 
Chicago, with primary market data 
on counties, population and radio 
families. 


No. 3068. Where in the World. 
This folder carries the story of 
the Quad-Cities market—Rock Is- 
land, Moline, E. Moline and Daven- 
port, la.—including data on popu- 
lation, retail sales, buying power, 
wholesale sales, food sales and 
drug sales. Published March 1, 
1951, by WHBF, Rock Island. 


No. 3069. A Readership Study of 
the Chicago Defender. 

This is a page-by-page analysis 
of reader attentiveness to copy, 
both editorial and advertising, ap- 
pearing in the Chicago Defender. 
The summation includes informa- 
tion on the Chicago Negro market 
in terms of occupation, families, 
etc. Published March 1, 1951. 


No. 3070. Market Coverage Calcu- 
lator. 

A slide-rule type calculator 
based on the second in a series of 
publication research studies. Shows 
cross duplication, exclusive reader- 
ship and coverage for all Chicago 
papers. Published by the Chicago 
Sun-Times. 


No. 3071. Paul Gibson Mail Map. 
Map delineating the midwest 
market reached by Paul Gibson 
on his program over WBBM, Chi- 
cago. The 314 counties in this mar- 
ket are categorized in the BMB 
manner. Also included is a table 
listing the number of counties in 


each category in each state cov- 
ered. Population, radio families, 
retail sales and effective buying 
income for the area also are de- 
tailed, together with respective 
percentages of the national totals. 
Published September, 1951, by 
WBBM, Chicago. 


No. 3072. Coverage Map. 

This coverage map published by 
WTAX, Springfield, carries, in ad- 
dition, data on audience, popula- 
tion, and retail and farm markets. 
No. 3411. The Quality Market of 
Chicago. 

This brochure includes results of 
a questionnaire to Chicago theater- 
goers on income, occupation, car 
ownership, etc. Also contains a 
variety of market figures on Chi- 
cago such as earnings, brand pref- 
erences, vacations, etc. Published 
by Chicago Stagebill. 


No. 3073. The Three-Zone Metro- 
politan Chicago Market. 
This is a factual analysis of 
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Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following market data (insert number of each item wanted): 


Nome ..... vr ash , \ - MUTT E TET TOT T TT e Tree 
Company 

Address 

City & Zone.. . Stete .. 


changes in Chicago’s marketing 


sus. Findings reflect the mass shift 


Buying Power Keeps Right on Growing in WORCESTER 


_yow 2oth 


in all three area zones—city, mid- 
potentials, based on the 1950 cen- outward of the area’s populations urban and suburban. These shifts 


spend $612,540,000 annually 


in the county of 105. 

Stable income, increasing 
and industrial prominence are t 
success of your test campaigns 


population. 
ORCESTER'S 


the area — daily circulation 1 
104,542. 


~ Wore 
: IRCESTER TELBGRAy 


ms 

sa a 
— The Forning Garetic 

a 

3 Recants That Truman 
§ fb Above Consttsten 


e 
== “a 
. City GOP Voters 
Flock to Po 
ome 
fe caer. 


aod Market In the Nation! 


Here in Worcester County — the Worcester 
Market — you're reaching a rich, responsive, 
GROWING market that spends $173,637,000 on 
food alone. You can count on greater promotion 
success—and greater profits—in WORCESTER, 
where over half a million buy-conscious people 


chases! Ranking 35th in retail sales, Worcester 
has a Quality of Market Index in the city of 123, 


WORCESTER — 4th MOST 
POPULAR TEST MARKET 


among the nation’s cities of 150,000 to 250,000 
DROUS 
won TWIN 5 


Gain the undivided attention of Worcester’s 597d. 
prosperous, well-balanced market by consistent =e 
advertising in the Worcester TELEGRAM- 

GAZETTE, the newspapers that completely cover J 


See er 


in retail pur- 


business activity 
hree keys to the 
in 


53,234, Sunday , 


. intensive 


newspaper 
coverage 
LEGRaM 
suspay Tt 
756,000 State Wort 
Vo Go to Pots Tuesday 
os 
~ -—— 
i 
eo Fn a” Ee 
s Se Se 


——— 


WORCESTER 


TELEGRAM | 
— .GALEVIE | 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


George F. Booth, Publisher 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


are applied to a new pattern of $1.00 for each booklet. Published 
" transportation advertising coverage in July by Illinois Daily Newspa- 
fi: of the market. Put out by Chicago per Markets Inc., Springfield 

* Car Advertising Co., July, 1951 


No. 3090. Chicago Daily Newspaper 
Coverage and Duplication 


ee No. 3074. Springfield, Ill, Capital 
A City A study giving data on reader- 
This descriptive brochure gives ship coverage, exclusive reader- 
a visual and factual picture of the) ship and readership by occupation- 
oe Springfield market area. Included a) and age groups. Published by 
28 is a circulation map of the terri- the Chicago Sun-Times 
3 tory. Published November, 1951, 
es by the Springfield Journal & n 3371. Does Your Idea of Quad- 


Register and West-Holliday Co Cities Coincide With This? 
An analysis of Quad-City mar- 
Illinois Consumer ket, which consists of Rock Island, 
Moline and East Moline, Ill., and 
A study of use and Pavenport, Ia. The folder presents 
brand preference in 35 lilinois jnformation on population, retail 
markets which covers 41 products sales, retail food and drug sales 
we (one booklet for product). and automotive sales, plus effec- 
} Each booklet contains information tiye buying income figures for the 
for a single product classification grea. Published by the Moline Dis- 
oe for all participating markets. Price: patch and the Rock Island Argus. 


3075. 1951 
Analysis 


No 


product 


each 


3372. The Three in One Mar- 
ket 
A complete 


together with 


No 


market description, 
a map, of Elgin, IIL, 


re, and her sister cities—Joliet and 
- Aurora. Published by the Elgin 
- Courier-News 

be 

5 j No. 3389. The Chicago Defender 
— Home Service Exposition Re- 
7 i | port—October, 1951 

_g | The report of a survey con- 
ie | | ducted by the research department 
a of the Chicago Defender to deter- 


mine facts on the Negro market 
in Chicago, especially brand pref- 
erences, buying habits and ap- 
pliance ownership 


INDIANA 


No. 3076. Retail Planning Calendar. 


> 
; 9, j 

; that 8 what This is a compact and workable 

: e sales and advertising planning 

f you like about guide for retailers. Based on Fed- 

ee > |eral Reserve District sales figures 

by the South 8 j}and Neustadt’s advertising figures, 

¥E it shows retailers how to get the 
a most out of their advertising by 

of Baton ouge promoting wanted merchandise at 
f the time customers want to buy 


i Published by the Indianapolis Star 
Population-wise, progress is | and News. Available monthly. 


expressed as a percentage: up No. 3077. Consumer Analysis 


— 257% in the last decade. This spiral-bound booklet is put 
; out annually about April 1. It is 
' ' Industry-wise, Baton Rouge is |a study of consumer preferences 


and buying habits for 150 prod- 
ucts. Sections cover foods, soaps 
and cleansers, toiletries and cos- 
metics, beverages, automotive and 
general products. The study is 
based on a random sample of 3,000 
families in the Indianapolis metro- 
politan area. The Indianapolis 
Star and News are the publishers. 


No. 3078. Results. 

Put out by WOWO, Ft. Wayne, 
this mimeographed bookiet gives 
figures on income, number of fami- 


lies and number of stores, with 
breakdown into kinds of stores 
and other important data. Pub- 


lished June, 1951. 
No. 3079. WSBT—The 
Test Town, U.S.A. 

Published November, 1951, by 
the South Bend station, this folder 
covers figures on sales, population, 
radio families and includes a cov- 
erage map. 


Voice of 


No. 3080. South Bend, One of the 
Most Important Food Markets 
in North Central, U.S.A. 
This loose-leaf brochure com- 
pares South Bend with other cities 
of 100,000 to 250,000 population 
in the North Central states. Fig- 
ures include buying power, food 
sales, retail sales, newspaper and 
magazine coverage and radio and 
TV effectiveness. It is put out by 


the South Bend Tribune. Pub- 
lished Jan. 15, 1952 
No. 3081. Current Market Data 


“Test Town, U.S.A.” 

This 42-page booklet gives fig- 
ures on South Bend as a test 
market. Includes facts on popu- 
lation, buying power and income, 
retail sales, newspaper and maga- 
zine circulation, employment and 
distribution, as well as maps and 
graphs. Published by the South 
Bend Tribune. 


No. 3082. Bulletin of Current Mar- 
ket Conditions. 

A monthly bulletin, issued by 
the South Bend Tribune, which 
lists business indices and compares 
them with the same month in the 
previous year. Also carries com- 
ments on business news which 
might have an effect on the re- 
sponsiveness of the market 


No. 3083. A Study of the Distribu- 
tion of Grocery Products in In- 
dianapolis. 


Put out June 1, 1951, this mime- 


ographed book shows the distri- 
bution in independent and corpo- 
rate chain food stores of all items 
in 52 classifications of branded 
merchandise. Published by the 
Indianapolis Times. 


IOWA 
No. 3084. Coverage Map. 
Published by KBUR and KBUR- 
FM, Burlington, the map gives 
data on population and retail and 
farm markets 


No. 3085. Map of City and Subur- 
ban Area. 

A detailed 30” map showing re- 
tail stores and leading industries. 
Published by the Burlington 
Hawk-Eye Gazette. Price: 50¢. 


No. 3412. The Dubuqueland News- 
paper Market. 

A market data booklet published 
by the Dubuque Telegraph-Herald 
covering population, family units 
and retail sales by classification 
in each county of Iowa, Illinois 
and Wisconsin that the paper 
serves. Also included is complete 
data on the area farm market. 


No. 3413. The Dubuqueiand Radio 
Market. 

Station KDTH, Dubuque, Ia., has 
published this market data booklet 
of its listening area in Iowa, Illi- 
nois and Wisconsin covering popu- 
lation, family units and retail sales 
by classification in each county. 
Farm market data also is included. 


3086. Market Data, Map and 
Rate Folder. 

Coverage map, showing sales by 
counties, families, radio homes, etc. 
Put out by KICD, Spencer. Pub- 
lished March, 1951. 


No 


No. 3087. Meet Your Best Siour- 
land Salesman. 

Carries complete information 
about the market in the 49-county 
area surrounding Sioux City. Also, 
complete income figures on farm 
and livestock and income gain over 
the previous year. In addition, the 
booklet gives information on the 
position of the stockyards com- 
pany, retail sales comparison and 
circulation coverage percentage- 
wise in the area. Published by the 
Journal Tribune Publishing Co. 


No. 3088. Brand Inventory in 
Homes of lowa Subscribers. 


Spiral bound, with colored tabs 


Advertising Age, May 12, 1952 


for locating each section, this book- 
let carries data on groceries, drugs, 
appliances, etc. Includes complete 
data on percentage of users of each 
type of product, along with indi- 
vidual brand preferences. Pub- 
lished by the Des Moines Sunday 
Register. 


KANSAS 
No. 3289. Rural Day Time Coinci- 
dental Listening Study. 

This is a report on a KFBI, 
Wichita, telephone coincidental— 
daytime hours—of farms and 
small towns of the greater Wichita 
trade area, a total of 52 counties, 
which gives ratings of all stations 
having an appreciable audience. 


No. 3290. KFH Market. 

Radio Station KFH Co., in this 
folder, gives market information on 
Wichita, Kan., Sedgwick County 
and the trading area of Kansas and 
northern Oklahoma. The folder 
contains information on population, 
retail sales, food sales, general 
merchandise, furniture, house and 
radio, automotive, drug sales and 
buying income. 


KENTUCKY 
No. 3291. Kentuckiana, Its Poten- 
tialities. 

Market data for the 82-county 
area served by the Courier-Journal 
and the Louisville Times. It in- 
cludes information on population, 
agriculture, industry, wholesale 
and retail sales, living standards 
and buying power. 


No. 3292. Paris, Ky.—A Small City. 
Breakdown of Paris, Ky., popu- 
lation of five income classes and 
reports on regular newspaper 
readership, radio listenership and 
percentage of families owning TV 
sets, prepared by Ralph R. Mulli- 
gan Publishers’ Representatives. 
No. 3293. WLAP and 

Market Data. 

Day and night coverage map, 
prepared by WLAP, Lexington, 
Ky., showing county-by-county 
breakdown of population, radio 
homes, retail sales and farm in- 
come. 


Coverage 


LOUISIANA 
No. 3091. KTBS Farm Service De- 
partment—lIts Activities, Scope 
and Market. 
KTBS, Shreveport, La., offers 
this folder, which contains data on 


the leaders in the 


w 
among 


Souths industrial revolution 


($127 million is being in- 


vested this vear by 12 firms 


in plant expansion alone). 


the area’s retail 
285% 


Sules-wise, 


sales are up in the last 


dec ade. 


( ; Time-buying-wise, WIJBO's 
Li exclusive NBC and local pro- 

gramming affords advertisers 
a. the largest overall audience 


of any station in the market. 


test 


Use Baton Rouge as a 
market, use it as part of an 
integrated marketing plan, but 


via WJ BO 


use it for results! Mls 


5,000 watt affiliate in Baton Rouge, La 


NBC's 


WIBO 


AFFILIATED WITH THE STATE-TIMES AND MORNING ADVOCATE 
FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES 


GEORGE P. HOLLINGBERY CO. 


-- - always first in Boston 


The Herald-Traveler has led all Boston papers in total advertising for 
25 consecutive years. And in 1951 we carried the impressive total of 
26,923,643 lines of paid advertising. That's why the Herald-Traveler is 
always first choice in Boston for local and national advertisers alike. 


Represented Nationally by George A. McDevitt Company 


The Boston Herald-Traveler 
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Advertising Age, May 12, 1952 


farm population by counties, num- 
ber of farms, number of radio 
homes, comparison of farm income 
and oil income, farm and home 
facilities and radio, newspapers, 
magazines received in the home, in 
the KTBS coverage area. 


No. 3092. An Alphabetical View of 
the New Orleans Market. 

This folder, published by the 
Times-Picayune Publishing Co., 
New Orleans, highlights recent in- 
dustrial and business development 
in the New Orleans area. 


No. 3093. Baton Market 
Data. 

This booklet, prepared by WJBO, 
Baton Rouge, gives detailed infor- 
mation on buying power, popula- 
tion growth, housing, employment- 
wages, farm income, principal 
towns, population breakdown, area 
served by Baton Rouge whole- 
salers, breakdown of 215 jobbing. 
and supply firms, Business Cen- | 
sus, 1950 retail sales, business in- | 
dices and metropolitan area popu- 
lation characteristics for the Baton 
Rouge market area. 


Rouge 


No. 3094. Shreveport Market Data. 
Shreveport Times offers this 
booklet, which gives information 
on population, retail sales, pur- 
chasing power, and includes data 
on the history, current growth and 
manufacturing and industrial 
progress of Shreveport and its 
trading area. 
No. 3095. Baton Rouge Is Still 

Growing. 

Facts and figures on the Baton 
Rouge market, prepared by the 
State-Times and Morning Advo- 
cate. 


No. 3096. Target for Progress. 

This Baton Rouge Chamber of 
Commerce folder gives a 1940- 
1950 comparison of population, 
telephones in use, effective buying, 
retail sales, industrial payroll, 
bank debits, wholesale sales and 
building permits in dollars in the 
Baton Rouge area. 


No. 3097. A Decade of Progress in 
Monroe, La. & Monroe is Lou-} 
isiana’s 2nd Finest Marketing| 
Center. 

Separate fact sheets, published | 
by the Monroe News-Star & World, | 
containing information on popula- | 
tion, retail sales, family income, 
automotive sales, drug sales, etc., | 
for the Monroe trading area. 


No. 3098. WDSU Fact Sheet 
A condensed data sheet on the| 
market covered by WDSU, New| 


Orleans. Issued by John Blair &| 
Co.. station representative. 
MAINE 
No. 3283. Consumer Analysis of | 
Portland, Me. 


A survey of brand preferences, 
buying habits and merchandise 
distribution in Portland, Me. Pub-| 
lished by the Portland Press Her- 
ald-Evening Express. 


No. 3432. First Complete Survey 
of Brand Preferences and Buy- 
ing Habits in Portland, Me. 

The first annual consumer anal- 
ysis of the metropolitan Portland, 

Me., market area contains concise 

tabulations of the answers to ap- 

proximately 200 questions obtained 
from a representative sample of 


the Portland buying public. The 
classifications covered include: 
food products, beverages, soaps 


and cleansers, home appliances, 
automotive and general. The data 
is arranged to show per cent of 
usage, brand preference by rank 
and per cent, and per cent of retail 
distribution. The report is pub- 
lished by the Portland Press Her- 
ald-Evening Express. 


MARYLAND 


3099. Maryland’s Eastern 


Shore 

Part of a continuing study pub- 
lished by the University of Mary- 
land’s bureau of business and eco- 


No. 


nomic research, this traces recent | 


economic trends in the nine Mary- 
land counties between the Atlantic 
Ocean and Chesapeake Bay. Series 
of graphs covers fluctuations in 
bank debits, employment and pop- 
ulation growth. 


No. 3100. WFBR, Baltimore. 

Map and fact sheet available 
from John Blair & Co., station rep- 
resentative. Population of Mary- 
land’s counties is listed along with 
radio families. 


97 
MASSACHUSETTS 
No. 3101. In Worcester. Available Market Data—Local 
Outline of various product ad 2 i 
campaigns and their effect on local To secure copies of data listed, use the handy coupons 
market. Issued by the Worcester 
Telegram-Gazette. county families who come in to! Boston Post staff or by Kelly 
Worcester to do their buying. Con- Smith Co., the newspaper’s repre- 
No. 3102. Worcester... Now 29th ducted by Clark University in sentative. Customer Audit Bureau 


cooperation with radio station 


Food Market in the Nation. 

A brief account of wholesale | WTAG. 
and retail grocers in the area. Re- 
port includes figures on total sales 
volume, pictures of leading stores 
and circulation of Telegram-Ga- 
rette. 


No. 3104. The Greater Boston Mar- 
ket. 
A comprehensive study of com- 


|ship, home tenure and reader 
| habits among housewives residing 
No. 3103. Sales Don't Stop at the! in the 18 cities and towns within 
City Limits. the 5¢ telephone area from down- 
A shopping habit survey which town Boston. Can be seen only 
shows the high percentage of! through personal presentation by 


| modity purchases, product owner- | 


did the study. 


No. 3105. Lowell Market Data. 

Facts on the Lowell market to 
be issued by the Lowell Sun in 
June. 


| No. 3106. WHDH, Boston. 

Map and fact sheet produced by 
John Blair & Co., station repre- 
sentative. Lists population of 
counties in Maine, Massachusetts, 
New Hampshire and Rhode Island 
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1 KEYSTONE STATIONS Bet THE 


There's 


renew their Keystone time. They kno 


more‘than one reason why 


A ORRIN A Nr 


Apo. wm 


NATION 


national advertisers consistently 


of Keystone’s more than 


pO-aMhiliates dotting the nation gd that all or only the number they 


However, they alsofealize that the prosperous people living in Keystone’s 


rich Hometoywsand Rural America are beyond effective television and they 


at 


listen more often and longer to their local level KBS radio station than 


they do to the distant metropolitan stations.* Investigate the 


sales potential of Keystone’s Market—and the ability of Keystone to produce it! 


‘NEW YORK: 580 FIFTH AVENUE 


CHICAGO: 


*BMB REPORT 


111 W. WASHINGTON 
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Available Market Data—Local 


To secure copes of ciaic lsied. use the handy coupons 
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No. 3365. WJR 
ket Data 
A WIR, Detroit, brochure offer- 


Coverage and Mar- 


No, 3123. Ride with Radio 


A WJR vrurvey of the number of 


ing market information on_ its 
cars with radios in the metro- coverage area 
’ ‘Ta * é 
politan Detroit area , 
No. 3414. Liquor Consumption in 


3124. Flint, Michigan's Third 
Market 
Brochure listing payroll figures 


No the Detroit Metropolitan Area 
An analysis of packaged liquor 


sales through specially designated 


flint business outlook and audience distributors and liquor consump- 
ive of WFDF. Issued by Katz tion by minor civil division and 
Agency, station representative census tract groups in the Detroit 
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No. 3133 


of the 


1952 Consumer Ana 
St. Paul Market 
A brand preference study of 


product classifications, in¢ g 
foods, soaps, toiletries, appliances 
beverages and general habits. Is- 


sued by the St. Paul Dispatch- 


Pioneer Press 


No. 3134. Here’s Duluth 

A presentation of 
market by the Duluth 
News Tribune. 


the Duluth 


Herald & 


No. 3135. 1952 Consumer Analysis 

A brand preference survey cov- 
ering foods, beverages, electrical 
app-iances, soaps, tobacco, founda- 
tion garments, paint and other 
items. Issued by the Duluth Herald 
& News Tribune, the 53-page re- 
port covers the Duluth-Superior 
market 
No. 3136. 60th 
chure 

An Austin Daily Herald folder 
presents market picture of Mower 
County, including figures on sales, 
farm income, percentage of homes 
owned, population and paper's cir- 
culation. 
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No. 3137. Here’s Duluth—The 
Northwest's Second Largest 
Market 


A brochure giving basic data on 
the Duluth market, as well as an 
analysis of media coverage. Pub- 
lished by the Duluth Herald and 
News-Tribune. 


No. 3419. Winona, 
Data. 

In this booklet, the Winona Re- 
publican-Herald offers population 
figures and retail sales data for its 
coverage area. 


Minn., Market 


No. 3375. New Facts to Help You 
Sell in the 5 Billion-Dollar Up- 
per Midwest Market. 

Sales estimates, farm and indus- 
try data and figures for population 
and households, for 224 counties 


of Minnesota, North and South Da- | 


(type, potential and size), a cov- 
erage map, BMB figures and a 
summary of the programming, 
audience and coverage of the 
station 
No 3296 The Essential Facts 

About WOW-TV 

This fact sheet, published by 
WOW, Omaha, contains informa- 
tion on the size of its market, size 
of the TV audience, county-by- 
county breakdown of the WOW- 
TV service area, the area popula- 
tion, number of families, retail 
sales, food sales, drug sales and 
effective buying income. The sheet 
also gives the urban vs. rural 
population breakdown and con- 
tains a mail-distribution map 


No. 3297. WOW Coverage Map and 
Market Data 
A page map of WOW’s coverage 


kota and western Wisconsin, are|area and population figures and 
listed in this Minneapolis Star and|the number of radio families 


Tribune report. 


No. 3376. We Know We're Really 

Quite Superior 

A city by city comparison of 
Minneapolis, citing outstanding 
qualities of Minneapolis as a sales 
center, based on the relationship 
between population ranking and 
food, retail, drug and other sales 
and income characteristics. Pub- 
lished by the Minneapolis Star and 
Tribune 


MISSISSIPPI 

Meridian, Miss 

The Meridian Star offers this 
market data guide to Meridian 
The following information is giv- 
en: population, number of fami- 
lies, total retail sales, number of 
retail and wholesale outlets, key 
drug and grocery stores, and the 
names of the buyers, grocer whole- 
salers, beer distributors, depart- 
ment stores, merchandise brokers 
and buyers. Payroll data, number 
of electric meters, etc., also is 
given 


No. 3441. 


MISSOURI 

No. 3284. Hannibaland 
Data. 

Station KHMO, 

has issued this fact sheet 


Hannibal. Mo., 
on the 


counties it covers in Missouri, Tli-} 
nois and Iowa. Separate daytime! 


and nighttime material and retail- 
wholesale market information is 
included. The source of the infor- 
mation is the Census of Business, 
U. S. Chamber of Commerce. 
the 1949 BMB 


ana 


No. 3285. Springfield—Missouri's 

3rd Largest and Richest Market! 

The Springfield News and Lead- 
er-Press offer this fact sheet on the 
Springfield market area, which 
includes information on_ retail, 
food, automotive, radio-furniture- 
household and general merchan- 
dise sales. purchasing power, per 
capita income, etc. 


No. 3286. Summer in St. Louis 
Market data based on the 73- 
county St. Louis area served by 


KMOX, St. Louis, covering the 
three-month summer period and 
the value of this period to the 


advertiser 


No. 3287. KXOK Market Data and 
Map. 
John Blair & Co. has made avail- 
able a KXOK, St. Louis, coverage 
map with market data 


MONTANA 

No. 3288. Billings, Montana’s Major 

Market 

An over-all picture of the Bill- 
ings, Mont... market is found in 
this spiral-bound booklet prepared 
by the Billings Gazette. Includes 
economic factors, wholesale and 
retail sales, and coverage maps. 


NEBRASKA 
No. 3294. Station Break 
A monthly news sheet prepared 
by KFOR, Lincoln, which con- 
tains a brief outline of the market 


| 


Market 
| 


No. 3298. 1952 Consumer Analysis 
of the Greater Omaha Market. 
rhis is the eighth annual edition 


the 


99 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


| | 
it 
Nome WO Sas ssncatetdbinsteteenaaveas 
Company 
Address 
City & Zone Stote 


brand new 


of the analysis prepared by the information on the buying habits! Omaha 
World-Herald, Omaha. It contains and brand preferences of greater 


families 


[952 CONSUMER ANALYSIS 


covering Columbus, Ohio 
reflecting Central Ohio 


is ready now 


A revealing study of the how, when where and what of consumer buying in 
the going, growing capital of Ohio and its rich, 12-county retail trading area 


_ an invaluable aid to national! advertisers and their agencies. 


FOODS 


TOILETRIES BEVERAGES 


@ Consumer Purchasing Habits 


@ Changes and Trends in Buying 


@ Five-Year Comparisons 


@ Consumer Preferences 


write for your copy today 


APPLIANCES 


THE COLUMBUS DISPATCH 


National representatives 


New York 


Ohio's Greatest Home Newspaper 


Chicago Detroit Los Angeles 


O'Mara & Ormsbee, Inc 


San Francisco 


OHIO STATE JOURNAL 


Scolaro, Meeker & Scott—New York 


Ohio's "Good Morning’ Newspaper 
National representatives: 
Philadelphia 


Chicago 


Detroit 


Doyle & Hawley—Los Angeles, San Francisco 


AUTOMOTIVE 


GENERAL 


for 


food, 


drugs, toiletries, beverages, auto- 


soap, 
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To secure copies of data listed, 


Available Market Data—Local 


use the handy coupons 


This, our 65th Anniversary issue 
and first issue to carry our new 
name, has had tremendous im- 
pact on the Baking Industry as 
evidenced by heavy and en- 
thusiastic response from read- 
ers. It featured a History of 
the Baking Industry in 12 his- 
torical chapters, written by in- 
dustry leaders. 


KING NDA 


is 


motive, electrical appliances and 
homes. 


No. 3299. WOW-TV Market Data 
In June, WOW, Omaha, will 
publish this market report on 
pepulation, sales and buying in- 
come of the WOW-TV service area 
No. 3295. WOW 
New High. 
Over 2,000 extra copies were A fact sheet prepared by WOW, 
distributed—o bonus circula- | Omaha, which shows the farm in- 
tion of 15%. | come of Nebraska along with the 
same figures for South Dakota, 
Iowa, Kansas, Minnesota and Mis- 
souri, the WOW coverage area. 


Farm Income— 


NEVADA 
No. 3300. Is It True That They Eat 
In Las Vegas? 
A Review Journal booklet de- 
scribes the food buying habits of 


Biggest Bakery Magazine ..°!°"2:.02. 


‘tion of retail sales. 
ever published 


NEW HAMPSHIRE 
No. 3303. The 100% Yardstick. 
This is a Pulse report measur- 
ing the radio listening in Keene, 


© 197 pages of Advertising 


N. H. Issued by WKNE, Keene. 
bd 406 total pages NEW JERSEY 
5 |No. 3301. The Bergen County 
; Market. 
An analysis of population 


|growth, buying power, industrial 
| growth, income, school enrollment, 
|automotive data, bus transporta- 
tion, highways, retail 


First Iseue to Carry Our 


H classifications and sales compari- 
|sons, prepared by the Bergen 
Be | Evening Record. 


!No. 3302. Bayonne Times Grocery | 


ur new name—BAKING INDUSTRY—better describes the target every) poe ventory 


sue shoots at. Each issue has something of interest and value to all/tinuing grocery store inventory 
assifications of bakeries—helpful ideas on sales, production and man- | ‘ 

bags, detergents and soaps, mar- 
ement problems, latest techniques and successful methods 
prepared by the Bayonne Times. 


‘No. 3366. WNJR Market. 

An economic profile of WNJR’s 
primary listening area (Newark, 
N. J). It includes information on 
population, number of homes, ra- 
dio homes, families, radio families, 
per cent of radio ownership, 1950 
retail sales and farm income and 
employment and taxable payrolls. 


: 
Top Paid Circulation in the 
Baking Industry-15,282 asc 


Readers of BAKING INDUSTRY represent 92% of the purchasing power of | 
the entire baking industry. BAKING INDUSTRY is a gement magazi NEW MEXICO 


—read by top executives—owners, corporation presidents, general man- | No. 3304. Once Again Albuquerque. 
This report contains information 


ogers, sales managers. It is heavy on “How to Do it” articles for plant 


retail sales and a map of the trade 
jarea of Albuquerque. It is pub- 
llished by the Albuquerque Pub- 
} lishing Co 


' 
e . 8 |No. 3305. Albuquerque Manufac- 
| in is usiness | turers Assn. Classified Direc- 
| tory. 


monagers, production superintendents and key foremen 


| Albuquerque Publishing Co. has 


prepared this list of products 
# buys 50 kinds of food ingredients, $2 billion in raw materials, parts,|™anufactured and allied items 
, a handled for distribution in Albu- 

ft s and supplies; $200,000,000 for motor trucks and accessories; querque 


$80,000,000 for bakery machinery. It all adds up to an annual production 


7GM ch 
value of over 4 billion dollars. | No. 3306. KGGM Brochure 


| folder which contains data on 
|population, radio homes. retail 
\sales and effective buying in New 
Mexico. Maps of the station's cov- 
erage area also are included in 
the folder. 


NEW YORK 


New York Market Anal- 

ysis—Retail Trade 

Vol. 1 of a two-part study of 
the New York market, published 
by the New York Mirror and News. 
The study is based on the Census 
of Business of 1948, and shows a 
breakdown of the stores and sales 
of 29 types of business in the New 
York market. The study is divided 
into two sections: 116 districts in 


Send for 12-page booklet, “Census Data on the Baking Industry” 
and 12-page booklet, “Annual Survey of the Baking Industry.” 


( ‘\| 


Ik || 
ayn 


CLISSOLD PUBLISHING COMPANY 

105 WEST ADAMS STREET, CHICAGO 3, ILLINOIS 
165 Broedway, New York 6 + 672 Lafayette Pk. PI., Los Angeles 5 

209 Post $t., San Francisco 8 * 907 Termine Soles Bidg., Portland 5, Ore. 


No. 3307. 


sales by} 


con-_ 
(packaged tea and packaged tea} 


garines and instant coffee) reports, | 


on population, dwelling units and | 


| KGGM, Albuquerque, offers this | 


New York City and 21 suburban 
counties in the area. It contains 
maps of the 116 districts, showing 
major and secondary shopping 
areas within each district. The 
same data is shown for towns of 
over 2,500 population by counties 
for the 21 suburban counties 


No. 3308. Bustin’ Out At the Seams. 

Corning Leader, in this folder, 
gives a description of the effective 
buying income of Corning’s retail 
trade area and retail sales for the 
Same area 


No. 3309. TDI’s Commuter-Land. 

Transportation Displays, New 
York, has prepared this booklet 
{describing the various phases of 
|the medium and its coverage of 
“Suburbia.” The booklet contains 
an over-all description of the mar- 
ket, with a map showing trans- 
portation arteries 


No. 3310. Comparison of Television 
and Radio Sales Volume in the 
Buffalo Area During 1951. 

The results of a WBEN, Buffalo, 
| survey conducted among 11 radio- 

TV receivers distributors to com- 

pare the radio and TV = sales 

volume 


No. 3311. Release—Radio Families 

and Vehicles 

A listing of the population of 
the WBEN area (eight counties 
of western New York), the num- 
ber of families, radio families, 
number of cars and auto-radio in- 
stallations. 


Con- 
York 


No. 3312. The Pulse Inc. 
| tinuing Study of New 
Housewives. 

New York Post Corp. has pub- 
lished this report of a survey of 
housewives in New York’s five 
boroughs and seven adjacent outer 
counties. The survey shows the 
age of the housewives, total family 
income and ownership of cars 1948 
or newer by vear and make 


No. 3313. Retail Sales by Merchan- 
dise Lines in the New York 
Market 
A compilation of sales figures 

for New York City and the New 

York market, giving breakdown by 

80 different merchandise lines, 

which shows the number of stores 

selling each merchandise line and 
the volume of business done in 
each store classification, prepared 

by the New York Times from a 

special tabulation based on 1948 

Census of Business 


No. 3314. New York’s Negro Mar- 

ket 

A digest of facts concerning 
metropolitan New York’s Negro 
market, highlighting size, growth, 
income, employment, education, 
new homes and buying habits. It 
is published by WLIB, New York. 


No. 3315. Shopping Center Map. 

This map, prepared by the Buf- 
falo Evening News, lists all shop- 
ping centers in the city and areas 
immediately adjoining it. On the 
reverse side of the map all retail 
establishments in these shopping 


areas are listed 

No. 3316. The Complete Urban 
Market of the Metropolitan 
District 


American Transit Advertising 
offers this folder which describes 
the physical and economic char- 
acteristics of the complete metro- 
politan capital district, which in- 
cludes Albany, Schenectady and 
Troy. The folder contains maps, 
data on population, buying power, 
retail outlets and major industries 


No. 3317. A Billion Dollar Pay- 
check 
\ Newsday study of Nassau- 


Advertising Age, May 12, 1952 


Suffolk, L. 1, employment, docu- 
menting the 259,000 persons work- 
ing in these two counties by vari- 
ous classifications. 

No. 3318. The Geneva, N.Y.. 
Market. 

This Geneva Daily Times folder 
gives Geneva City market data, 
including retail sales by type of 
business. 


No. 3319. Characteristics of Read- 
ers and Non-Readers of the 
New York Mirror. 

An analysis of the New York 
Mirror’s metropolitan audience 
made by Alfred Politz Research, 
giving data on age, sex, occupa- 
tion, financial status, family status, 
educational levei, newspaper read- 
ing habits and buying habits. The 
sample used in the study included 
both readers and non-readers of 
the Mirror, and the results there- 
fore reveal the characteristics of 
the adult population of the New 
York area. 


No. 3421. WNEW Coverage Map 

A map of the coverage area of 
Station WNEW, New York City, 
with population and radio family 
figures. Published by John Blair 
& Co. 


No. 3422. Schenectady Market Da- 
ta. 

The Schenectady Union-Star of- 
fers a map of the Schenectady 
market area and population fig- 
ures, plus a chamber of commerce 
business barometer published in 
February. 


No. 3423. Daily Newspaper Cov- 
erage of the Syracuse Market 
This folder contains information 

on population, families, retail 

sales (food and drug) and whole- 
sale sales, plus a coverage map of 
the Syracuse daily newspapers. 

Published by the Syracuse Herald- 

Journal-American. 

No. 3424. Map of Buffalo and 

Eight Counties of Western New 

York. 

The Buffalo Courier-Express has 
published this map of Buffalo and 
its eight-county area in western 
New York, which shows cities, 
townships and villages over 1,000 
population. The population and 
number of families also are listed 


No. 3425. Location Analysis of New 
Passenger Car Sales. 

A Buffalo Courier-Express anal- 
ysis of the number of new cars de- 
livered in the four principal eco- 
nomic areas of Buffalo and its 
suburbs. 


NORTH CAROLINA 


No. 3320. Program Schedule 

Station WPTF. Raleigh, issues 
this program schedule monthly. 
It contains BMB daytime audience 
map. population, families, sales 
and income data, and the number 
of radio homes. 


No. 3321. An Inside Look. 

A folder published by the High 
Point Enterprise giving market 
figures of the city which is the 
home of four major furniture 
companies and 32 hosiery mills. 


No. 3322. Greensboro TV Market 
Data, 
A series of single data sheets 
giving the increase in general 


merchandise sales for the Greens- 
boro market for a 10-year period, 
a comparison of the city with three 
other southern TV markets and a 
county breakdown of market data 
for Greensboro in a 50-mile prim- 
ary radius, published by WFMY- 
TV 


No. 3323. Bright Spot of the Bright 
Leaf Belt. 
A folder {ssued by the Durham 
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Advertising Age, May 12, 1952 
Herald & Sun giving current U. S. 


history of the city, leading indus- 
tries and sources of buying power. 


No. 3324. Charlotte Observerland. 


A booklet describing Charlotte, 
newspaper coverage of 164 cities! 
and towns in a 36-county market) 
with maps of leading Carolina 
newspaper markets and retail “went 
statistics published by the Char- 
lotte Observer. 

| 
No. 3325. Facts About the Rich 

Growing Asheville Market. 

A folder published by the Ashe- 
ville Citizen & Times giving popu- 
lation, sales and buying income 
facts on the city’s 19-county mar- 
ket area. A leaflet describing test 
facilities in Asheville is attached. 


No. 3326. Up Go Drug Store Sales 
in the Growing Asheville Mar- 
ket. 

A folder listing statistics on drug 
store sales in Asheville with com- 
parative figures for five other 
North Carolina cities. Issued by 
the Citizen & Times. 


No. 3327. Asheville’s Growing Food 
Market. 


Percentage and sales figures for 
Asheville food stores and compara- 
tive figures for five other cities 
in a folder issued by the Citizen 
& Times. 


No. 3328. Raleigh, N. C., and the 

Golden Belt of the South. 

The Raleigh News and Observer 
has published this folder giving 
population, retail sales, farm in- 
come, buying power, principal 
cities for its market area of 33 
counties. 


No. 3329. 1951 Brand Preference 

Survey (Foods). 

An 1l-page summary of a sur- 
vey conducted by the Salisbury 
Post on food brand preferences. 
The report is based on question- 
naires circulated through public 
schools and gives preferences on 
70 items. | 


No. 3330. Winston-Salem Monthly 
Grocery Inventory. 

Sales of more than 500 grocery 
brand items, grouped into 50 prod- 
uct classifications, are reported 
monthly by the Winston-Salem 
Journal & Sentinel. Average units 
sold per store, total units sold, dis- 
tribution percentages and stock on 
hand in Forsyth County grocery 
stores are included. 


No. 3331. Know Our Market. 


! 

A series of nine market data re-| 
leases on the Winston-Salem mar- 
ket covering building, tobacco, 
postal receipts, bank resources and 
deposits, public utilities, merchan- 
dising available to advertisers, 
population, retail sales and income, 
issued by the Journal & Sentinel. 


No. 3332. Distribution and Sales 
Position Analysis of 500 Prod- 
ucts. 

A report prepared by the Win- 
ston-Salem Journal & Sentinel 
giving chain, independent, city 
and county distribution figures 
and sales position for about 500 
brand name items in Forsyth 


County. 


No. 3333. Frozen Food and Juice 

Distribution Analysis. 

An analysis of chain, indepen- | 
dent and percentage distribution 
of frozen foods and juices in Win- 
ston-Salem, prepared by the Jour- 
nal & Sentinel. Data also include 
types of equipment used by frozen 
food dealers and space allocated 
to such items in Forsyth County 
retail outlets. 


No. 3334, Retail Digest. 
A monthly report brought out} 
by the Winston-Salem Journal &| 


Sentinel giving trends and ideas! drug chains and independent stores their wholesale sources. This mate- based on information from the 
Census figures on the market, a of other markets on the retail sell- in Charlotte, N. C., plus a list of rial is prepared by Katz Agency Charlotte News 


ing level. 


No. 3335. Retail and Wholesale 
Sales in North Carolina. 

The Katz Agency has prepared 
these fact sheets listing the retail 
and wholesale sales for all counties 
and for 26 principal cities in North 
Carolina, based on Charlotte News 
| information. 


No. 3420. Observerland. 

This Charlotte Observer booklet 
contains information on popula- 
tion, families and retail food and 
drug sales and the newspaper’s 
coverage of the Charlotte market 
area. 

No. 3336. Grocery and Drug Dis- 
tribution Set-Up. 


These fact sheets list the number 
and the names of the grocery and 


Use the coupons 
in requesting data 


APPLETON 


with a 1950 US Census CITY ZONE POPULATION of 
83,277 is the No. 3 Markét in Wisconsin... Only Milwaukee 


1) 70% Dealer Tie-ins on Grocery Items. 2 Ate swe 
Dealer Contacts 3) Annual Coretende Buy / Study | 


The APPLETON POST-CRESCENT in 1951 
"15,637,552 neo 5) | 


any newspaper in the ‘state except the Milwou 
kee money — A testimony to effectiveness. 
Test it in APPLETON — for Details Write — Wire — Phone Collect 
— David Lindsey — General Advertising Department — 


McClatchy Newspapers 


THE SACRAMENTO BEE 


© like Glifornia | 
without the ff 


i Tew pa a emma 
. 1 
} 


It’s California’s inland market — 
with more buying power than San 
Francisco and Oakland combined.’ 
But don’t expect to cover it with 
San Francisco papers. Or with Los 
Angeles papers. You need the local 
papers that inland Californians 
read — The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. 


*Sales Management's 1952 Copyrighted Survey 


THE MODESTO BEE THE FRESNO BEE 
National Representatives .. . O'Mara & Ormsbee, Inc. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


OHIO 

No. 3138. Liquor Consumer Survey 

Results of 
vey of liquor 
mine if such purchasers know the 
type of liquor they just purchased 
Publishea Toledo Blade- 
Times 


an on-the-street sur- 
purchasers to deter- 


the 


No. 3139. Ohio's Best Beer Markets 
An analysis of the beer markets 


in Ohio's eight largest counties 
Shows beer imports by cases and 
per capita sales and lists all beer 


distributing outlets in Toledo. Pub- 
lished by the Toledo Blade-Times 
No, 3140. Try Toledo 
Contains data showing why To- 
ranks excellent test 
market. Published by the Toledo 
Blade-Times 


Testing 


ledo as an 


No. 3141. Toledo Monthly Grocery 


Inventory 
monthly 


A continuous inventory 


of grocery store items, going back 
to 1946. Covers 594 products rep- 
resenting 312 brands, 48 different 
grocery Classifications. Shows 
average iles per store, total sales 
of all stores, distribution, and total 
tock on hand. Published by the 
Toledo Blade-Time 
§ No. 3142. The Toledo Blade-Times 
Market Map 
\ large scale map showing de- 


nan ee ete nior N 


ee ee 


Serving the Nation 


Scope of the Industry 
Modern Eating Habits 
Geographical Distribution 


Breakdown of 
Food Field 


Institutional 


Micutes Saved mean Dollars 
Earned 


What of the Future? 


How much Food do 
Restaurants Buy? 


Mr. Smith Buys a Dishwasher 
How Do Restourants Buy 


Buying Channels 


etc, 


5 S. Wabash Ave., Chicago 3, II! 


Please send me oa copy of your 


dollar Restaurant Industry 
Nome 
Firm 


Street 


City 


r 
| 
i 
1 
i 
| 
i 
' 
i 
] 
] 
1 
A 
a 


| No 


AMERICAN RESTAURANT MAGATINE 


new Market Study on the 


tailed information total retail 
sales, food sales, general merchan- 
house furnishings sales, 
liquor 
trading 


on 


dise sales 
drug 
14-counts 


Sa les 


A lso 


store and 
area in- 


in a/ 


| 


cludes detailed population figures | 


and coverage figures by cities and 
counties. Published by 
Blade-Times 

No. 3143. The Toledo Sunday Blade 
Market Map 
Similar data 
related to the circulation 
Sunday Blade. Published 
Toledo Blade-Times 


to the but 
of the 


by the 


above, 


No. 3144. WHK Market Data 

A file folder containing data on 
population, radio homes, buying 
income, retail sales, ete., for the 
area covered by WHK, Cleveland, 
which published the folder 


3145. WBNS Fact Sheet 
A condensed data sheet for the 
market covered by WBNS, Colum- 


the Toledo | 


bus. Published by John Blair & Co. 
No. 3146. Columbus Dispatch-Ohio 

State Journal 1952 Consumer 

Analysis 

Detailed data on the results of | 
the annual study of distribution, 
use and preference of a wide vari- 
ety of products, giving data on 
users and non-users by types of 
products and individual brands. | 


Published by 
nal 


the Ohio State Jour- 
ind the Columbus Dispatch 


3147 
Beer 


Survey 


of 


Contin 
and Ale 

Made three times 
survey shows distribution of all 
brands of beer and ale and the 
relative sales position of each in 
the Sidney city zone. Published by 
the Sidney Daily News 


itr q 
Distributior 


annually, the 


No. 3148. New Car Sales in Shelby 
County. 

A monthly report new 
registration figures for the county, 
by brands, with a quarterly recap 
Published by the Daily 
News 


on car 


Sidney 


No. 3150. Retail Food Sales 

A four-page folder giving a re- 
sume of retail food in the 
Springfield market in comparison 
with total retail Published 
by Springfield Newspapers Inc 


sales 


sales 


No. 3151. Buy It at Your Stop 

A kit of material published by 
Mitchell, McCandless & 
Cleveland, with basic 
and information on the “buy it 
your stop” advertising plan 


at 


No. 3152. Advertising in Lorain. 


A four-page folder giving basic | 


data on population, income, retail 
sales, etc., of the Lorain market. 


| Published by the Lorain Journal 


and Times Herald 


No. 3153. What Kind of People Are 
Your Customers? 
A four-page folder analyzing 
the population of the Lorain mar- 
ket area in terms of income, em- 


ployment and occupational data, 


Never before Available! 


NEW Market Facts for Advertising 


Sales and Marketing Executives 


NEW information- 


Market Analysis 


of the 10 Billion Dollar 
Restaurant Industry 


new market facts you've never had before! 


Here's everything you need to know to accurately determine the 


sales potentials for your product in the restaurant field—now 


the third largest retail industry 


You will learn that 


restaurants get 


7¢ 


of every consumer 


dollar, and 17¢ of every out-of-town visitor's dollar. And, there's 


one restaurant for every 704 persons. Here are maps, charts, 


graphs and tables to give you a quick picture of every segment 


of the industry 


where the 220,394 restaurants are located, 


what they buy, how and from whom 


These and many other interesting facts about the Restaurant 


How You can Reach this Market 


industry are contained in this NEW 32-page file-size market 


study. Mail the coupon for your FREE copy 


USE COUPON TO GET YOUR COPY 


S_ @2SG GBS S28 G28 e288 @82G2G2 8828888825 


10 billion 


State 


Lease ee ee eee oe 


quality pcid Circulation 


in reader interest 
in Service to the Industry 
FIRST in Advertising Volume 


LOWEST COST per thousand 


Klaus, | 
market data 


2) of eae 


Published by the 
ind Times Herald. 


sales, etc 
Journal 


retail 
Lorain 


No. 3154. WERE Coverage Map and 
Market Data. 
A data sheet containing data on 
population, retail sales, etc., as 
well as a coverage map. Published 


by WERE, Cleveland 
No. 3155. Beer and Ale in Cleve- 
land. 


A complete analysis of the dis- 
tribution of beer and ale by types 
of outlets and by brands in the 
Cleveland area. Published by the, 
Cleveland Press. Based on per-| 
1,000 of the 4,194} 
metropolitan Cleveland outlets | 
licensed to sell malt beverages at} 
retail | 


sonal calls to 


No. 3156. Sixteenth Annual Analy- 
sis of Ohio Liquor Sales—Full | 
Year 1950 
This exhaustive analysis covers 

dollar sales by county, district and 

state, and gallon sales by types, 
district and state, as well as by 
individual brands. The seventeenth 
annual analysis, for the full year 
1951, is now in process of produc- 


tion. Published by the Cleveland 
Press 
No. 3157. Twelfth Cleveland Home 


Inventory 

This extensive research project, 
covering an inventory of a 
lected sample of Cleveland homes, 
reports consumer habits and brand 
preferences by economic quarters 
on groceries, toiletries, appliances 
and automotive. The project is 
conducted every three years, and} 
the current report covers data for 
October, 1950. Published by the 
Cleveland Press 


se- 


No. 3158. Fourth Cleveland Con- 


sumer Panel Report 


The fourth annual report, cov- 
ering the period from October 1950 
through September 1951, of a fixed 


sample of 500 typical Cuyahoga 
County families, giving monthly 
details of purchase of selected 


grocery product classifications and 
brands. Published by Cleve- 
land Press 


the 


N 


». 3149. Continuing Grocery Sur- 
vey—A Guide to Distribution 
and Brand Preferences in Sid- 


lroll days of week and month 


Advertising Age, May 12, 1952 


relative sales position of brands, 


based on a city zone panel com- 
posed of advertising retail food 
stores. Published by the Sidney 


Daily News. 
No. 3159. Cincinnati Expansion 
Spirals to an All-Time High. 

An eight-page brochure which 
gives an over-all picture of all 
types of construction in the Cin- 
cinnati area, compares 1951 in- 
dustrial expansion with that of 
the previous decade, and includes 
manufacturing, retail, wholesale 
and service trades statistics. Pub- 
lished by the Cincinnati Times- 
Star 


No. 3160. Times-Star Payroll Poll 


of Greater Cincinnati Manu- 
facturers—1952. 
Summary of a survey of 303 


manufacturers, showing number of 
employes, total payrolls, and pay- 
A 
monthly calendar of daily payrolls 
and holidays is included. Published 
by the Cincinnati Times-Star 
No. 3161. The Metropolitan Cin- 
cinnati Market 

A four-page file folder giving 
general and detailed facts about 
the three-county metropolitan Cin- 
cinnati area, including population, 
transportation facilities, industry 
and commerce, business indices for 
1950, and retail trade. Also in- 
cludes principal cities and towns 
in the area. Published by the Cin- 
cinnati Times-Star. 


No. 3162. A Few Facts About the 

Columbus Market. 

A single data sheet giving basic 
marketing and economic informa- 
tion on Columbus and Franklin 
County. Published by WBNS-TV, 
Columbus 


No. 3163. Bellaire, O. 


A folder giving brief market and 
other information about Bellaire, 
O., issued by the Bellaire Board 
of Trade and available through 
WTRF, Bellaire 


No. 3164. 95,430 Good Reasons 

A data sheet giving population 
and effective buying income of 
eastern Ohio’s segment of the 
Wheeling metropolitan market. 
Published by WTRF, Bellaire, O. 


ney, O. 
A survey of the distribution of No. 3165. Zanesville Trade Area 
selected food classifications and A four-page basic data folder on 
Soteall 
(a5) 
N a 
/ 
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ROCKFORD HOME OWNERSHIP 


ONE OF HIGHE 
The majority of Rockford 


ST IN NATION 


people own their homes, 


in fact, home ownership reaches the very high 
percentage of 74.1...one of the highest percent- 
ages in the nation... national average 51%. Proof 


of a solid, stable people. 


126,876 Sir sine 


A. 8. C. RETA 
TRADING IONE 


403,500 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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ldvertising Age, May 12, 1952 
the Zanesville market, published 
by the Zanesville Times Recorder 
ind Signal 

No. 3166. Akron Beacon Journal 
Retail Trading Area. 

A map covering the Akron Bea- 
Journal retail trading area, 
showing cities, townships and 
county lines, as well as greater 
Akron, city zone, and the entire 
retail trading zone 


con 


No. 3167. Dayton, O., Today 

A pictorial brochure filled with 
Statistics on industry in Dayton, 
employment over the years, sal- 
aries, sales, etc. Published by the 


Dayton Daily News and Journal, 


Herald. 


No. 3168. Defiance, O.—Central 
Market of the Maumee Valley. 
A four-page folder giving basic 
data on the Defiance area, popu- 
lation, sales, ete. Published by 
Ralph R. Mulligan, New York. 


No. 3169. 1952 Market Data Map. 

A map showing the 12-county 
Columbus retail trading area. In- 
cludes families per county, popu- 
lation, effective buying income, 
estimated retail sales, etc. Pub- 
lished by the Columbus Dispatch 
No. 3170. 1952 Consumer Analysis 
Columbus, O. 

A 150-page printed book giving 
results of a 2.8% market survey 
sample of the buying habits, brand 
preferences and trends in the 12- 
county Columbus retail trading 
area. Published by the Columbus 
Dispatch and Ohio State Journal. 


No. 3426. Monthly Retail Planning 

Calendar 

The Cincinnati Enquirer pub- 
lishes a monthly retail planning 
calendar which includes Neustadt 
figures for Cincinnati, a nine-city 
comparison, Federal Reserve sales 
indexes and retail sales planning 
chart 
No. 3427. Those 15 Tumultuous 

Years. 

A chronological review and sum- 
mary of Cincinnati industrial pay- 
rolls and employment since 1938, 
based on annual Cincinnati Times- 
Star payrolls surveys. The review 
shows 15-year trends in employ- 
ment and individual and total in- 
come. Other income, sales and ex- 
pansion figures, interrelated with 
industrial statistics, show Cincin- 
nati’s market growth since 1938. 
No. 3428. Responsive Readership 

Market data for the northeastern 
Ohio area covered by Associated 
Publications: Canton Economist, 
Stark County Times and Farm & 
Dairy. 


No. 3171. Economic-Marketing Map 

of Columbus 

A 22x34” map printed in black 
and two colors showing streets, 
principal shopping areas, census 
tracts, population distribution, eco- 
nomic groups by tracts and rental 
values, and listing the number and 
kind of stores in each principal 
shopping area. Published by the 
Columbus Dispatch 


No. 3172. 1951 vs. 1950 Sales Com- 
parison of Types of Liquor for 
the State of Ohio. 

A report which shows the num- 
ber of cases of liquor sold in Ohio, 
by types, and the gain or loss over 
the previous year. Published by 
the Cleveland Plain Dealer 


3173. Food Facts and Figures 
in the Compact Cleveland Mar- 
ket. 

A detailed set of facts and fig- 
ures on how food moves to the re- 
tailer and consumer in the Cleve- 
land market. Includes lists of 
wholesalers, chains, brokers, man- 
ufacturers’ representatives, etc. 


No 


Published by the Cleveiind Plain 


Dealer 


No. 3174. Employed Hourly Work- 
ers in Cuyahoga County. 
A report showing the number of 
employes in industrial plants in 
Cleveland, average wage, weekly 


payroll and employment index. 
Published by the Cleveland Plain 
Dealer. 


No, 3175. New Car Sales in, A.B.C. 

Cleveland. 

A report issued every six months 
showing new car sales ty makes 
and horsepower by 27 economic 
areas of Cleveland. Published by 
the Cleveland Plain Dealer. 


No. 3176. Salient Facts and Fig- 
ures. 

A four-page file folder listing 30 
counties in the Cleveland area with 
retail sales, wages paid to average 
number of workers, farm income 


and effective buying income by 
each county. Published by the 
| Cleveland Plain Dealer. 


No. 3177. The Compact Cleveland 
Market. 

An outline of the Cleveland mar- 
ket, with maps and data on gen- 
eral statistics, retail sales volume 
by counties, relative purchasing 
properties of the respective eco- 
nomic groups, and circulation and 
coverage data. Published by the 
Cleveland Plain Dealer 


No. 3178. Market Data Book 

A spiral-bound book containing 
Cincinnati market data including 
population, dwelling units, total 
retail sales and sales of food, gen- 
eral merchandise, apparel, furni- 
ture, and appliances. Based on the 
preliminary 1950 census, with a 
new book on the final census fig- 
ures now in preparation. Published 
by the Cincinnati Enquirer 


No. 3183. Consumer Survey of Pur- 
chases in the WLW. Cincinnati, 
Area 

Separate brochures, by product, 
carry the results of a consumer 
survey of purchases by Crosley 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Broadcasting Corp. in the 
WLW, 


state 


four- 


Cincinnati, area, 


showing brands bought by rural- 


urban, age and income groups, and 
by major marketing § districts 
Products covered are: oleomargat 


The record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY. 
ee eee 


Summer 


‘BOOM STATE 


, | SEITE tremendous impact of Station WGY 


on an enlarged summer-time audience is 


ably demonstrated by one of WGY’s sponsors— 


the Catskill Game 


Farm. In 1951, this or- 


ganization abandoned its advertising schedule 


in newspapers and other radio stations to use 


WGY exclusively. 


Through spot announce- 


ments in the morning and night-time stations 


breaks, the result was a 250 percent increase 


in attendance. 


Reaching all, the summer resorts in the 


Adirondack, Catskill and Berkshire Mountains 


and Vermont, sales messages carried by WGY 


also reach the many tourists and vacationers 


in Saratoga Springs, Lake George, 


]Lake 


Champlain and Couperstown, New York. 


The WGY area is surely one of America’s 


foremost vacation areas. 


Motorists visiting “WGY-Land” learn the 


station’s location on the dial through seven 


striking, colorful 8 x 24’ Scotchlite billboards 


which are located on the major trathe arteries 


leading into the WGY area. 


You can realize outstanding results by do- 


ing your summer selling on Station WGY., 


Represented by 
NBC Spot Sales 


A GENERAL ELECTRIC STATION * 
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product Cleveland, and the market it 
7 | serves 
No. 3184. WGAR Auto Study 

No, 3181. TV Saturation Differ- 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


ine, frozen foods, cigarets and 
smoking tobacco, dog food, soaps, | 
detergents, cleansers and sham- 
poos, baby foods, starch, all-pur- 
pose flour, bluings and bleaches, 
headache remedies, home perma- 
nent wave kits, prepared cake mix, 
gasoline, coffee, instant and regu- 
lar, and cereal. List requests by 


time automobile radio listening 
audience (7 a.m. to 7 p.m.) in the 
greater Cleveland area 
3185. WGAR Current Data 
Presentation. 
To date this folder contains 30 
pages of information on WGAR, 


No. 


Results of a study made by ; 
WGAR Broadcasting Co. in Cleve- ences Within TV Areas. 

This Crosley Broadcasting Corp 
study shows how TV set satura- 
tion declines with distance from 
the TV station, based on a survey 
of set ownership at different levels 
of signal strength out to distances 
70 miles from TV stations. (Test 
area used was Cincinnati, Dayton 
and Columbus markets.) The study 
also provides a basis for set owner- 


SCREEN PROCESSED, 25 to 300... 


. ~~ J! f , ”» 4, 


More Merchant Spénd More $ 
On WREN it-Topeka 


Sure you've got to create the buyers . . . but smart 
advertisers know the middleman is an important 
plus factor. When local merchants spend more money 
on WREN, it means they're getting results. And the 
same medium which brings customers to their store 
will sell your product from their shelves. So don't 
overlook the fact that your retail outlets have a 
favorite station too. If you advertise on WREN, these 
merchants load their shelves and get ready to help 
push it. It's just one more reason national buyers 
are switching to WREN in Topeka. 


More Listeners for More Hours 
than any other Station in Topeka 


* Lowest per listener cost 


* Greatest public acceptance by a metropolitan 
population 


* A powerful signal to wealthy eastern Kansas 
farm folk 


5000 WATTS 


land to determine the total day-| 


ship estimates by counties or for ian, this folder contains illustrated 
specific cities within TV areas. maps of Oregon and southwestern 
Graphically illustrated Washington counties and shows the 
extent of daily and Sunday news- 
No. 3182. TV Market Data and paper family coverages. County 
Coverage Maps. breakdowns by population, fam- 
| Market data for the Cincinnati, ilies, retail sales, auto registrations 
Dayton and Columbus TV areas, and newspaper circulations are in- 
| including population, families, in- | “44. 
comes, number of stores and sales 
for all major categories. Published 
by the research department of 
Crosley Broadcasting Corp 


3346. Sales Facts About the 
Families Who Buy Your Prod- 
ucts,in Oregon. 


No. 


One| Portland Oregonian indicating 
; |family sizes, ages of household 
| heads, number of children, num- 
| ber of adults, occupations, incomes 
| and assets in booklet form. 


No. 3179. One Liquor Market 

Coverage, One Cost. 

A four-page folder showing the 
liquor districts in the Cleveland 
area and the dollar volume by 
counties. Published by the Cleve- 


land Plain Dealer 3347. Here's 


Families Buy 
Store Products. 
No. 3180. Beer Buying Habits in| Another study by the Portland 
Cincinnati and Columbus, O | Oregonian eiekahe gives on a single 
A Crosley Broadcasting Corp. re-| sheet a breakdown by counties of 
search department survey con-| Oregon and southwestern Wash- 
ducted in Cincinnati and Columbus ington and by numbers of families 
on beer purchases for home use,} and food stores. Retail food sales, 
including information on place of family food sales, average store 
purchase, brand bought, who buys volumes, and newspaper circula- 
the beer, who drinks it and who tion figures are covered. 
decides upon brand bought. Re- 
sults of the survey in each city is 
under separate cover 


No. Where Oregon 


Your Grocery 


No. 3348. Four Fifths 
Spells Sale. 

A folder issued by the Salem 
Capital Journal covering drug, fur- 
niture, food, automotive and total 
retail sales in the Oregon capital. 


of Salem 


OKLAHOMA 


No. 3337. In Oklahoma They Make 
Millions by Going in the Hole. 
A review of the oil industry in 
Oklahoma and its economic effect 
on the state, published by the Daily 


No, 3349. The KERG Story. 
A detailed brochure put out by 
Station KERG, Eugene, and giving 


Times reviewing new sources of| A map of Eugene, Ore., and the 


A report on a survey by the) 


Oklahoman and Oklahoma City} coverage maps, program informa- 
Times, tion, promotion services of the 
station, sales statistics for the city 
No. 3338. Good News from the} and Lane County. 
Grass Roots. 
A folder issued by the Daily| No. 3374. Map of Eugene Metro-| 
Oklahoman and Oklahoma City politan Area. 


Advertising Age, May 12, 1952 


each county and each of the 12 
metropolitan areas. Published by 
the Pennsylvania Newspaper Pub- 
lishers’ Assn. 


No. 3190. Coverage Map. 

This folder is a coverage map of 
WCAU-TV, Philadelphia, with 
market data on population, food 
and drug sales. 


No. 3191. What's Happening to 
Philadelphia. 

An analysis of Philadelphia’s in- 
dustrial expansion program, in- 
cluding a map showing locations 
of principal plants in the Phila- 
'delphia area and amounts of money 
| being spent by concerns in expand- 

ing producing facilities. 


No. 3192. Leading Manufacturers 
in the Philadelphia Retail Trad- 
ing Area. 

An alphabetical listing of lead- 
ing manufacturers in the 14 coun- 
ties of the Philadelphia retail 
trading area. Practically all com- 
panies listed employ 500 or more 
persons. Published by the Phila- 
delphia Inquirer. 


No. 3193. Beer and Ale Distribu- 
tion and Leading Brands in the 
City of Philadelphia. 

This mimeographed pamphlet 
gives the results of a distribution 
survey among malt beverage dis- 
tributors and retailers made for 
the Philadelphia Inquirer by an 
independent marketing research 
organization. 


No, 3194. Grocery Stores and Sales 
in the Philadelphia ABC Retail 
Trading Area. 

A mimeographed, single-sheet 
research report on the number of 
stores and sales for grocery stures 
without fresh meat and with fresh 
|meat; number and sales for all 
| grocery stores, and average sales 


wealth in the state, development of 
new industries, new gas and oil 
fields and new vacation areas. 


No. 3339. Oklahoma City—Target 
for $3 Millions Every Other 
Friday. 

The Daily Oklahoman and Okla- 
homa City Times has this folder 
which describes Tinker Air Force 
base, Oklahoma's largest single 
payroll, and briefly outlines impor- 
tant industrial developments in 
Oklahoma City during the past five 
years. 


No. 3340. Facts About 

the Magic Empire. 

A six-page folder giving popu- 
lation, sales in various business 
classifications, a list of principal 
retail and wholesale outlets in drug 
and grocery classifications, issued 
by the Tulsa World-Tribune 


Tulsa and 


No. 3341. WKY Market Facts 

A folder published by Station 
WKY, Oklahoma City, giving day 
and nighttime BMB levels, to- 
gether with number of radio fam- 
ilies, population, food and drug 
sales, automotive sales and gross 
farm income in the area. 


No. 3342. Our New Baby. 

Farm & Ranch World, monthly 
color magazine distributed by the 
Tulsa Sunday World, has published 
this folder giving farm facts about 
eastern Oklahoma 


ABC 
TOPEKA, KANSAS 


REPRESENTED NATIONALLY BY WEED & CO. f 


No. 3343. Basic Market Data 
lahoma City. 

Station KOMA, Oklahoma City, 
has available a folder giving the 
city’s national rank in 14 major re- 
tail categories, illustrates KOMA’s 
share of the market based on BMB 
ratings, defines the city’s trading 


Ok- 


| area graphically, and lists state re- 


tail sales in nine categories. 


OREGON 


No. 3345. How to Measure Big 
Market Coverage in Oregon. 


Issued by the Portland Oregon- 


immediate trading area, plus data/ per store for the 14 counties in 
on population, sales, income, etc. | the area. Figures listed by counties. 
Published by the Eugene Register| Published by the Philadelphia In- 
Guard. quirer. 


No. 3195. Analysis of Grocery Store 
Sales in Philadelphia’s 20 Com- 
munity Business Areas. 

Published by the Philadelphia 

Inquirer, this single-sheet, mim- 

eographed report lists number and 

|sales of grocery stores; sales per 
| store; households per store; gro- 
|cery store sales per family for the 

20 community business areas in 

Philadelphia. Prepared from a 

special report by the U. S. Bureau 

of the Census and the Philadelphia 
| Area Census Committee. 


PENNSYLVANIA 
No. 3186. Metropolitan York Mar- 
ket of Pennsylvania. 

This four-sheet folder traces the 
effect of decentralization of popu- 
lation and retail trade from York 
City to the outside areas of York 
County. Includes retail sales, food 
stores, automotive and gasoline 
service stations data. Published by 
Ralph R. Mulligan, publishers’ rep- 
resentative. 


No. 3187. The Easton Express: The 
Only Medium Covering the 
Easton, Pa.-Phillipsburg, N. J., 
Market. | 
This booklet contains market 

data on the eastern half of the 

Allentown-Bethlehem-Easton met- 

ropolitan area and includes a cir- 


= ; from official reports of the Penn- 
culation map with complete break |sylvania Liquor Control Board. 


down of circulations and a street bial : , we = 
map with 1950 Census figures tome. by the Philadelphia In 


city and retail trading zones. Pub- | 
lished by the Easton Express. 


No. 3196. Pennsylvania Liquor 
Facts—1st of a series. 

A breakdown of population, 
liquor stores and liquor sales in 
Pennsylvania by sales division and 
by county. All sales statistics are 


No. 3197. Pennsylvania Liquor 
Facts—2nd of a series. 

A report of the 45 best selling 
whiskies in Pennsylvania during 
1950, with 1949 comparisons. Pub- 
lished by the Philadelphia Inquirer. 


No. 3188. Philadelphia Automotive 
Facts: Series 13-17. 

These five booklets cover new 
passenger car sales in Philadel- 
phia’s 20 community business areas 
and in the 14 counties of the Phila- 
delphia retail trading area. No. 13, 
first in the series (published 
March, 1951) covers the year 1950 
with 1949 comparisons. Nos. 14 
(May, 1951); 15 (August, 1951) 
and 16 (December, 1951) cover the 
first three, six and nine months of 
1951, with 1950 comparisons. No. 17 
covers 1951 and 1950 sales. Pub- 
lished by the Philadelphia In- 
quirer. 


No. 3198. Pennsylvania Liquor 


Facts—3rd of a series. 

Covers sales by type of all prod- 
ucts sold by the Pennsylvania 
Liquor Control Board. Published 
by the Philadelphia Inquirer. 
No. 3199. Pennsylvania Liquor 
Facts—4th of a series. 

A comparison of Pennsylvania 
Liquor Control Board sales at 
wholesale (to retail licensees) and 
at retail (to the general public), 
indicating the relative importance 
of the consumption of distilled 
spirits and wines in restaurants, 
hotels and cafes as contrasted to 
the volume of purchases for home 
consumption. Published by the 
Philadeiphia Inquirer. 


No, 3189. Pennsylvania Newspa- 
per Directory and Advertising 
Rate Guide. 

The center spread in this book- 
let is a map of Pennsylvania with 
pertinent market data. In addition, 
the book carries market data for 
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No. 3200. Pennsylvania 
Facts—5th of a series. 
A report of the 45 best selling 
whiskies in Pennsylvania during 
the first six months of 1951, with 
1950 comparison. Published by the 
Philadelphia Inquirer. 


Liquor 


No. 3201. Pennsylvania 
Facts—6th of a series. 
A report of the 45 best selling 
whiskies in Pennsylvania during 
1951, with 1950 comparisons. Pub- 
lished by the Philadelphia Inquir- 
eT. 


Liquor 


No. 3202. The Rich 
Negro Market. 
A 12-page brochure devoted to 
Philadelphia’s growing Negro mar- 
ket, 450,000 persons or 12.3% of 
the area’s total population. In- 
cludes buying power, income, oc- 
cupations, brand preferences, home 
ownership, children, living condi- 
tions and radio listening habits. 
Issued by WDAS, Philadelphia 


Philadelphia 


No. 3203. 1950 Wine Sales in 
Pennsylvania (Annual Report). 
This annual report, put out each 
May, gives an analysis of wine 
sales by types and by districts in 
Pennsylvania. Published by the 
Pittsburgh Press. 


No. 3204. Coverage Map 

Issued by WKBO, Harrisburg, 
the map includes population, re- 
tail sales, per capita income, etc. 


No. 3205. Population, Families, Re- 
tail Trade, Wholesale Trade, 
Manufacturing and Service 
Trades in the 14-County Phila- 
delphia Market. 

A series of single sheets and 
folders covering data on population 
and families; stores and retail sales 
volume; apparel; automotive; drug; 


eating and drinking; food; furni-| 


appli- 
stations; 


ture—home furnishings; 
ances; gasoline service 
general merchandise; lumber; 
building; hardware, and others. 
Published by the Philadelphia Bul- 
letin 


No. 3206. Area Circulation Map. 

A map showing total coverage 
and population and trading area 
data. Published by Johnstown 
Tribune Publishing Co 


No. 3207. Market Data for Reading, 
Pa. 

A series of six single sheets with 
facts supplied from Standard Rate 
and Data, Consumers Market Re- 
search, plus material supplied at 
the local level by banks, post of- 
fice, telephone company, etc. Pub- 
lished by Hawley Broadcasting Co., 
Reading, Pa 


No. 3208. Market Data Sheets and 
Distribution Map. 

A collection of 21 mimeographed 
sheets and a distribution map giv- 
ing population, wholesale and re- 
tail trade and other pertinent data 
in the Bethlehem area. Published 
by the Bethlehem Globe-Times 


No. 3209. Scranton Today. 

This booklet gives data on plant 
expansion and new plants, em- 
ployment and population and fi- 
nancial statistics. Published by the 
Scranton Times. 


No. 3210. Coverage Map 

Map of WFBG coverage area 
with data on population, house- 
holds, food stores, apparel stores, 
etc. Published by WFBG, Altoona, 
Pa 


No. 3211. Coverage Map 

Coverage map with summary of 
market data on population, homes, 
sales and manufacturing. Pub- 
lished by WSCR, Scranton. 


No. 3212. Coverage Map. 

Map with pertinent market data 
including population figures and 
radio homes, sales figures, manu- 
facturers and farm data. Put out 
by WBRE, Wilkes-Barre. 


No. 3429. Geographic Locations— 
KYW Feature Drug Stores. 

A map showing the Philadelphia 
metropolitan area and the satura- 
tion of KYW feature drug stores 
in which merchandising work is 
done. Published by Station KYW, 
Philadelphia. 


No. 3430. KYW Farm Hour 

Station KYW, Philadelphia, has 
issued this folder containing in- 
formation on the farm market for 
51 counties in eastern Pennsylva- 
nia, southern New Jersey and Del- 
aware. 


No. 3213. 1950 Allegheny County 
New Passenger and Commercial 
Car Sales. 

Published annually in May by 
the Pittsburgh Press, Gives annual 
analysis of new passenger and 
commercial car sales in the Pitts- 
burgh market 


No. 3431. KYW Starting Time Sur- 
vey. 

A summary of the specific times 

when 165,000 production workers 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


— 


Address 


City & Zone.. 


t+—+— 


Title 


. . State 


in 


the Philadelphia 


metropolitan 6 a.m 
area report on their jobs between companies 


and 9 a.m 


and their 


It also lists 113 starting times. 


individual KYW. 


EVERYBODY READS THE COMICS—even 
the printers. HUBER NEWS tells how 
high-speed presses run off the comics. 


PROOF STAGE fur Life in America 
tory. HUBER NEWS shows how Life in America was printed; 
includes actual 32-page picture-and-text section on sports 


prize-winning social his- 


HOW THEY PRINT “All The News That's 
Fit To Print” HUBER NEWS tells how 
The New York Times is put to bed daily. 


if your business involves PRINTING 


you will want to read this... 


What do you print? Magazines...newspapers...cata- 
logs...comics...packages...books? There are inter- 
esting, behind-the-scenes stories on all these in this 
special “Ink Issue” of HUBER NEWsS—one of the larg- 
est house magazines ever published. There are 56 
pages...more than 100 photographs and art repro- 
ductions...a 32-page section from the prize-winning 
book Life in America. Whether you are advertiser or 
agency —printer or publisher—you'll want to read 
HUBER NEWS. Write for your free copy today. 


J. M. HUBER CORPORATION 
DIVISION 
620 62nd Street, Brooklyn 20, N. Y. 


Plants: Bayonne, New Jersey 
Brooklyn, New York 


Sales Offices: Baston - 


HUBER PRODUCTS IN USE SINCE 1780 


“a 


ener So eae 


. 


+ Borger, Texas + 


NO CHICKEN FEED—Printing multi-wall feed bags 


is big business—but a little talked-of phase of 
printing. Write for free copy of HUBER NEWS. 


Boston, Massachusetts 
East St. Lovis, Illinois + McCook, Iilinois 
Brooklyn + Chicago + New York + East St. Louis, Ill. 


4 


—-S."'s 


4 


NE IT TLE TTE SE ITT Is 
THE WORLD’S LARGEST FLEET OF INK TRUCKS and how it operates, Is described on page 
sixteen of the special “Ink Issue” of HUBER NEWS (see offer above). Also featured in 
this issue are L. L. Bean's famous sportsman’s catalog; and other interesting stories. 


Issued by Station 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3214. Liquor Sales in Penn- 
sylvania 
Semi-annual report issued by 


the Pittsburgh Press every April 
and October. Gives an analysis of 
liquor sales in Pennsylvania 


No. 3215. WWSW Fact Sheet 

A condensed data sheet on the 
market served by WWSW, Pitts- 
burgh. Published by John Blair & 
Co 


No. 3373. 1952 Circulation Analysis 
Besides circulation figures, this 
Philadelphia Inquirer report offers 
1950-1940 population statistics and 
retail sales data for Philadelphia’s 
20 community business areas. 


RHODE ISLAND 


No. 3222. Journal-Bulletin Al- 
manac 
This 312-page reference book 


published by the Providence Jour- 
nal-Bulletin this year includes 
business and financial data on the 
state, wholesale and retail trade 
data and a complete business di- 
rectory of the state. Price 40¢. 


1951 Buying Power 
Nearly Ninety Million, 
Annually 
A Key NEWSPAPER 


IN A Key MARKET 


(Fond du Lac County) 


1940 Population 62,353 
1950 Population 65,800 
1940 Retail Sales $21,648,000 
1951 Retail Sales $79,650,000 
1940 Circulation 13,700 ABC 
1950 Circulation 16,849 ABC 


Fond du Lac Daily 
Commonwealth 
Reporter 


ROLAND MARTIN, General Adv 
A. H. SCHROEDER, Retail Adv 


Mar 
Ow 
For complete market facts and rotes, ask 


SMALL, BREWER & KENT, INC 
New York. Chicago, Boston 


WISCONSIN NEWSPAPER MARKETS 
Milwaukee 


SOUTH DAKOTA 

3217. Business Survey and 
Market Guide 

The market survey of the Rapid 
City area is departmentalized for 


No 


population, business statistics, 
building and carries a 24-year sta- 
tistical chart and a listing of 


wholesale outlets. Published by the 
Rapid City Journal. 


No. 3218. The Huron Region. 

This descriptive, brochure pre- 
pared from statistics compiled by 
the South Dakota Natural Re- 
sources Commission covers popu- 
lation, income, payrolls for com- 
merce and industry, retail sales 
data and details on market proxi- 
mity and living conditions. Issued 
by the Huron Plainsman. 


No. 3219. Aberdeen, S. D.’s Quality 
Market. 


A four-page folder which offers | 


detailed information on the Aber- 
deen market. Information includes 
population, retail sales, number of 
farms, farm income and _ sales 
indices. The fourth page of the 
folder describes the Missouri River 
development program. Published 
by the Aberdeen American-News. 


No. 3220. Market and Media Data 
for Sioux Falls, S. D. 


A four-page pamphlet with tab- 


showing the mail 
strength and BMB audience area, 
|plus population and purchasing 
data. 


area, 


No. 3224. Memphis Market Map. 

The research department of the 
Memphis Publishing Co. has pre- 
pared this map of the Memphis 
market area, which shows trans- 
portation facility routes and the 
principal market cities. The map 
also covers information on popula- 
tion, retail sales, effective buying 
income and newspaper coverage of 
the Memphis market counties. 

No. 3225. Memphis—One of the 
Fastest Growing Cities in the 
Nation. 

This Memphis Publishing Co. 
folder emphasizes the industrial, 
|business and population growth 
|(Dun & Bradstreet figures) of 
Memphis over a period of ten years 
1940-1950. 


No. 3226. Memphis Consumer Pa- 
nel Study. 

Report No. 13, in the series of 
consumer panel reports (covering 
jthe first six months of 1951), is 
javailable from the Memphis Pub- 
lishing Co. (Commercial Appeal 
and Press-Scimitar). Three sec- 
tions are available—drug, selected 
grocery and retail store. 


| 
| 
} 
| 
| 
| 
} 


No. 3227. Memphis Consumer Pa- 
nel Study. 

| Report No. 14, prepared by the 

|Memphis Publishing Co., covering 


| 
| 


ulation of city and ABC trading|the last six months of 1951. Three 
zone data on population, buying sections are available—drug, gro- 
power, retail and wholesale outlets | cery and clothing house-furnish- 
and other statistic. Includes a map| ings. 

of the ABC trading zone and of | 

South Dakota. Published by the|No. 3228. Grocery Distribution in 
Sioux Falls Argus-Leader. | Knoxville. 


No. 3221 
Data 


This sheet published by WNAX, 


Big Aggie Land Market 


Yankton, S. D., shows the number |the study, all classes of grocery | 


The Knoxville News-Sentinel has 
jmade available reports of beth its 
/1951 and 1952 grocery shelf survey 
of brands in 62 classifications. In 


and Nashville is in the Center 
of It! 

Data on the $150,000,000 air re- 
search center 60 miles from Nash- 
ville, which represents an annual 
operating cost of over $10,000,000, 
prepared by the Nashville Tennes- 
sean and Banner. 


No. 3231. What Do You Want To 
Know About the Nashville and 
Middle Tennessee Market? 

A market data folder, prepared 
by the Nashville Tennessean and 
Banner, containing complete data 
on population, retail sales, farm 
income, buying power, manufac- 
turing and distribution, gas con- 
sumption, building permits, elec- 
tric power, bank deposits, etc. 


No. 3232. Grocery Distribution in 
Knoxville, Tenn. 


This booklet, published by the | 


general advertising department of 
the Knorville News-Sentinel, pro- 
vides a current picture of the dis- 
tribution of over 60 different clas- 
sifications of grocery products in 
the Knoxville market, giving per- 
centage of distribution by brand 
|names. 

| 


TEXAS 
No. 3233. Study of the Dog Popu- 
lation in Greater Dallas. 

This is the result of a study 
conducted by personal interview 
for the Dallas Morning News and 
WFAA and WFAA-TYV, to deter- 
mine the number of families own- 
ing dogs, the number owned, 
breeds, whether registered, vac- 
cinated, licensed, who feeds them, 
|what types and brands of foods, 
|accessories and medicinals, veteri- 
jnarian and boarding services, etc., 
in greater Dallas. 


| No. 3234. Beaumont, Texas, Market 
Data. 
Beaumont Enterprise and Jour- 


of farms, cash farm income and /|stores are broken down to repre- nal have issued this Beaumont 


the number of wheel tractors, 
trucks, automobiles, grain com- 
bines, corn. pickers, electricity, 
electric water pumps and home 
freezers in the station's BMB- 
County area. 


TENNESSEE 
No. 3223. WDIA Program Sched- 
ule, Market and Coverage Data. 


This WDIA, Memphis, folder, 
which emphasizes the Memphis 
Negro market, contains a map 


|sent the percentage of the entire 
jnumber of stores in Knoxville 
|\Specify the year of the report 
wanted. 


No. 3229. 733,158 People Live With- 


in the Knoxville Market Area. | 


A folder map, prepared by the 
Knoxville Journal, which shows 
the growth of the Tennessee mar- 
ket area, total buying power, pop- 
ulation increase and retail sales 
increase. 


o 


producing for you the 


your success is out business... 
meeting your deadlines without sacrificing quality... 


“providing your organization with efficient 
service, willingly given... 


finest quality printing 


plates... made’by skilled craftsmen in 
Chitago’s most modern plant. 


market data folder, which reports 
retail sales for the city’s metro- 
politan area and trade zone, the 
number of retail and wholesale 
outlets, with names of the man- 
'agers of leading outlets. 

| No. 3236. A Brand-Conscious Mar- 
ket. 

The Amarillo News & Globe- 
Times has published this folder, 
which contains information on 
|population, income, retail sales, 
|food sales, general merchandise 
jsales, house furnishing sales, au- 
|tomotive sales, drug sales and auto 
ie ee for the Texas Pan- 


handle market. 


|No. 3237. Progressive Wichita 
| Falls, Tex. 

A comprehensive picture of 
| Wichita Falls, Tex., published by 
|KFDX. The booklet contains in- 
|formation on industry, business 
and characteristics of the commu- 
nity. 


No. 3238. Orange, Tex.—The Fast- 
est Growing City of America’s 
Fastest Growing State. 

Ralph R. Mulligan Publishers’ 
Representative, in this fact sheet, 
compares the rate of retail sales 
growth from 1940 to 1950 of the 
Orange, Texas City and county 
market with the national and state 
growth in the same period. 


No. 3239. KRBC Coverage Map and 
Program Schedule. 

KRBC, Abilene, Tex., has issued 
this folder containing a coverage 
map, market data and program 
schedule. 


No. 3240. Grocrey Store Distribu- 

tion Survey of Beaumont, Tex. 

ABeaumont Enterprise and Jour- 
nal survey, which eovers the dis- 
tribution of 73 food items, lists all 
brands stocked and the percentage 
of retail grocery outlets stocking. 
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signal No. 3230. Defense is Big Business— , The survey carries the results of 


the three preceding surveys. 


No. 3241. Housewives Brand Pref- 
erence Survey of Grocery and 
Household Items. 

A Beaumont Enterprise and 
Journal survey which covers 82 
grocery and household items. This 
survey shows consumer prefer- 
ences over a ten year period. 


No. 3242. The Texas State Network 

Data. 

This market data, published by 
Texas State Network, deals with 
|population and radio homes fig- 
ures, based on the 1950 Census 
The report also includes figures 
on income and purchasing. 


No. 3243. To Bring You Up To 
Date on the San Antonio Mar- 
ket. 

An Edward Petry & Co. up-to- 
|date San Antonio market and tel- 
evision presentation to show the 
|changes since the 1950 Census. 
Published on behalf of WOAI-TV 


| No. 3235. Radio Gets Results. 
Station KFRO, Longview, Tex., 
| publishes this monthly report on 
| business conditions, which includes 
|facts and statistics each month. 


No. 3251. KWBU and the Corpus 
Christi Market. 

This permanent file folder, pub- 
lished by KWBU, Corpus Christi, 
contains a coverage map, pictorial 
map of Spanish 
speaking population of Texas, 
uatin-American programming of 
he station, Corpus Christi market 
jata and lists of Corpus Christi 
nanufacturers and fabricators. 


area industry 


No. 3252. Mexican and Negro Mar- 
ket in North Texas. 

The Rio Grande Valley Group 
publishes this kit several times a 
year. It contains a map of the area, 
fact sheets on food marketing, etc. 


No. 3253. Facts for You About a 
Rich Growing Market. 

The Arktex Group (Stations 
KCMC, Texarkana, Ark.-Tex.; 
|KAMD, Camden, Ark., and KWFC, 
| Hot Springs, Ark.) offers this fact 
\kit, which gives market data on 
their coverage area. 


No. 3254. Sunland—The Story of 
the El Paso Southwest. 

The El Paso Sunland Club of- 
fers this community brochure, a 
new idea in travel and resort ad- 
vertising. A description of the area 
is told by a distinguished list of 
contributors. 


No. 3255. Corpus Christi—Econo- 
mic Study. 

An economic study of Corpus 
Christi, made by the Federal Re- 
serve Bank of Dallas. Available 
for KRIS, Corpus Christi. 


No. 3256. Rio Grande Valley Kit. 
An organized kit of material 
giving data on the Rio Grande Val- 
ley area, including a map, as well 
as drug, liquor and grocery store 
lists and linage data. Published by 
the Rio Grande Valley Group of 
newspapers, Harlingen, Tex. 


|No. 3257. The 
| 1951. 

A file size folder giving basic 
economic and population data on 
the E] Paso market, as well as cir- 
culation information. Published by 
the El Paso Times and Herald- 
Post. 


Big Package for 


!No. 3258. Market Data and Cov- 
erage Map. 

| Basic market data and coverage 

|on the area served by KRBC, Abi- 

lene. 


|No. 3244. Temple Daily Telegram 
Package. 
A package of mailing pieces, 
published by the Temple Daily 
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Telegram, which contains informa- 
tion on the Temple, Tex., present 
market population and sales as 
with its 1940 figures. The package 
also contains reprints of news 
stories showing population in- 
creases, government spending in 
the area for 1951-52 and Temple 
building activities. 


Business. Published by the Deseret 
News, Salt Lake City. 


No. 3353. A Week of Appliance 
Shopping. 


This is a survey conducted for} 


the Salt Lake Tribune-Telegram 
by Dan E. Clark II & Associates, an 


| independent research organization. 


| It consists of faéts gleaned when 


No. 3245. Houston Trading Zone 

Data Sheet. 

In brief form, these Houston 
Chronicle data sheets afford im- 
portant information about the | 
market, population, sales and in-| 


come in the Houstwn trading zone. | 


No. 3246. Austin—Economic Study. 

An economic study of Austin, 
Tex., made by the Federal Reserve 
Bank of Dallas, which reflects the | 
city’s growth and expansion with 
details on income. The study report | 
has been reprinted from the bank’s 
publication, “Monthly Business Re- 
view,” for the Austin Chamber of | 
Commerce. 


No. 3247. Austin Trade Area Map 
and Statistical Information| 
Sheet. | 

The Austin Chamber of Com-| 
merce offers this map and data} 
sheet on the city’s primary and| 
secondary retail markets, with de- | 
tailed information on each county, | 
covering population growth, retail | 
sales data, service establishments | 
and sales volume, wholesale, man- | 
ufacturing and agricultural statis- | 
tics. 

No. 3248. K-NUZ Study of the} 
Houston Negro Market. | 

K-NUZ Radio Ranch offers the} 
results of a completed study which 
shows the location, by city blocks, | 
of the Negro populaton in the city 
limits of Houston, plus a list of! 
drug and grocery outlets selling to | 
the Negro market. 


No. 3249. The Fort Worth Star- 

Telegram Market Map. 

This Fort Worth Star-Telegram 
folder contains information about | 
the population by city and county 
of the 100-county market (Ft.| 
Worth market area), buying pow- | 
er, retail sales, food sales, drug | 
sales, furniture-household-radio | 
sales, general merchandise sales 
and automotive sales. 


No. 3250. The Story of the Fabu-| 
lous Southwest. 

This booklet, published by the 
El Paso Herald-Post and Times, 
gives facts and figures on the 
progress, resources, industries and 
opportunities of the E] Paso mar- 
ket, comprised of 12 counties in 
west Texas and 12 counties in 
southern New Mexico. 


UTAH 


No. 3350. Salt Lake City Market. 

A brochure outlining the whole-| 
sale market area of which Salt! 
Lake City is the hub, showing the) 
size of the the market area covered | 
by various distributors, rail and air 
routes, military installations, etc. | 
Published by Station KDYL, Salt 
Lake City. } 


No. 3351. 1952 Consumer Analysis 
of the Greater Salt Luke Mar- 
ket. 

The fourth annual study of con-| 
sumer buying habits and brand 
preferences of foods, soaps, toilet- 
ries, household appliances and 
other items of daily use. It is sup- 
plemented by up-to-date market 
data of income, employment, pro- 
duction and sales in Utah. Pub- 
lished by the Deseret News, Salt 
Lake City. 


No. 3352. Salt Lake’s Outskirts Are 

Showing. 

A brochure indicating the ex- 
tent of the flow of retail trade to 
Salt Lake City from surrounding 
areas, developed from figures 
taken from the U. S. Census of 


three potential buyers shopped in 
50% of the appliance retail out- 
lets in Salt Lake City, measuring 
alertness and aggressive salesman- 
ship in the stores and among their 
sales staffs. 


No. 3354. Appliances and the Men 
Who Sell Them. 

This is a survey of the local ap- 
pliance market, based on research 
conducted for the Salt Lake Trib- 
une-Telegram by Dan E. Clark II 
& Associates. It estimates appliance 
market potential, seeks reasons for 
trade slumps in certain spots and 
lines, ascertains primary sales ap- 
peal factors in specific lines, analy- 
zes customer reaction to the ap- 
pliance market in general and 


measures probable market satura- 


| tion. 


VIRGINIA 
|No. 3259. These Towns Represent 

More Than 70% of Total Food 

Sales in the 16-County Roanoke 

Market. 

A fact sheet prepared by Saw- 
|yer-Ferguson-Walker Co. for the 
Roanoke Times and World News, 
which gives information on popu- 
lation, number of families, retail 
sales, food store sales, drug store 
sales, general merchandise sales, 
automotive sales and all other re- 
tail sales in the 16-county Roanoke 
area. 


No. 3260. Norfolk and Television— 
| One of the Great Sales Poten- 
tials of America. 

| This is a television market re- 
jport of the Norfolk area prepared 
by the TV division of Edward Pe- 
try & Co. Market data, such as pop- 
ulation, total dwelling units and 
retail sales, is given for the area, 
plus a report on the number of TV 
‘sets sold. 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3261. WSAP Market Data. formation on population, 


radio 


A folder prepared by WSAP in homes, retail sales, effective buy- 
Portsmouth, Va., which offers in- ing income and gross farm dollars, 


IN ILLINOIS 
Wholesalers and retailers of 
BEER + WINE + WHISKEY + SOFT DRINKS 
are prosperous r 


They need—con pay for—modern equipment and merchandising. Trucks, 
warehouse equipment, cooling and heating equipment, furniture, store fixtures, 
bar and restaurant fixtures. They also sell food, cigars, home bar accessories, 
cigarettes, candy, etc. A rich market available to you through the publication 
they use as a complete buyers guide every month. Wholesale LIQUOR and 
BEER DIRECTORIES in each issue. 


Recent independent survey asked question: ‘If you could only receive one 
beverage publication, which ONE would you want? More than nine out of 
ten (94.8%) replied: ILLINOIS BEVERAGE JOURNAL. Few publications in any 
field can claim such dominant market position. Send for a sample copy today. 


Illinois Beverage Journal 


One N. La Salle Street Chicago 2, Illinois 


Apygrnna wr” 


How to m 


love 


ake 


field, 


A DRAMATIC 30-minute slide show in 
full color... at work in the grocery 


ads to the men who sell your goods 


your salesmen 


your advertising 


SHOW THEM THIS STIMULATING NEW FILM 


adaptable to others. Sells your 


SETS them afire ...Impresses jobber, 
distributor, wholesaler salesmen, and 
your own district men with the power 
of your newspaper campaign 


_/ 
OPENS their eyes .. . Shows salesmen 
how advertising helps them move your 
products, how they can squeeze every 
ounce of sell out of your ads 


5 


GETS them into the act...Helps you 
get better display, local ad support, 
more sales. We will arrange showings 
at national or district sales meetings 
at no cost to you. Write or phone 
Bureau of Advertising, ANPA, 
570 Lexington Ave., New York 22 


“REALLY GREAT!” soy leading manufacturers after more than 100 local showings in recent weeks... “We could 


talk this story till the cows come home, but it wouldn't have the some effect.’ . 
stressing for years.” . . . ‘Concise, effective ; makes salesmen understand.” . 


. . “Drives home what we've been 


. « “One of the best we've ever seen.” 


Sponsored by The Toronto Doily Star in the interests of fuller understanding of newspapers 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


plus a map of the station’s market 


area 
No. 3262. WLVA Farm Reporter 
An analysis of the central Vir- 


ginia farm market, and the story of 
how this market is covered by Eric 
Lund, WLVA farm reporter 
Good Earth Makes 
for You 


3263. The 
Good Customers 


No 


Separate fact sheets, prepared by 
the Roanoke Times, which give da- 
ta for each of the 24 counties in 
western Virginia's farm market on 
total number of farms in each 
county, total farms electrified, per- 
centage not having electric water 
pumps, home freezers, washing 


machines, chick brooders, feed 

grinders, milking machines and 

other farm equipment. 
WASHINGTON 


No. 3264. ConSumer 
the Spokane Market 
The Spokesman-Review and 
Spokane Daily Chronicle have is- 
sued the 1952 edition of the annual 
study of brand preferences for a 
wide variety of products and serv- 
ices. The 1951 edition of the anal- 
ysis also is available by request 


Analysis of 


No. 3265. The Heart of the Pacific 
Northwest. 

A Spokesman-Review and Spo- 
kane Daily Chronicle sales presen- 
tation listing all the important data 
on the Spokane market 


No. 3344. KMO Coverage & Market 


Data 

A single sheet which gives mar- 
ket data on areas near Station 
KMO, Portland, including yearly 


sales for a variety of retail outlets. 


WEST VIRGINIA 

No. 3266. Station WSAZ Coverage 

Map 

Station WSAZ, Huntington, W 
Va., provides a coverage map 
which shows day and night 0.5 
MV/M and 0.1 MV/M coverage, 
1949 BMB coverage, 1951 popula- 
tion, families, radio homes, effec- 
jtive buying income, retail 
food sales, drug sales, general mer- 


sales, 


chandise sales, farm income and 
leading industries 
No. 3267. Huntington, W. Va.. In- 
dustrial Shift Hours 
A Station WSAZ, Huntington, 


report which lists the number of 
employes in the 20 largest indus- 
trial plants in Huntington and the 
time they report to work, by shifts, 
'as well as the number of employes 
working on each shift 


No. 3268. Wheeling. W. Va 

A complete resume of the his- 
tory, industrial plants, people and 
surroundings of the Wheeling mar- 
ket ivailable through WTRF, 
Wheelir 4 
No. 3269 
Bulletin 


A breakdown of the radio homes 


Wheeling Market Facts 


in Wheeling’s metropolitan mar- 
ket, published by WTRF, Wheel- 
ing 


No. 3270. The Importance of Beam- 
ing Your Radio Advertising 
A complete breakdown of the 
work hours of all employes in the 
Wheeling market area, published 
by WTRF, Wheeling, W. Va 
No. 327 Vital Facts Affecting 
Your Sales of Alcoholic Bev- 
erages in West Virginia 
The Charleston Daily Mail offers 
this brochure which gives informa- 
tion on county liquor sales by dol- 
trends by types of 


lar volume 
‘ ’ bottle unit trends. A 


ustv and 


state map showing county percent- 
ages of liquor sales also is included 
No, 3272. WWVA, Wheeling, W 
Va., Coverage Map. 

John Blair & Co. offers this page 
map of Station WWVA’s coverage 
and market data on the Wheeling, 
W. Va., area. 


WISCONSIN 
3273. There’s More of Every- 
thing 
A brief resume of the popula- 
tion and buying power of the Wau- 
Sau market, published by the Wau- 
sau Record-Herald. 


No 


No. 3274. Fourth Annual Consumer 
Buying Habit Study of the City 
Zone Market of Appleton, Wis. 

A complete report by the Apple- 

Post-Crescent, covering 96 
product classifications in food, 
drug, cosmetic, appliance, automo- 
tive lines, plus shopping. habits, 
population statistics. home ewner- 
ship and reading habits 


ton 


No. 3275. Milwaukee's On the Move 
Outdoors! 

A jumbo mailing card issued 
monthly by the Cream City Out- 
door Advertising Co., Milwaukee, 
presenting facts and figures on the 
Milwaukee market. This is a con- 
tinuing report suitable for filing. 


3276. Madison, Wisconsin's 
lith Annual Measurement of 
Retail Sales Trends 
An 


No. 


report of sales in 
eight retail classifications (gro- 
cery, drug, department _ stores, 
men’s wear, women's wear, shoes, 
jewelry and furniture) based on 
actual sales as recorded on State 
of Wisconsin income tax returns 
Published by Madison Newspapers 
Inc., it also furnishes market in- 
formation (population, households, 


annual 


retail sales, wholesale sales, pay- 
roll, employment, farm income, 
newspaper coverage) based on 
1950 U. S. Census reports. 1948 


U.S. Census of Business also is in- 
cluded 
No. 3277. Effective Buying Income 
and Coverage Folder 

The Racine Journal-Times offers 
this folder showing the effective 
buying income per capita and per 
family in the Racine market area 


3278. Milwaukee Census Tract 
Map 

An official Census tract map for 
Milwaukee (13'2”x21”), prepared 
by the promotion department of 
the Milwaukee Sentinel 


No 


No. 3279. Wisconsin Food Market 


This folder, prepared by the Mil- 
waukee Sentinel, contains a break- 


down of the number of grocery 
stores each major chain has in 
every Wisconsin county 


No. 3280. Liquor Outlet Analysis 
This Milwaukee Sentinel book- 
let contains a map showing the 
areas of Wisconsin that are wet 
for beer and/or liquor, the areas 
that are dry by referendum and 
the areas that are dry because of 


the presence of Indian Reserva- 
tions Another map shows the 
number of liquor licensees by 


counties and types of license they 
hold 


3281 Wisconsin—I mportant 
Mari:et Factors 

This Milwaukee Sentinel fact 
sheet contains the following infor- 
mation for all counties and princi- 
pal cities: population, estimated 
families, total retail sales, food 
sales, drug sales, eating and drink- 
ing place sales, passenger car reg- 
truck registrations and 


No 


is‘ rations, 


e 
+ 


service station sales. 


No. 3282. 1952 Wisconsin Almanac 

The Milwaukee Sentinel makes 
available this reference book of 
facts and information about Wis- 
consin. 


STANDARD MARKET 
DATA FOLDERS 


Standard market data folders, 
supplying basic market and media 
information in accordance with 
suggestions of the Bureau of Ad- 
vertising, ANPA, and the Ameri- 
can Assn. of Advertising Agencies, 
have been published by many of 
the country’s daily newspapers. For 
convenience they are listed here, 
each being identified by its own 
number. 


No. 5000. Little Rock, Ark., mar- 
ket. Published by the Little Rock 
Democrat. 


No. 5001. Denver market. Pub- 
lished by the Denver Post 
No. 5002. Augusta, Ga., market 


Published by the Augusta Chron- 
icle and Herald 


No. 5003. Columbus Ga., market. 
Published by the Columbus Ledger 


and Enquirer. 


No. 5004. Macon, Ga., market. Pub- 


lished by the Macon Telegraph 
and News. 
No. 5005. Freeport, Ill., market. 


Published by the Freeport Journal- 
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Standard 

No. 5006. Bedford-Bloomington, 
Ind., market. Published by the 
Bedford Times-Mail and _ the 


Bloomington Herald-Telephone. 


No. 5007. Indianapolis, Ind., mar- 
ket. Published by the Indianapolis 
Star and News 


No. 5008. Muncie, Ind., market 
Published by Muncie Newspapers 
Inc 


No. 5009. Burlington, lag market. 
Published by the Burlington 
Hawk-Eye Gazette. 


No. 5010. Louisville, Ky., market. 
Published by the Courier-Journal 
and Louisville Times. 

No. 5011. New Orleans, La., mar- 
ket. Published by the Times- 
Picayune and New Orleans States 


No. 5012. Shreveport, La., market. 


Published by the Shreveport 
Times 

No. 5013. Flint, Mich., market 
Published by the Flint Journal. 
No. 5014. Grand Rapids, Mich., 
market. Published by the Grand 


Rapids Herald. 


No. 5015, Jackson, Mich., market. 
Published by the Jackson Citizen 
Patriot. 


No. 5016. Saginaw, Mich., market 
Published by the Saginaw News. 


Send for your 


KENTUCKIANA | 


MARKET 
DATA 


KENTUCKIANA, It 


LOUISVILLE, KENTUCKY 


ah, 
> 


a 
‘ Potentialities 


6 


Address—Promotion Department 
The Courier-Journal 
The Louisville Times 

Lovisville 2, Kentucky 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
366,527 DAILY « 293,923 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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No. 5017. Meridian, Miss., market. 
Published by the Meridian Star. 


No. 5018. Springfield, Mo., mar- 
ket. Published by the Springfield 
News and Leader Press. 


No. 5019. Bayonne, N. J., market. 
Published by the Bayonne Times. 


No. 5020. New Brunswick, N. J., 
market. Published by the Daily 
Home News and Sunday Times 


No. 5021. Albany, N. Y. market. 
Published by the Knickerbocker 
News. 


No. 5022. Rochester, N. Y. market. 
Published by the Rochester Demo- 
crat & Chronicle and Times-Union. 


No. 5023. Asheville, N. C., market 
Published by the Asheville Citizen 
Times. 


No. 5024. Raleigh, N. C., market. 
Published by the Raleigh News 
& Observer. 


No. 5025. Salisbury, N. C., mar- 
ket. Published by the Salisbury 
Post. 


No. 5026. Wilmington, N. C., mar- 
ket. Published by the Wilmington 
Star-News. 


No. 5027. Winston-Salem, N. C., 
market. Published by the Winston- 
Salem Journal and Sentinel. 


No. 5028. Akron, O.. market. Pub- 
lished by the Akron Beacon Jour- 
nal. 


No. 5029. Chillicothe, O., market. 
Published by the Chillicothe Gaz- 
ete. 


No. 5030. Middletown, O., market. 
Published by the Middletown Jour- 
nal. 


No. 5031. Zanesville, O., market. 
Published by the Zanesville Times 
Recorder and Signal. 


No. 5032. Muskogee, Okla., mar-| 
ket. Published by the Muskogee | 


Phoenix and Times Democrat. 


No. 5033. Tulsa, Okla., 
Published by the Tulsa World and 
Tribune. 


No. 5034. Allentown, Pa., market. 
Published by the Allentown Call 
and Chronicle. 


No. 5035. Johnstown, Pa., market 
Published by the Johnstown Trib- 
une. 


No. 5036. Columbia, S. C., market 
Published by the Columbia State 
and The Record. 


No. 5037. Jackson, Tenn., market 
Published by the Jackson Sun 


No. 5038. Nashville, Tenn., mar- 
ket. Published by the Nashville 
Tennessean and Banner. 


No. 5039. Beaumont, Tex., mar- 
ket. Published by the Beaumont 
Enterprise and Journal. 


No. 5040. Austin, Tex., market. 
Published by the Austin Ameri- 
can-Statesman. 


No. 5041. Corpus Christi, Tex., 
market. Published by the Corpus 
Christi Caller-Times. 


market 
Times 


No. 5042. Dallas, Tex.., 
Published by the Dallas 
Herald. 


No, 5043. El Paso, Tex., market 
Published by the El Paso Times 
and Herald-Post. 


No. 5044. Houston, Tex., market 
Published by the Houston Chron- 
icle. 


No. 5045. San Angelo, Tex., market. 


Published by the San Angelo 
Standard-Times. 
No. 5046. Wichita Falls market. 


Published by the Wichita Falls 


| Record News and Wichita Daily 


| 
| 
} 


Times. 


No. 5047. Barre, Vt., market. Pub- 
lished by the Barre Daily Times. 


No. 5048. Burlington, Vt., market. 
Published by the Burlington Free 
Press 


ROUTE LISTS 


NOTE: Most items are available 
without charge, but not all. Those 
requesting material which bears 
a price will be billed at the stated 
price by the publishers. 


No. 6000. Grocery list for 12 west- 
ern Idaho counties and Malheur 
County, Ore. Published by the 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


—— 
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| 


market. | 


Statesman, Boise, Ida. 
Indianapolis; No. 6003. Food, drug, and liquor Brunswick and Highland Park, N 
| stores and taverns in the New J. trading area. Published by the 


Published by the 


No. 6001. Grocery list, Indianapolis. Times. 


0 you need to know ? | 


1—83¢7 of all appliance, radio and TV sales are made by just 45% 
of all appliance, radio and TV dealers. 


ee Teer 


2—The men who sell (or don’t sell) your product to these volume producing 
dealers are the appliance, radio and TV Distributors’ Salesmen. 


3 —Electrical Dealer is the ONLY publication beamed directly at the 45% 

of appliance, radio and TV dealers who produce 839% of those sales—PLUS 8197 
circulation direct to the homes of 8197 appliance, radio and ; 
TV DISTRIBUTORS’ SALESMEN, at their employers’ request. 


4~—Thus, Electrical Dealer gives you not only the BIGGEST circulation in 
these appliance, radio and TV fields but, also, gives you the BEST 
(i.e., the most reswltful) circulation, thousand for thousand. 


ELECTRICAL DEALER 
ELECTRIC LIGHT & POWER 
PACKAGING PARADE 
BOXBOARD CONTAINERS 


* NOTE TO RESEARCH AND MEDIA DIRECTORS: 


For client-convincing details substantiating the above sales-building facts, 
write or telephone the nearest office of 


” Electrical f 


THE APPLIANCE - RADIO + TV SALESMAGAZINE 


SALES OFFICES 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


New Brunswick Daily Home News 
and Sunday Times 


No. 6004. Food store list, Muskegon, 


Mich. Published by the Muskegon 
Chronicle. 
No. 6005. Drug store list, Muske- 


gon, Mich. Published by the Mus- 
kegon Chronicle 


No. 6006. Drug store list, Grand 
Rapids, Mich. Published by the 
Grand Rapids Press. 


No. 6007. Grocers, meat markets 
and other food stores, Grand Rap- 
ids market. Published by the Grand 
Rapids Press 


No. 6008. Beer outlets, Grand Rap- 
ids market. Published by the 
Grand Rapids Press 


No. 6009. Drug and grocery list, | 


10 Branham offices 
coast to coast 


| ald. 

| No. 6015. Retail drug list, metro-| 
| politan Omaha; outstate Nebraska; 
| Council Bluffs, la.; and western 
lowa. Published by the Omaha! 
World-Herald. 

No. 6016. Retail grocery list, 
Omaha, Neb., and Council Bluffs, | 
Ia. Published by the Omaha} 


You ask these questions: 


© Market Information ? 
© Coverage Maps and Data? 
© Surveys, Route Lists, etc.? 


We answer them. 


Branham-men are seasoned 
advertising counselors. Mar- 
ket and media-wise they are 
in constant daily contact 
with all factors who develop 
national advertising policy 
and campaigns. Branham is 
a sales organization repre- 
senting leading media and 
serving national advertisers. 


May we help you? 


THE 
BRANHAM 
COMPANY 


hn: eer Los jiitiites 


for metropolitan Lincoln, Neb. 
Published by the Lincoln Journal- 
Star 


No. 6010. Grocery list, Greensboro, 
N. C., market. Published by the 
Greensboro News and Record. 


No. 6011. Drug list, Greensboro, N. 


C. Published by the Greensboro 
News and Record. 
No. 6012. Grocery list, Nebraska 


and ten counties of western Iowa. 
Published by the Omaha World- 
Herald 


No. 6013. Retail liquor dealers, 
state of Nebraska. Published by 
the Omaha World-Herald. 


No. 6014. List of Omaha distribu- 
tors in 73 classifications of home 
appliances and equipment. Pub- 


lished by the Omaha World-Her- 


World-Herald. 


No. 6017. Grocery and drug list, 
Eugene, Ore. 
Eugene Register-Guard. 


No. 
Portland, Ore., and suburbs. 


6018. Grocery and drug list, 
Pub- 


lished by the Portland Oregonian. | 


No. 6019. Drug list, Johnstown, Pa., 
market. 
town Tribune and Democrat. 


No. 6020. Grocery list, Johnstown, | 


Pa., market. Published by the 
Joh nstown Tribune and Democrat.| 


No. 6021. Liquor outlets, Provi-| 
dence, R. I., market. Published by 
the Providence Journal-Bulletin. 


No. 6002. Grocery list, metropolitan 
Buffalo area. Published by the 
Buffalo Evening News. 


No. 6022. Drug list, Providence, 
R. I, market. Published by the 
Providence Journal-Bulletin. 


No. 6023. Grocery list, Providence, 
R. L, market. Published by the 
Providence Journal-Bulletin. 


No. 6024. Grocery list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 


No. 6025. Drug list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 


No. 6026. Liquor outlets, Sioux | 
Falls, S. D. Published by the Sioux | 
Falls Argus-Leader. 


No. 6027. Grocery list, Sioux Falls, 
S. D., trading area (outside the 
city). Published by the Sioux Falls 
Argus-Leader. 


No. 6028. Drug list, Houston, Tex. 


Published by the Houston Chroni-| 


cle. 
No. 6029. Grocery list, Houston, 
Tex. Published by the Houston! 


Chronicle. 


No. 6030. Grocery 
Fond du Lac, Wis 
the Fond du Lac Commonwealth 
Reporter. Free to agencies and ad- 
vertisers; 25¢ a copy to others. 


and drug list, 


No. 6031. 
Conn., 
Republican and American. 


'No. 6032. Drug list, Waterbury, 


+I No. 6040. Grocery, bakery, variety, |!and Plain Dealer. 
| field, Mass., 
|lished by the Berkshire Evening |land. Published by the Cleveland 
| Eagle. 
Published by the! 


Published by the Johns-| 


Published by) retail, for Milwaukee County. Pub- 


Grocery list, Waterbury, 
published by the Waterbury kee Sentinel. Price on request. 


Advertising Age, May 12, 1952 
Conn., and surrounding towns. News. 
Published by the Waterbury Re- 
publican and American. 


|the Toledo Blade-Times. 


No. 6056. Drug list, Sidney, O.|No. 6069. Drug list, Toledo, O., and 
Published by the Sidney Daily|trade area. Published by the Tole- 


No. 6033. Grocery list, city and News. |do Blade-Times. 

suburban, Grand Rapids, Mich. No. 6070. LI list, Toledo, O 

Published by the Grand Rapids No 6057. Drug and grocery lists, | ¥°- iquor 1s oledo, U. 

Herald. Indianapolis, Ind. Published by the |Published by the Toledo Blade- 
Indianapolis Star and News. mes. 

No. 6034. Drug list, city and 


No. 6071. Beer outlets list, Toledo, 
O. Published by the Toledo Blade- 
Times. 


'No. 6058. Drug list, Dallas, Tex. 
Published by the Dallas Times 
Herald. 


suburban, Grand Rapids, Mich. 
Published by the Grand Rapids 
Herald. 


No. 6072. Grocery, 
partment store list, 
Moline, East Moline, II1., 


drug and de- 
Rock Island, 
and Da- 


No. 6035. Grocery list, Beaumont, 
Tex. Published by the Beaumont 
Enterprise and Journal. 


No. 6059. Grocery list. Dallas, Tex. 
|Published by the Dallas Times 
Herald. 


venport, Ia. Published by the 
No. 6036. Grocery list, Port Ar- No. 6060. Drug and grocery lists, — Dispatch and Rock Island 
thur, Port Acres, Port Neches,;Utah, southern Idaho, western|“’9"* 
Groves, Nederland and Orange,;Wyoming and eastern Nevada. 


No. 6073. Beer outlets, Detroit and 
suburbs. Published by the Detroit 
News. 


Published by the Tribune and Tel- 
egram, Salt Lake City, Utah. 


Tex. Published by the Beaumont 
Enterprise and Journal. 


| No. 6037. Grocery and other food|No. 6061. Grocery list, metropoli- 


No. 6074. Grocery list, Detroit and 


outlets, drug, hardware and de-|tan Denver. Published by the!— 5 * 
partment store list, South Bend, | Denver Post. —— Pubatied ty Ge Satees 
Ind. Published by the South Bend | — 

Tribune. |No. 6062. Drug list, metropolitan | 


|No. 6075. Grocery list, Utah and 
| sections of Idaho, Wyoming and 
|Nevada. Published by the Deseret 
News, Salt Lake City, Utah. 


|Denver. Published by the Denver | 
No. 6038. Grocery list, Zanesville, | Post. 
O., published by the Zanesville 
Times Recorder & Signal. No. 6063. Liquor outlet list, greater 
Cleveland. Published by the Cleve- 


‘land File Dealer. No. 6076. Grocery and market list, 


Rochester, N. Y. Published by the 
Rochester Times-Union and Demo- 
crat & Chronicle. 


No. 6039. Drug list, Zanesville, O., 
| published by the Zanesville Times 


| Recorder & Signal. INo. 6064. Grocery list, greater | 


|Cleveland. Published by the Cleve- 


No. 6077. Grocery and drug list, 
Ventura County, Cal. Published by 
the Ventura County Star-Free 
Press. 


Pitts- 


drug and liquor store list, 
Pub- | No. 6065. Drug list, greater Cleve- 


and suburbs. 
| Plain Dealer. 


No. 6078. Large volume outlets, 
Detroit metropolitan area. $3 a 
copy to non-advertisers. Published 
by the Detroit News. 


No. 6041. Liquor and beer list, | No. 6066. Self-service grocery list, 
Racine, Wis., trading area. Pub-|Cleveland, O. Published by the 
lished by the Racine Journal-|Cleveland Plain Dealer. 


Times. 

No. 6067. Frozen food retailers, 
No. 6042. Grocery list, Racine, |Cuyahoga County, O. Published by No. 6079. Drug list, Lansing, Mich. 
Wis., trading area. Published by {the Cleveland Plain Dealer. metropolitan area. Published by 


the Lansing State Journal. 
No. 6068. Grocery list, Toledo, O., 
and its trade area. Published by No. 6080. List 


the Racine Journal-Times. 


of grocery stores 


| No. 6043. Drug list, Racine, Wis., 
trading area. Published by the! 
Racine Journal-Times 

| 

| No. 6044. Drug list, Madison, Wis. | Rg 
Published by Madison Newspapers | 
Inc. 

| 

| No. 6045. Grocery and meat mar-!| 
ket list, Madison, Wis. Published 
by Madison Newspapers Inc 


No. 6046. Drug list, Winston-Salem, | 
N. C. Published by the Winston-| 
Salem Journal & Sentinel ’ 


No. 6047. Grocery stores, confec- | 
tionery stands, drug stores, cafes, 
restaurants and hotels in Winston- 
Salem, N. C. Published by the 
Winston-Salem Journal & Sentinel. 


No. 6048. Grocery list, Winston| 
Salem, N. C., trading area. Pub- 
lished by the Winston-Salem Jour- 
nal & Sentinel. | 


No. 6049. Grocery and drug stores, 
filling stations and taverns in sev-| 
| en counties in Iowa and two coun- 
ties in western Illinois. Published 
by the Hawk-Eye Gazette, Bur- 
lington, la. 


| No. 6050. Grocery list, ay 
| Cincinnati, O. Published by the 
Cincinnati Enquirer. 


" Mational bp Fidelis 


MEME / 


’ 
J = “— Central New York is a stable, diversified market — ie 


No. 6051. Drug list, greater Cin- 
cinnati. Published by the Cincin- 
nati Enquirer. 

| 


| No. 6052. Liquor list, greater Cin- 
cinnati. Published by the Cincin- 
| nati Enquirer. 

an industrial center, agricultural center, distribu- 
tion center. It is a big-spending market, all year 
w= round, as is proved by booming department store 
sales. To reach it, do what the on-the-spot adver- 
tisers do- ~put your sales story on W — R. 9 


ACUSE 


NBC AFFILIATE 
The Only Complete Broadcasting Instit 


| No. 6053. Drug list, wholesale and 


= a 


lished by the Milwaukee Sentinel. 
Price on request. 


No. 6054. Grocery list, Milwaukee 
County. Published by the Milwau- 


Write, Ki ire, Phone 


Ask Headley-Reed =) 


No. 6055. Grocery list, Sidney, O. 


Published by the Sidney Daily WSYR-AM-FM-TV 
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maintaining drug departments, 
Lansing, Mich. Published by the 
Lansing State Journal. 


SOON TO BE PUBLISHED 


3382. How to Sell Food to 
Oregon Homemakers. 

The report of a study conducted 
by the Portland Oregonian giving 


No. 


information on wholesale food dis- | 


tribution in Oregon and south- 
western Washington, retail gro- 
cery stores in Portland and the 
State, reiail grocery sales and 
newspaper coverages, will 
available early in Septernber. 


No. 3383. Oklahoma Market Facts. 

The Daily Oklahoman and 
Oklahoma City Times will publish 
this folder late in May or early 


be! 


will publish the folder in mid-| 
June. 


No. 3394. Spokesman-Review and 
Spokane Daily Chronicle Mar- 
ket Data Presentation. 

Late in the summer, the Spokes- 
man-Review and Spokane Daily 
Chronicle will publish market data | 
on the Spokane trading area. 


'No. 3395. Fifth Annual Consumer | 
Buying Habit Study of the City | 
Zone Market of Appleton, Wis. | 

An Appleton city zone market | 
consumer buying habit study by 
|the Appleton Post-Crescent to be 
|published in the middle of June. | 

The study will include 95 product | 

classifications, population statis- 

tics and basic market data, plus 
comparisons over a four-year peri- 


in June to contain principal popu- od 


lation, sales and other market data 
on Oklahoma and the greater 
Oklahoma City market. 


No. 3384. The TV Forecast Market | 


Story. 

A market data study of the Chi- 
cago area covered by TV Fore- 
cast. It will reveal specific reader- 
ship and composition of reader 
audience. It will be published 
some time in August. 


No. 3385. KBIG Market Data. 

In late summer, John Poole 
Broadcasting Co., Hollywood, Cal., 
will publish a booklet containing 
maps, photos and market statistics 
for seven southern California 
counties in the half-millivolt area 
of KBIG, which broadcasts from 
Avalon, Catalina Islands. 


No. 3386. Income in the WNJR 

Market. 

A WNJR, Newark, N. J., study 
of family and individual income 
in the WNJR primary listening 
area, to be published in June. 
No. 3387. 
Story. 

This KSL, Salt Lake City, re- 
port will include market informa- 
tion and coverage data for the 
Salt Lake City area, plus informa- 
tion concerning the station. It 
will be published in late summer 
or early fall. 


The KSL_ Television 


No. 3388. The KGVO Story. 

Mosby’s Inc., owner and oper- 
ator of Station KGVO, Missoula, 
Mont., will publish market data 
on its station coverage during the 
early part of July. 


No. 3390. 1952 Iowa Radio Audi- 
ence Survey. 

This is the 15th annual consecu- 
tive study of radio listening habits 
and facts concerning the Iowa mar- 
ket put out by Station WHO, Des 
Moines. It will be published in the 
fall of this year. 


3391. WOWO, Fort 
Ind., Survey. 

A comprehensive report on the 
findings of E. G. Doody of St. 
Louis, who will survey 27 of the 
49 counties claimed by WOWO, 
Fort Wayne, Ind., on the BMB 2nd 
study. To be published in June. 


No. Wayne, 


3392. 1952 Illinois Consumer 
Analysis. 


No. 


In separate booklets, 41 food & | 


household product classifications 
will be covered in the 1952 study 
conducted by Illinois Research & 
Survey, Springfield, for Ulinois 
Daily Newspaper Markets Inc. in 
32 Illinois cities. Each booklet will 
contain information for product 
classification for all participating 
markets. The booklets will be pub- 
lished in July and will sell for $1 
per booklet. 


3393. Bozeman, Montana—A 
$128,000,000 Market. 

An eight-page folder with com- 
plete market data and buying hab- 
its of the Bozeman, Mont., mar- 
ket. The Bozeman Daily Chronicle 


No. 


No. 3396. Los Angeles County Mar- 
| ket. | 
Current market data on popula-| 
tion and retail sales for Los Ange- | 
les County in relation to the U. S. 
|totals, 11 western states totals and 
California totals, will be published 
'by the Times-Mirror Co., Los An- 
geles, in June. 
| 
No. 3397. The Big Package for 1952. 
| The Herald-Post and Times, E]} | 
Paso, Tex., will publish this book- | 
jlet on El Paso’s population and re- | 
tail sales in each county for 1951. | 
|To be published in June. | 


No. 3398. City and Retail Zones of | 
| Cincinnati. | 
| In June, the Cincinnati Times- | 
|Star will publish a 22”x14” map| 
lof the 19 counties making up Cin-— 
icinnati’s city and retail trading 
zones, showing population and 
number of families per county, 
based on census data. 


3399. 1952 Census Tract and 
Shopping Area Map of Toledo. 
August is the publication date 
for this Toledo Blade-Times map 
of corporate Toledo in color by 
census tracts, indicating rental 
values and pinpointing important 
shopping districts with detailed 
information on the type of retail 
outlets in each district. 


|No. 


No. 3400. The Toledo Market Book- 
let. 


A detailed analysis of the Toledo | 
market to be published in Septem- 
ber by the Toledo Blade-Times. 


No. 3436. Fresno’s Four-County 

Market. 

In June, the Fresno Bee will 
publish this four-page brochure | 
containing a quantitative and 
qualitative analysis of population, 
retail sales, farm income, bank 
debits, savings deposits and other 
pertinent data concerning the 
Fresno, Cal., four-county test mar- 
ket. 


No. 3434. KISD Coverage Map. 

Ready, June 1, will be a map 
showing population and coverage 
area of Station KISD, Sioux Falls, 
S. D. 


Use 


the 


requesting 


data 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 


| by the publishers. 


No. 7000. Domestic Engineering 
Market Possibilities by States. 
Domestic Engineering has de- 
veloped quotas for the U.S. and 
every state for the sale of plumb- 


ing and heating products. Sales 
opportunities are broken down in- 
to four markets: rural, remodeling, 
industrial and new construction. 
Shipment figures are given for 
materials in the plumbing and 
heating industry. There is a charge 
of $2.50. 


No. 7001. Domestic Engineering 
Newsletter Series. 

This title covers a series of Do- 
mestic Engineering newsletters 
containing marketing information 
in the plumbing and heating in- 
dustry, such as reports on gas and 
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. »« » YOu are 
looking for 


NATIONAL 
DISTRIBUTION! 


{f you are a 
agency man... it will 
the fects about quick, low 
tribution produced by the 
tag eaves at chaning 
e serv’ our experienced me: 

staff are available at no cost or obligation te 
you . for initial planning, product 
market analysis. copy assistance 
through. Learn about thts old and 
that can start sales-w 
women working for you in 48 states 
their own expense Write now to 


OPPORTUNITY MAGAZINE 
Dept. All8, 28 E. Jackson Bivd., Chicago 4, 1). 


* ibutor, or 
pay you to get 
cost na 
direct- 


HERE’S YOU 


Here’s the market you dream about 
... the largest and richest in the na- 


tion’s No. 1 farm state. 


livestock, oil, agriculture and indus- 
try provide an annual buying income 
of $2,225,000,000 for 536,000 fami- 
lies in a 100 county trading area. 


The Fort Worth Star-Telegram, with 


WRITE Amon Carter, Jr., 
National Advertising Direc- 
tor, for complete market 
and circulation analysis. 


“KEY 


FORT WORTH-GATEWAY 
TO WEALTHY WEST TEXAS 


Ps 


QUICK Facts About This Rich : 
100 County Market 


Retail Sales 


Income 
Population 
Food Sales 
Drug Sales 


Radio Sales 


Sales 
Auto Sales 


+ % be HF 


Year-round 


market. 


AMON G CARTER publisher 


Effective Buying 


_ STAR-TELEGRA 


$2,106,122,000 
$2,418,313,000 


69,978,000 
$ 92,153,000 


$ 271,457,000 
$ 483,359,000 


1952 Salee Management 
Survey of Buying Power 


Furniture-Household- 


General Merchandise 


over 215,000 net paid Sunday and 
over 235,000 (M & E) net paid daily 
circulation reaches the prosperous 
West Texans who can and pill buy 
YOUR product or services. That’s 
only part of the story ... write TO- 
DAY for complete information on 
your sales potentials in this wealthy 


Mm 


) 


without the use of schemes, premiums or contests — “Just a Good Newspaper” 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


oil heating; postwar shipment fig- 
ures on plumbing and heating 
products, as well as water systems 
sales data going back to 1929; and 
a look at construction during the 
past year 


No. 7002. The Market for Furni- 
ture 
Furniture Age has issued this 
folder, which explains the size, 


scope and buying power of home 
furnishings dealers, what they buy 
and sell, and how they buy, dis- 
play and advertise their wares 
Based on a survey of the publi- 
cation's dealer subscribers 


7003, Facts and Figures that 
Add Up toa Whale of a Sport- 
ing Goods Market 

A by-state list of hunting and 
fishing licenses in the Upperwest 


No 


IEN Begins 20th Year... 


FIRST field of 
product news and information pub- 
lishing page 
around its product-finding index . . . 


with another in the 


a new front designed 
with more advertisers (740 to 850 per 
issue) than any other publication of 
similar distribution 
62.044 
readers in 
(total 
with a 


service or 
buyng 
indus- 


specifying and 
all manufacturing 
distribution 65,550) 
($125 to $135 


month) plan for reaching industry's 


with 


tries 
low-cost per 
top operating, engineering, and pro- 
duction men at the time they are look- 
ing for product information. 


INDUSTRIAL EQUIPMENT NEWS ® 
] What's : 


Neu 
reat 


) teuwreret eaten Se 


1933-1934 


lishing service Was created in associa- 


\n entirely new pub 


tion with Thomas’ Register. Industrial 
Equipment News the first 
publication devoted entirely to prod- 


became 


uet news and information for top pro- 
duction men in industry, Aecepts ad- 
vertising (in 1934), adopts one-ninth 
page units as standard, proves these 
ads to be effective, De- 


velops circulation by reader request. 


small, meaty 


Establishes plan to service reader in- 


WUSAcinAL SyUbPMENY Nels SF 
usta le 
1951 Continues to lead the field it 


created in number of advertisers, in 
standing with specifiers and buyers of 
largest and most active plants in all 
industries. 


industrial Equipment News 


@ oo 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 


(resident and non-resident) shows 
that this region contributes 40 to 
56% of the nation’s license sales. 
The folder emphasizes that Upper- 
hardware stores are domi- 
sporting goods outlets be- 
cause of the preponderance of 
small towns in this area. Pub- 
lished by Hardware Trade 


west 
nant 


The Retailer Gauges the 
1951 Fall Buying Sur- 
Magazine. 


No. 7004 
Varket 
vey, Jewelry 
This survey contains the tabu- 
lated results and analyses of 
Jewelry’s 10th semi-annual survey 
of the retail jewelry trade. Figures 
are averages of replies to a ques- 
tionnaire sent to a representative 
cross-section of the country’s jew- 


elers and show the categories into} 


which their dollar volume is bro- 
ken down 

No. 7005. What Has Happened in 
the Jewelry Market 
has published 
analysis of the jewelry market 
during the past decade, showing 
the tremendous changes that have 
occurred in terms of new fashion 
approaches, new designs and new 
merchandise that are being 
adapted to changing consumer de- 
mands. Facts about the publication 
are included in this presentation. 


Jewelry this 


No. 7006. Market Analysis of the 


Restaurant Industry 


This is an extensive, up-to-date 
analysis showing the growth of the 
restaurant industry, its scope and 
status among the nation’s leading 
retail industries. The study indi- 
cates the makeup of the institu- 
tional market, shows how much 
and how restaurants buy and who 
does the buying. Published by 
American Restaurant 


No. 7007. Checking Copy and Mar- 

ket Trends 

This is a preview, issued month- 
ly, of automotive service industry 
news, reporting on late market 
developments, government rulings 
affecting distribution and _ sales, 
and news of coming events of im- 
portance to automotive manufac- 
turers. Market trends and anal- 
indicating dollar volume po- 
tentials, with annual projections 
are shown, covering automotive 
jobbers and the gasoline service 
station market. Published by Job- 
ber Topics 


yses, 


No. 7008, $358,000,000 Market for 
Housewares. 
This report, issued by Hard- 


ware Age, shows the current vol- 
ume and growth of housewares 
sales by major retail hardware 
dealers, as well as the number and 
percentage of major dealers stock- 
ing and selling principal house- 
wares lines. Figures are given to 
indicate the hardware wholesaler’s 
part as a vital factor in the distri- 
bution of housewares 


No. 7009. $158,028,000 Market for 
Sporting Goods 
Hardware Age shows, in this 
folder, the current volume and 


trend since 1929, number and per- 
centage of major retail hardware 
dealers stocking and selling sport- 
ing goods lines, and the part 
wholesalers play in distribution of 
sporting goods 

No. 7010. Electrical Wholesaling’s 
1952 Annual Review and Out- 
look 

This reprint (20¢ a copy) from 
Electrical Wholesaling chronicles 
the industry's most important 
growth year; analyzes last year’s 
performance and 1952 sales po- 
tentials in each of the country’s 
nine marketing In three 
sections it defines Will 


regions 
“What 


You Have to Sell,” “What Are 
Your Best Markets,” and “How 
Does Your Region Shape Up for 
Sales.” 


No. 7011. Portfolio of Data—Auto- 
motive Digest. 

Automotive Digest follows the 
NIAA outline in this portfolio, 
with data on the motor car re- 
pair and maintenance industry and 
its scope, and coverage of the mar- 
ket by the publication 
No. 7012. How tu Advertise Suc- 
cessfully to Real Estate Men 

What real estate owners need in 
the way of supplies and services, 
and how they buy are discussed 
in this folder, issued by Realty. 
In addition, there are suggestions 
on ad writing and budgets, and a 
report on coverage of the market 
by this publication. 


No. 7013. Multi-Pumps. 

National Petroleum News offers 
two illustrated booklets which re- 
port on the progress of the multi- 
pump service station trend at dif- 
ferent periods in its development. 
Together they tell the complete 
story on this new mass gasoline 
retailing operation and its effect 
on the gasoline distribution pat- 
tern. The booklets $1.50 per 
copy. 


are 


No. 7014. Kalamazoo Study VII 

This is a study of retail appli- 
ance-radio-TV distribution in a 
typical county, indicating dealer 
population, county sales, longevity 
of dealers, saturation, future sales 
outlook and dealer sales and serv- 
ice practices. Published by Elec- 
trical Dealer 
No. 7015. 8,000 Feed Manufactur- 
ers... 

Eastern Feed Merchant has is- 
sued this report showing the num- 
ber of animal units in the 13 north- 
eastern states and manufactured | 
feed they will consume; also a} 
compilation of the number of home | 
state and out of state feed manu- 


facturers in the Northeast. The | 
study includes statistics on the} 


volume of major grains produced | 
in 17 eastern seaboard states 


No. 7016. Motor’s 


Wholesaling 


Automotive | 

A city-by-city analysis of man- 
ufacturers’ sales of automotive re- 
placement parts and garage equip-| 
ment to automotive jobbers in the | 
U. S. and Canada. Published by | 
Motor, it is based on complete 
1950 sales of 80 manufacturers, 


| totaling $321,361,000. 


No. 7017. The Hardware Store 
Market for Housewares. 
Brand preferences and other 


data such as purchases, number of 
stores selling, population and vol-| 
ume group figures on electrical | 
housewares and major electrical | 
appliances. Data are based on a! 
store and market study made by 
Hardware Retailer 


No. 7018. The Western Nursery and 
Garden Supplies Industry 
Pacific Coast Nurseryman has| 

issued this folder reporting on its| 

market—retail dealers and whole- 
sale growers. In the 12 western 
states, the folder says, these deal- 
ers and growers did a business of 
$205,000,000 in 1951 


No. 7019. Biscuit & Cracker Baker 

Market. 

The biscuit and cracker industry 
(strictly wholesale), including re- 
lated products such as cookies, 
pretzels, etc., this folder says, is 
highly specialized and _ distinct 
from over-all general baking. This 
segment of relatively few plants 
does a volume exceeding $500,- 
000,000 annually. The folder de- 
scribes the market, bakers’ prob- 
lems, foreign operations, etc. Is- 
sued by Biscuit & Cracker Baker. 


No. 7029. Do You Sell Feed Manu- 
facturers? 

Feed Age, in this folder, presents 
quick facts about animal and poul- 
try feed manufacturers who buy 
the bulk of all feed ingredients, 
equipment and supplies in this 
$3% billion market. Government 
census figures, augmented by oth- 
er authoritative sources, show 6,- 
000 plants producing over 32,000,- 
000 tons of feed. 

No. 7021. A Market Study of the 
Baking Industry 

How the baking industry oper- 
ates is discussed in this folder to 
provide a basis for analyzing the 
sales potential among wholesale 
and retail bakeries—their buying 
practices and distribution systems. 
Statistics, including special gov- 
ernment census breakdowns, show 
that “90.7° of total industry busi- 
ness is done by only 35% of all 
wholesale and retail operating 
bakeries.” Published by Bakers 
Weekly 
No. 7022. How Are Your Sales in 
Washington, D. C. 

With market data for Washing- 
ton, D. C., covering population, 
buying power, income, etc., this 
folder basically describes the city 
photographic market. Pub- 
lished by Photo Dealer, it is one 
of a series, the other folders cover- 


aS a 


ing Hartford, Conn., Harrisburg, 
Pa., and Springfield. Mass. 
No. 7023. 1952 Directory of Rep- 


resentatives. 

Radio & Television Retailing has 
issued this list of independent man- 
ufacturers’ representatives  spe- 
cializing in the market of prod- 
ucts in the radio, television, elec- 
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tronic and electrical equipment 
fields. Arranged alphabetically by 
states, the list gives names, ad- 
dresses and telephone numbers. 
It should be helpful to manufac- 
turers in extending their distribu- 
tion. 


No. 7025. Market Analysis of Auto- 
motive Service Shop Industry 
and 1951 Service Job Analysis. 

This Motor Service folder gives 
job volume on more than 150 serv- 
ice shop operations for the past 
four years; shows extent of the 
automotive repair shop market; 
describes job volume in specialized 

automotive service shops; gives a 

1952 estimate of car registrations 

by states; and shows methods of 

distribution together with many 
other facts and figures. 


No. 7026. ‘Hold It’ We’re Taking 

Your Picture. 

A report on the Latin American 
market for U. S. appliances and 
radios is made in this folder is- 
sued by Radio y Artulos Electricos 
The number of Latin American 
radio-appliance dealers is shown, 
with a list of typical U. S. prod- 
ucts exported in 1950. 


No. 7027. Service and Leadership 
in the World’s Second Largest 
Automotive Market. 

This booklet, issued by Motor 
Magazine, contains data on the Ca- 
nadian automotive service market, 
such as motor car registrations; 
gasoline consumption; number of 
car dealers, garages, fleet repair 
shops, automotive jobbers and gas- 
oline outlets; and an estimate of 
the market dollar-wise. Included 
is information about the publica- 
tion, its readership and services. 


There's Nothing Better 


Than being FIRST! 


that's why it pays to advertise in 


the SioUX FALLS 


Metropolitan Area 


F IRST Market in South Dakota! 


The Sioux Falls, South Dakota area offers national adver- 


tisers a rich urban and agricu 


Itural market—the most pros- 


perous market in South Dakota! In fact, Sales Manage- 


ment's 1951 Survey of Buying Power shows that average 


retail sales per family in the 
were third highest in the NA 


per family! Total retail sales 


Sioux Falls metropolitan area 
TION . . . a total of $4,906 
for the 14-county ABC Retail 


Trading Zone were $219,204,000. The ONLY medium 
that gives you dominant coverage of this vital market area 
is the Sioux Falls ARGUS-LEADER, South Dakota's leading 


daily newspaper. 


The Sioux Falls ARGUS-LEADER gives 


you 97% coverage of the Sioux Falls metropolitan area and 


65% coverage of the 14-county ABC Retail Trading Zone. 


Write the Sioux 
National Advertising Department or Gil- 
man, f 


Falls ARGUS-LEADER 


Nicoll Ruth or plet 


and 


market dato file. 


FALLS 


Argus. 


leader 


Gu Dakota’s Leading Daily Newspaper 


Represented by GILMAN, NICOLL & RUTHMAN 
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No. 7024. America’s Fastest Grow- 
ing Home Market. 

This is a study of the methods, 
problems and factors encountered 
in the sale of radio, television and 
allied products through retailers. 
The booklet discusses the change 
in retailing and servicing with the 
coming of TV. Published by Radio 
& Television Retailing. 


No. 7028. How to Sell More Latin 
American Druggists. 

The Latin American retail drug 
market is analyzed in this folder, 
which contains a breakdown of 
key drug stores by city. Market 
coverage of La Farmacia Moderna, 
publisher of the folder, is included. | 


No. 7029. 1952 TBA Directory and| 


Buyers’ Guide. 

National Petroleum News has 
published this collection of market 
facts and directory information on 
the tire, battery and automotive 
accessory market. 


and office equipment field in 
Canada is shown in this report is- 
sued by Canadian Staiioner & 
Office Equipment Buyer, with 
coverage of the market by the 
publication. 


No. 7038. Hardware and Metal 

Tell-All Broadside. 

This folder shows the dollar 
volume of the hardware and elec- 
trical market in Canada, 1941- 
1950, with classification break- 
down. Published by Hardware and 
Metal and Electrical Dealer, the 
folder shows all feature issues and 
the publication’s services. 


No. 7039. Canada’s Buyers Teil 


You What Canadian Grocer 
Means to Them. 
A complete provincial break- 


down of dollar volume done by 
Canadian independents and chains 
in the food field, 1941-1950, is 
shown in this folder issued by 
Canadian Grocer. It also includes 


|a breakdown showing which cate- 


No. 7030. Jobber Topics Merchan- | sory of stores does what percentage 


dising Guide. 

A quick reference guide for to-| 
day’s sales planner going after) 
the automotive aftermarket. Is-| 
sued by Jobber Topics, it presents, | 
in graphic form, facts and figures | 
on sales trends, profit potentials | 
and industry thinking, including 
six Executive Forum reports and 
a comprehensive _ state-by-state 
breakdown of the automotive aft-| 
ermarket. | 


No. 7031, The Hardware Market. | 

This data booklet, issued by | 
Hardware & Housewares, covers | 
the hardware market, showing lat- 
est U. S. Census of Business fig- | 
ures in graphic form. It includes 
facts about the small town market, 
figures on wholesalers’ sales vol- 
ume, market growth and sales po- 
tentials. Replete with charts, 
guides and market maps 


No. 7032. Announcing Bar & Pack- 
age Store Management. 

Liquor Publications Inc. has is- 
sued this brochure dealing with 
the retail market covered by its 
monthly, Bar and Package Store 
Management, which appears in 
two editions—Bar Management 
and Package Store Management. 
Types of retail outlets are shown, 
problems of merchandising in the 
liquor industry are discussed and 
1950 liquor consumption by states 
and types is tabulated 


No. 7034. Drug Merchandising— 
the Paper and the Market. 

This booklet, published by Drug 
Merchandising, contains a break- 
down, by provinces and cities, of 
the drug trade in Canada. It shows 
population, number of drug out- 
lets and dollar volume, lists all 
Canadian wholesale druggists and 
manufacturers, and contains a 
synopsis of regulations governing 
drus advertising in Canada. 

No. 7035. The Paint Market in 

Canada. 

A pamphlet, issued by Painting 
& Decorating Contractor, showing 
Canadian paint production prewar, 
postwar and 1951; distribution of 
paint sales and growth of retail 
outlets. 


No. 7036. How to Increase Your 
Sales to the Paint Industry 
Canadian Paint & Varnish Mag- 

azine offers two pamphlets—one 

providing market data for the in- 
dustrial finishing field in Canada, 
and the other showing figures for 
the Canadian paint industry. Each 
indicates the dollar growth since 

1939 and the estimated 1952 mar- 

ket, the number of users in Can- 

ada, by provinces, and the indus- 
tries served. 


No. 7037. Canadian Stationer & 
Office Equipment Buyer—the 
Paper and the Market 
A breakdown of the stationery 


of business, and readers’ com- 
ments on the publication 


No. 7040. Merchandising Report. 
The Merchandising Newspapers 
Division of Maclean-Hunter Pub- 
lishing Co. offers this monthly in- 
formation service covering sta- 
tistics, prices and trends in the 
Canadian retail trade field. 


No. 7041. Quality and Quantity 

Sales. 

Hotel & Restaurant Magazine 
has issued this four-page illus- 
trated folder, containing data on 
the market it covers 


No. 7033. The Northwestern Miller 

Almanac. 

This is a complete statistical 
reference work of facts and fig- 
ures on the production, distribu- 
tion and consumption of materials 
and commodities used and manu- 
factured in the flour, feed, grain 
and baking industries. Included 
are statistics on price, supply, pro- 
duction and distribution, factual 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


HIGHLY COMPETITIVE MARKET 
UTILIZES ADVERTISING 


“The products that we distribute are sold in a highly competitive con 
sumer market", says Harry Watson, manager of McElroy & Prewitt Co. 
food brokers in Sioux City, lowa and the Sioux City Retail Trade Area’. 
“It is necessary’, Mr. Watson continues ''to keep the 
brand names, soles messages and promotional activi 
ties of our products before the consumers at all times 
—or sales decline. For years, the Sioux City Journal 
& Journal-Tribune have been doing this job for us 
and doing it economically”. 

Sioux City is located in the heart of the rich midwest 
Harry Watson has a metropolitan area population of 103,917 and 
is one of the top livestock markets in the nation. 
*Sioux City A.B.C. Retail Trade Area (49 counties in lowa, 

Nebraska, South Dakota, Minnesota). Population—818,400 


“Buy-Minded” People. 
(Advertisement) 


OF ANY PUBLICATION 


Published as part of the week-end 
editions of the following 
leading Canadian newspapers: 


ST. JOHN'S, NFLD. Evening Telegram 
MONCTON Times and Transcript 
SAINT JOHN Telegraph-Journal 
and Evening Times-Globe 
MONTREAL Star 
QUEBEC Chronicle-Telegraph 
FORT WILLIAM Daily Times-Journal 
KINGSTON Whig-Standard 
KIRKLAND LAKE Northern Daily News 
LONDON Free Press 
PETERBOROUGH Examiner 


PORT ARTHUR News-Chronicle 
TIMMINS Daily Press 
TORONTO Telegram 

MOOSE JAW Times-Herald 
PRINCE ALBERT Daily Herald 
VANCOUVER Sun 

THE STANDARD 


arvest 
circulation — 


CU re-asrty 


IN CANADA 


Read by more than half 
of all the English-speaking 
families in Canada’s 
urban markets. 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


background of trade custom, gov- 
ernment regulation and industry 
self-control. Published by North- 
western Miller; the price is $2 


No, 7042. Grand Rapids Study 
A story of manufacturers’ op- 
portunities at point of sale. What 
happens to display material when 
it reaches the store, types of dis- 
plays dealers want, and which 
brands dominate store displays 
are discussed. Issued by Progres- 
sive Grocer, and based on a sur- 
vey in food stores in Grand Rap- 
ids, Mich. 
No. 7043. Report on a 
Sales and Margins 
modities 


Study of 
by Com- 


This study of seven supermar- 
kets, issued by Progressive Grocer, 


presents complete, detailed facts 
on margins, total sales, and sales 
per square foot for each of 188 


products over a period of 12 weeks 


No. 7044, Drug and Toiletry Sales 

in Food Stores 

A nationwide study of drug and 
toiletry distribution, sales and 
merchandising in supermarkets, 
superettes and smaller stores, is- 
sued by Progressive Grocer. It 
shows which drug and _ toiletry 
commodity classifications are now 
being stocked by food stores, the 
average number of items handled, 
how displayed, margins that opera- 
tors realize from drugs, and other 
sales and merchandising factors 
involved. 


No. 7045. The Buyer’s Guide 


The National Retail Furniture 
Agency has issued this reference 
book showing manufacturers of 


household and office furniture in 
wood, metal and upholstery; man- 


ufacturers of mattresses, springs 
and bedding; furniture novelties 
and supplies 

No. 7046. Facts About Plastics 


Merchandising 

This folder contains a descrip- 
tion of the specialized market (in 
wholesale and retail establish- 
ments) available to manufacturers 
of consumer plastics products. 
Published by Plastics Merchandis- 
wg 


No. 7047. Selling Opportunities in 
the Tea & Coffee and Allied 
Trades 


An analysis of the tea and cof- 
fee industry, with a breakdown of 
the various units and types of com- 
panies within each industry indi- 
cating their buying potentiality 
from the standpoint of manufac- 
turers of equipment and supplies 
It also analyzes the consumption 
of the two beverages in this coun- 
try. Issued by Tea & Coffee Trade 
Journal. 

No, 7048. Summary Statistics 
Wholesalers of Machinery, 
Equipment & Supplies. 

Tables in this data file pin- 
point the size, number, location 
ind sales volume of wholesalers of 
machinery, equipment and supplies 
of primary interest to manufac- 
turers selling through industrial 
distributors. Published by Indus- 
trial Distribution 


on 


No. 7049. Non-Foods Make Giant 

Gains 

A detailed survey of the mer- 
chandising of non-food items in 
supermarkets, tracing the growth 
in the retailing of such products 
as tobacco, magazines, books, sta- 
tionery, housewares, paper = spe- 
cialties, drugs and cosmetics, 
cleaning products, baby needs and 
other items in these Pub- 
lished by Super Market Merchan- 


dising. 


stores 


No. 7050. Industry Still on Ascent. 

This comprehensive survey of 
the supermarket industry, detail- 
ing its growth in the past decade 
in size, number of markets, sales 
volume, position in the food mer- 
chandising and retail distribution 
fields, and tracing the outstanding 


features and characteristics of the 
contemporary supermarket. Pub- 
lished by Super Market Merchan- 
dising 


No. 7053. For the Man Who Wants 
to Reach Industrial Distributors 
and Their Salesmen. 

Industrial Distribution offers 
this booklet showing how to build 

a distribution program and how to 

maintain it when established. It 

contains a list of suggestions to 


aid policy makers in setting up 


distributor policy 


7054. So You Have a Product 
to Market? 

An outline of the distributor’s 
place in the marketing of products 
to industry and suggestions on set- 
ting up a distributor program are 
offered in this folder issued by 
Industrial Distribution. 


No. 


No. 7055. Report on Merchandise | 
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Stocked and Merchandising 

Operations of Gift and Decora- 

tive Accessory Retailers. 

Prepared by The Gift and Art 
Buyer, this folder contains an 
analysis of the types of merchan- 
dise carried and merchandising 
practices followed by retailers of 
gifts and decorative accessories in 
the U. S. 


No. 7056. Condensed Report on the 
Office Equipment and Station- 
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A Spanish edition 
to link two continents 
q 
i 
~ TARTING in January of next year, a new edition of LIFE will be 
published in the Spanish language for the people of Latin | 
America. 
ay — ae This magazine will resemble LIFE INTERNATIONAL—the 
world-wide English-language edition of LIFE—which fortnightly 
pictures the progress and products of democracy’s way of life to a 
the people of 120 countries in the free world. a 
x * But the new edition will do more than just literally translate i 
. y 
y LIFE INTERNATIONAL for 101,000,000 Spanish-speaking Latin f 
\SAMOA © : \ 
Americans. 
i > oe? . . eas j 
sal By speaking in the exact idiom of their own tongue, it will bring 
ne 
them—every other week—new views and ideas, new inventions 
and products, new understanding of people, places and events LOPIG OF olf 
’ that LIFE brings to you in North America. = $5 i 
“ape By strengthening bonds of mutual interest and understanding, feu cEASTER 1) 
r ant 


-. the Spanish-language edition of LIFE INTERNATIONAL will 
link in closer friendship the people of the North and South 


; American Continents. 


Time-LIFE Building, 9 Rockefeller Plaza 


New York 20, N. Y. 
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ery Business in the U. S. 

Geyer’s Topics has issued this 
folder containing data on dollar 
volume sales of independent of- 
fice equipment and _ stationery 
dealers; buying and selling habits 
and merchandising practices. 


No. 7057. Selling the Gift and Art 
Field. 
Facts about gift and art retail- 
ers; what percentage of retailers 
stock these lines; and how gift and 


art merchandise is sold to retail-| 


ers are discussed in this folder, is- 
sued by The Gift and Art Buyer. 


No. 7051. Year-In Summary. 

An annual summary of the op- 
erating results in 1951 of the na- 
tion’s supermarkets, covering the 
growth in number of markets, in- 
creases and decreases in sales vol- 
ume, breakdown of sales and ex- 
penses, and increases in self-serv- 
ice facilities. Issued by Super Mar- 


ket Merchandising. 


No. 7052. Annual Survey of Dis- : : 
tributor Operations. To secure copies of data listed, 


Available Market Data—Distribution 


use the handy coupons 


This study shows comparative | 
figures on sales, inventories, in- 
voices billed, number of employes 
and salesmen, sales per salesman, ucts. 
etc., for industrial supply houses. An analysis of the 1952 new con- 
Published by Industrial Distribu- | struction and maintenance and im- 
tion. provement markets, issued by 

American Lumberman & Building 
No. 7058. The $7 Billion Market | Products Merchandiser. The resi- 


for Lumber and Building Prod- 


te, See ee 


-~- 


ee ee ee eee 


4 
} 
; 
| 
} 


’ 


co eae rages 


; 


ome 


wisT INDIES taht tee 


a a 


dential market by size of town is 
shown, size of the dealer market, 
and a table of percentages showing 
what retailers sell 


| No. 7059. What the Public Spends 
for Drug Store Products. 
| This study, issued by Drug Top- 
| ics, covers sales trends of 215 drug 
|store products showing civilian 
| spending in all outlets; spending in 
drug stores only; per cent of total 
drug store sales; and per cent of 
| drug store sales to total spending. 


ig 7061., Drug Topics’ Livestock, 


Poultry and Pet Medicine Sur- 

vey. 

This is a continuing annual sur- 
vey covering total sales of live- 
stock, poultry and pet medicines 
for the past 12 years and drug 
stores’ share of the business. Po- 
tentials by states are shown. Pub- 
lished by Drug Topics. 


No. 7062. Drug Topics’ Vitamin 
Sales Study. 

Dollar sales of vitamins for the 
past ten years, per cent of change 
for each year, sales by drug stores 
only and sales by other outlets are 
shown in this continuing study is- 
sued by Drug Topics. Included are 
total vitamin sales for indepen- 
dents and chains. : 


No. 7063. Drug Topics’ 13th Arne 
nual Prescription Study. 

This annual study, issued 
Drug Topics, gives a dollar breaks 
down of druggists’ prescription ine 
come; number of prescriptions 
(new and refills); per cent af 
prescription income to total drug 
store sales and other data covers 
ing averages per store for indes 
pendents and chains. : 
No. 7064. A Study of Drug Tra 

Selling and Mecchondistal 
Problems. Hf 


|consumer or 
| tising; lining up support for pro» 


7 
Seven specific selling and mere 


|chandising problems are covere@ 


in this Drug Topics study: getting 
the proper interview; covering the 
ground; making sales and profit 
figures more effective; selling your 
professional advere 


motion drives; getting support of 


69th ww suvinc power 


omong Sales Management's 
162 Metropolitan County Areas 


I; you're planning a news- 
paper campaign to cover the 
first 100 markets according 
to Buying Power, then over 
234,000 Quad-Citians are 
equipped in the pocketbook 
to respond. Factories on the 
Illinois side of the Quad- 
Cities sign 65°% of the pay- 
roll. And you cover Rock 
Island, Moline and East Mo- 
line (3 of the 4) 
when you use 


The MOLINE Digpated 
Ze ROCK ISLAND #Fegus 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


wholesalers’ salesmen, and reach- 
ing the man behind the scenes. 
7065. Sixth Annual Business 

Shirt Survey. 

Men's Wear has issued this re- 
port on a nationwide survey of 
men’s wear buyers to determine 
the per cent of shirt sales by color 
price, fabric and style 


No. 


No. 7066. Third Annual Work 


Clothing Survey 

Presented here are results of a 
special mail survey designed to 
furnish complete sales data on all 
important factors such as color, 
price, style and fabric of work 
clothing. Published by Daily News 
Record 


No. 7067. Third Annual Furniture 
Fashion Survey 
In this survey, issued by Re- 


we 
have 
over 


$200,000,000 
How Much Do 
YOU Want? 


BATON ROUGE, LA. 


Effective buying income 
$241,825,000 


Retail trading zone population 
314,788 


Population increase since 1940 

+249% 

Total Dollar Effective Buying income | 
104th in U. S. 
117th in U. S. per 
Family Income 


Bank deposits increase since 1940 
+ 370.5% 


Bank resources increase since 1940 


+ 343.6% 


wee, your share 


- this market, specify 
BATON ROUGE'S 
& 


STATE 2iittfix TIMES 
MORNING ADVOCATE 


Affiliated with Radio Station WJBO 
Represented by The 


JOHN BUDD CO. 


| among 


tailing Daily. are shown important 
trends in styles, finishing, woods, 
upholstery coverings and consumer 
preferences, with informative 
comments by retailers. 


Drug Topics’ First Aid 
Prescription Accessories 


No. 7060 
and 
Study 
This is a continuing annual 
study covering sales of first aid 
and prescription accessories broken 
down by these outlets: drug stores, 
variety and department stores, 
general stores and mail order 
houses. Issued by Drug Topics. 


No. 7068. Selling the Lumber and 

Building Material Market 

This is a 36-page fact-packed 
market data file containing basic 
information about this big mer- 
chandising field, designed to serve 
as a permanent reference guide on 
the lumber and building material 
market. Issued by Building Supply 
News. 


No. 7069. Oil Jobber Survey. 

Petroleum Marketer has pub- 
lished this analysis of oil jobber 
operations for 1951, with compara- 
tive data for the vears 1940 and 
1946. It covers physical properties, 
products sold and types of supply 
sources 
No. 7070. Third Annual Fur Sur- 

vey. 

This report, published by Wom- 
en's Wear Daily. furnishes a pic- 
ture of the trends in the fur mar- 
ket, with special emphasis on the 
price structure of all important 
skins in the market 
No. 7071. 15th Annual 
Clothing Survey. 

This study, made among men's 
wear retailers, shows the sales 
of men’s summer suits by price, 
color, fabric, model and pattern in 
1951, with estimate for 1952. Pub- 
lished by Men’s Wear 


Summer 


No. 7072. Third Annual Sports! 
Wear Survey 
Daily News Record has issued 


this report on a nationwide survey 
retailers, showing current 
and future trends in men’s sports 


wear by type of fabric, color and 
style 
No. 7073. Seventh Annual Sur- 


vey of Operating Experience of 

Men's Wear Stores 

Men's wear retailers throughout 
the country were surveyed for this 
study, by Men's Wear, showing 
figures on turnover, expenses, 
margins and profits of these out- 
lets 


No. 7074. Survey of Dealer Aids 

Men's Wear made this analysis 
of retailer opinion on material 
available to them. The study con- 
tains tables and charts on types 
of display aids preferred by men’s 
wear stores and department stores 
and the amount of display aids 
used by these stores, by volume 
group 
No. 7075. Seventh Annual Brands 

Study 

Purpose of this Women’s Wear 
Daily reflect the 
changes which have resulted from 
the Supreme Court decision elim- 
inating the fair trade non-signer 
clause. The material shows the 
per cent of fashion merchandise in 
branded and unbranded lines 


study is to 


No. 7076. 1951 Fact Book. 
Finger-tip facts and figures on 
the men’s wear industry such as 
typical merchandising and oper- 
iting results; distribution of sales 
distribution of men’s 
classification, 


by months; 
furnishings sales by 


etc. Published by Men’s Wear 


No. 7077. Your 1952 Market Guide. 

This is a four-page folder full 
of factual data on the housewares 
and electric housewares market, 
projecting possible sales for 1952 
and broken down by state and by 
merchandising sections of the 
country. It gives population data 
and regional distribution of new 
urban dwelling units. Also, it 
shows how sales in this field are 
distributed percentagewise month 
by month in leading trading areas. 
Published by Housewares Review. 
No. 7078. Linens and Domestics 
Market Map. 

A 22x34” wall map in color, giv- 
ing a complete breakdown of sales 
in the linens and domestics field 

State by state, by marketing 
area and by population. Published 
by Haire Publishing Co.. copies 
are $2 each. 


No. 7079. Average Number of Days 
of Precipitation. 

Haire Publishing Co. offers this 
table showing the average number 
of days of precipitation in 25 prin- 
cipal U. S. cities to serve as a 
guide for local advertising and 
sales campaigns 


No. 7080. Children of Each Age 

This is a compilation of esti- 
mates of the number of children 
who will be born in 1952, includ- 
ing both registered and non-regis- 
tered births. Published as an aid 
to merchandisers and sales mana- 
gers in the infants’ and children’s 
wear field by Haire Publishing Co. 
No. 7081. Timing Your Advertis- 
ing. 

This is a four-page merchandis- 
ing guide for the home furnish- 
ings field to aid merchandisers 
and sales managers to time their 
local advertising to coincide with 
peak sales activity. Published by 
Haire Publishing Co 
No. 7082. Glossary of Terms Used 
in Retail Merchandising 

Haire Publishing Co. has issued 
this booklet containing a compila- 
tion of merchandising terms used 
by department and specialty store 
buyers and their assistants. Price 
is 25¢ a copy 


No. 7083. Sales Manuals 

Haire Publishing Co. has nearly 
40 sales training manuals and 
“how to” booklets covering var- 
ious departments and items in the 
retail field. They price 
from 10¢ to 50¢ 


range in 


No. 7084. A Study of Food Selling 
and Merchandising Problems. 
An analysis covering major sell- 
ing and merchandising problems 
of food manufacturers’ salesmen, 
such as (1) getting the proper in- 
terview; (2) selling against con- 
sumer advertising; (3) what sales- 
men don't talk about, etc. Pub- 
lished by Topics Publishing Co. 
Single copies are free; additional 
copies are 50¢ each 
No. 7085. Chain Store Age Check 
List. 
A four-page monthly newsletter 


for manufacturers selling the chain 
store variety field. It reports 
monthly sales of major variety 


chains, executive personnel shifts, 


market trends, new variety chain 
construction and modernization 
Published by Chain Store Age 


Variety Editions 


No. 7086. Grocery Advance News. 

This is a four-page monthly ad- 
vance summary of food chain news 
of interest to manufacturers and 
their advertising agencies. Regu- 
lar features include monthly re- 
gional sales reports and the Chain 
Store Age “Merchandising Time- 
table,” a monthly roundup of fea- 
tured items and headlined events 
culled from the newspaper adver- 
tising of 16 leading chains 
Published by Chatn Store Age 
Grocery Editions 


food 


No. 7087. Merchants to the Masses 
America’s Variety Chains. 
This is a 16-page pictorial study 
of the $2.7 billion chain variety 
store market, issued by 
Store Age Variety Editions. It in- 
cludes national and sectional chain 
market data; volume broken down 
by departments; chain buying and 
selling practices and promotional 
opportunities. 
No. 7088. 24 Ways Chain Variety| 
Store Managers Can Increase | 
Your Business. 


This study, issued by Chain 
Store Age, shows the place of the 
chain variety store manager in| 


distribution and his functions and | 
influence in promoting manufac- | 
turers’ products. It is illustrated 
with examples of trade advertis- 
ing showing how manufacturers 
have used these 24 ways. It in- 
cludes a report on the publication’s 
coverage of store managers and 
executives. 
7089. 


No. Sales Opportuniies in 


the $43 Billion Chain Store 
Field. 
Chain Store Age Administra- 


tion Combination has issued this 
folder showing expenditures for 
chain store modernization and 
construction for 1952 and four pre- 
vious years, with pictures illus- 
trating examples of various in- 
Stallations. It discusses the “de- 
cision men” who specify and 
order 


. 

No. 7090. Percentages of Total Re- 
tail Drug Business Done by 
Drug Chains in 103 Metropoli- 
tan Areas. 

This tabulation, issued by Chain 
Store Age Drug Editions, shows 
percentages of business done by 
drug chains in metropolitan areas, 
based on 1948 census figures, and 
percentages for individual cities 


Chain | 
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(1950 estimates). 


No. 7091. Chain Drug Market Sum- 
mary. 

This is a one-page summary 
showing number of chains, num- 
ber of stores and estimated sales 
volume for 1951. 


No. 7092. Early Bird. 

A monthly four-page folder is- 
sued by Chain Store Age Admin- 
istration Combination, listing new 
construction projects and modern- 
ization contemplated, with out- 
standing items highlighted. Free 
to advertisers and their agencies 
only. 
No. 7093. Chain Store Age Gro- 
cery Marketing Map of the $12 


Billion Chain Grocery—Super- 
market Field. 
A large map, issued by Chain 


Store Age Grocery Editions, gives 
state locations of stores operated 
by 1,458 food chains of three stores 
or more, and total number of chain 
grocery stores and supermarkets 
operated by chains of three stores 
or more, by states. It also tabu- 
lates items sold, with approximate 
volume for each; profits and sales 
per week of each item classifica- 


tion, and information on how 
chains buy, and store managers’ 
functions 

No. 7102. Cross the Street for 


Tractor Dealer Sales 

This is a reprint, issued by In- 
plement & Tractor, of an article by 
the publication’s advertising direc- 
tor, which appeared in “The Sell- 
ing Job,” published by Motor & 
Equipment Wholesalers Assn. for 
automotive salesmen. The article 
points out that automotive jobbers 
and their salesmen are missing an 
important contact if they fail to 
call on tractor dealers in rural 
communities. 


'%& Follow the example of these na- 
| tional advertisers. Have Burgoyne test 


the strength of your appeals 


‘day's big cushion of buying power. 


% Burgoyne’'s store panels can tell 
you in advance the probable success 
of your new product, package, price 
. any new sales pro- 


or promotion . . 
gram. 


%* Your Management can proceed 
with confidence on the facts from 
monthly-audit-reports of over-the 
counter sales . . . yours and competi- 


tion's. 


* Tell us what you ‘want pretested. 


pretest your idea 


in key markets 
SOUTH BEND 


@ “TEST TOWN, U.S.A.” is 
@ market for tests you can 
trust. 
@ “. . . representative ur- 
ban and rural area 
good cross section of indus- 
try, agriculture, trade and 
the professions,” said the 
U.S. Secretary of Commerce. 
@ People living here buy 
here . . . effecting clean-cut 
tests. 
@ Centrally located 
easily accessible for checks 
on tests. 
@ Tests are economical be- 
cause there is only one 
newspaper to buy. THE 
SOUTH BEND TRIBUNE (circ 
103,839 daily) covers 
69.9% of the 134,977 
families in retail trading 
zone which includes 5 Indi- 
ano, 2 Michigan counties 
. 104.3% family cover- 
age in Metropolitan South 
Bend area. Milline rate 
LOWER than national av- 
erage. 


to to- 


Burgoyne Grocery ér Drag - hei 


FIRST NATIONAL BANK BUILDING ° 


CINCINNATI 2 
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No. 7103. Fueloil—Fastest 
ing Market in the 


Field. 


Fueloil & Oil Heat has issued 
his six-page report showing fig- 
res based on U. S. Bureau of 
lines statistics which indicate 
ieloil gallonage growing, in thou- 
sands of barrels, faster on a per- 
entage basis than any other seg- 
ent of petroleum products dur- 
ing the postwar years. A typical 
ieloil dealer is described, includ- 
ng his dollar volume, earnings, 
ype of heating products sold, 
ypes of trucks, bulk plant equip- 
ment, etc. 


Grow- 
Petroleum 


No. 7104. Electrical Development 
in the South-Southwest. 
Electrical South offers a collec- 
tion of 16 data sheets, starting with 
a breakdown of electrical dealers 
by territories and, collectively, 
showing the importance of the} 
South-Southwest as a market for 
all things electric. 
No. 7105. Look South for a Bil- 
lion Dollar Hardware Market 


This folder, issued by Southern 
Hardware, contains results of a 
survey on hardware store sales, 
and “general line” sales by means | 
of graphs and charts. It also shows 
a graph of southern cash receipts 
from farm marketings for an 11-! 
year period, along with other mar- | 
ket data. 


7106. The Story of Frozen 
Foods. i 

Quick Frozen Foods has publish- | 
ed this booklet, which contains a| 
condensed report on the latest 
developments in all branches of | 
the frozen foods industry. Copies 
are 25¢ each. 


No. 


| 
No. 7107. 1952 Almanac of the | 
Frozen Foods Industry. 

Here is a complete collection of 
up-to-date statistics on production, 
sales, prices, retailing practices | 
and many other phases of the fro- 
zen foods industry. Published by 
Quick Frozen Foods, the price is 
25¢ a copy. 


No. 7108. A New $85,000,000 Candy | 

Market. | 

Boxoffice has issued two reports 
on candy sales in motion picture 
theaters of the country—one, a 16- 
page report on candy sales opera- 
tions, management policies and)| 
patron preferences, and the other 
containing a special summary for | 
the confectionery industry. The | 
survey gives a lot of details about} 
how candy is sold in mentors; | 
prices charged; candy sales by 
price ranges, and best-selling can- | 
iv brands 


No. 7109. Cake Mix Survey. | 
Grocer Graphic has issued this | 
report on the merchandising of 
cake mixes through grocery stores | 
located in the New York metro-| 
politan area. Tables show distribu- 
tion by branded type of mix in 
chain, independent and _ service 
stores. | 


No. 7110. The Technique of Dis- | 

tributing Electrical Appliances 

Electrical Dealer has issued this | 
brochure, which points out dis-/| 
tributors’ double service—to the | 
manufacturer and to the dealer, 
and shows how they are organized 
to meet competitive selling condi- | 
tions predicted for the near future. 


No. 7111. Chart of Retail Jewelry 

Sales. 

National Jeweler offers a chart 
showing estimated sales at retail 
of jewelry and allied lines—1929 
to 1951. 


No. 7112. Jewelry Excise Tax Col- 


lections. 
Jewelry excise tax collections, 
1941-1951, by months, providing 


retail 


an index total jewelry 
business, are shown in these data 
sheets published by National Jew- 
eler. 


ol 


No. 7113. U. S. Imports of Jewel- 
ry-Store Merchandise and Sup- 
plies by Commodities, 1950- 
1951 

U. S. imports, 1950-51, by coun- 
tries of origin, of diamonds (rough 
and polished) and industrial, pre- 
clous, semi-precious, synthetic and 
imitation stones; platinum; and sil- 
ver. Figures also show imports by 
jewels of Swiss watches. Published 
by National Jeweler. 


No. 7114. Diamond Weights at New 
York Diamond Dealers’ Club. 
Diamond weights registered at 

the New York Dealers’ Club are 


ea ae 


i 


shown in tables giving a monthly of the florists’ industry. Charts about the publication and its cov- 
record, 1945 to March, 1952. Avail- and graphs illustrate information erage of the market 


Use The Network 
of Weekly Newspapers 
reaching the U.S. 


7115. Diamond Price-Trend 
Charts, 1917-1951. 

National Jeweler has available 
this 34-year record of diamond 
price trends for perfects, VVSs, 
single cuts and melees, wholesale 


No 


only. Armed Forces Everywhere 
No. 7116. Swiss Watch Imports, 
; 1942-1951. | * 

Number and value of Swiss ARMY TIMES AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


NAVY TIMES 


DETROIT: Guordian Building 


watches and movements imported 
from 1942 to 1951 are reported in 
this National Jeweler data sheet. 
Advertising Offices 

WASHINGTON: 3132 M St., N.W. 
NEW YORK: 4) East 42nd St. LOS ANGELES: 6399 Wilshire Bivd 
CHICAGO: 203 N. Wabash Avenue SAN FRANCISCO: Monadnock Bidg 

In Philadelphia, represented by .. W. McCorney, 1015 Chestnut St. 
Also: LONDON — FRANKFURT — TOKYO 


No. 7117. The Florist Market. 
Florists’ Review has a new 
folder evaluating the potentialities 
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@ FERTILIZERS 


@ AGRICULTURAL 
CHEMICALS 


@ HOG CHOLERA VACCINES 
@ HYBRID SEED CORN 


@ BAKERS’ YEAST 


@ LIVESTOCK MINERALS, TRACE MINERAL SALT 


RAIRIE 


Offers You the Best Medium for Selling to 
the Rich Farm Market of Illinois, Indiana, 
Southwestern Michigan, Southern Wisconsin 


LUSHACTS 
TO HELP YOU SELL 


Preirie Farmer's Research Staff is continually collect- 
ing basic farm information on the 4-state area it 
serves...to make available to advertisers and 
agencies the latest figures and facts on the buying 
needs and intentions of Prairie Farmers. 


At the left area few of the farm 
ecently, surveyed by 


@ REFRIGERATORS AND 
HOME FREEZERS 


©® GROCERY PRODUCTS on your product. If we don’t have 
® DOG FOOD the exact i ation you need, 
@ POWER TOOLS MN get it f 

@ PETROLEUM = 


NO OTHER AGRICULTURAL AREA CAN MATCH THE 


CONCENTRATED BUYING POWER OF PRAIRIE FARMER LAND 
Reach this big, prosperous market best through PRAIRIE FARMER 


PRAIRIE FARMER'S 
Radio Station 


May our representative present facts f oni 


OLDEST FARM 


— 400000 
Wh nD CIRCULATION 
WRAIRIE WARMER ({ f72 

ee, | ee 


1230 W. Washington Bivd. « Telephone MOnroe 6-9700 


Chicago 7, Illinois 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


No. 7118. Who Buys Hotel Front 
Office Supplies? 


The Hotel Monthly has issued 


this data sheet which shows, in 
graphs, who does the buying of 
front office supplies in hotels of 


various sizes 
No, 7119. Classified Directory of 
Appliance, Radio and Televi- 
sion Manufacturers. 

Electrical Merchandising has 
published this directory listing 
3,000 manufacturers of appliances, 
radios, TV sets and record players 


by types of products 
No. 7120. Electrical Merchandising 
Distributor List 
More than 3,500 appliance-radio- 
TV distributors of leading man- 
ufacturers of major appliances, 
f electric housewares and radio-TV 


NORTH CAROLINA 


sets, coded to show type of product 
they handle, are listed in this Elec- 
trical Merchandising’ directory 
One copy is available free te EM 
advertisers or agencies; additional 
copies are $5 each, 

No. 7121 
Venetian 


Survey of Institutions on 
Blinds. 

Institutions Magazine has issued 
this survey report on restaurants, 
hotels, hospitals, schools, industrial 
cafeterias and other institutions 
showing the extent of their use of 
venetian blinds, types favored, ad- 
vantages and disadvantages of 
blinds, replacement plans and 
other details. Seven hundred and 
forty-eight institutions reported. 


No. 7126. Illinois Beverage Jour- 
nal Business Charts. 
Published by the Illinois Bev- 


IS THE SOUTH’S 


NUMBER ONE STATE 


a e 


NORTH 
CAROLINA’S 


Number 


seinady eae a Gagged 


‘' eas 


/ 


North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state. 
Carolinians, according to BMB 
study, listen to WPTF than to any 
other station. 


More North 


Salesman 


PIF 


90,000 WATTS 680 KC. 
NBC AFFILIATE FOR RALEIGH-DURHAM 
; and EASTERN NORTH CAROLINA 


. Se 


Q/\> FREE & PETERS, National Representative 


R. H, MASON, General Manager GUS YOUNGSTEADT, Sales Manager 


erage Journal, these charts include 
inventory studies showing single 
bottle costs based on case prices, 
cost-per-drink figures, the num- 
ber of glasses of beer from the bar- 
rel, and bottle price charts. 


No. 7127. Selling Opportunities in 
the Tea, Coffee and Allied 
Trades. 

This is an analysis of the tea, 
coffee and allied trades from the 
Standpoint of those having equip- 
ment or service to offer the indus- 
try. It includes charts showing the 
makeup of the industry, products 
manufactured, and equipment, 
supplies and services used by the 
tea, coffee and spice trades. Pub- 
lished by the Tea & Coffee Trade 
Journal. 


No. 7128. Looking Back So You 
Can Plan Akead. 

National Retail Furniture Assn. 
jhas issued this study which pro- 
lvides a comparison of departmen- 
|tal activities in furniture stores 
from year to year—1942-1951. The 
material is based on annual NRFA 
|reports on furniture store operat- 
ing experiences 


No. 7129. Displays that Sell. 
This illustrated brochure, pub- 
lished by the National Retail Fur- 
niture Assn., deals with windows, 
spots, groupings and many other 
phases of furniture store display 


No. 7130. Overseas Markets for 
U.S. Drug and Health Products, 
Equipment and Supplies 
A 32-page booklet with detailed 

country-by-country breakdown 

showing current U. S. exports of 
chemicals, essential crude 
drugs, extracts and ingredients; 
drugstore sundries, supplies and 
equipment including cosmetics, 
toiletries and articles for personal 
hygiene; medical, surgical and hos- 
pital equipment and supplies;phar- 
maceutical and biological products; 
pharmaceutical manufacturing and 
packaging equipment and supplies; 
vitamins, baby foods and nutri- 
tional products. Published by 
Pharmacy International and El 
Farmaceutico. 


oils, 


SOON TO BE PUBLISHED 
No. 7094. Motor’s Trading Area 

Sales Guide. 

Scheduled for June publication 
[= a report showing the country 
jameeagy down into 601 trading 
}areas, with each area assigned its 
'U. S. percentage of motor vehicle 
registrations, replacement parts, 
jand garage equipment sales to 
j automotive jobbers. It contains 56 
jmaps, 125 pages. To be issued by 
Motor. 


|No. 7095. 1952 Directory of Manu- 
facturers. 


To be published some time this 
month by Radio & Television Re- 
tailing is a complete directory of 
manufacturers in the radio-tele- 
vision field who sell through dis- 
tributors, dealers and service men 
for the home market. Products to 
be listed include receivers, records, 
phonograph accessories, batteries, 
antennas, cabinets, changers and 
many others 


7096. California Radio-Elec- 
tronic Industry Directory. 


Dated September—out Aug. 20— 
will be a directory of the West 
Coast electronic manufacturing in- 
dustry, giving names and addresses 
of companies, chief executives and 
engineers, description of products, 
and trade names. Valuable as a 
regional guide to products and as 
market data for manufacturers of 
parts and components. To be pub- 
lished by Tele-Tech. 


No. 


7097. Armed Forces Procure- 
ment of Radio-Electronic Equip- 
ment. 

To be published in June is a 
complete chart and listing of ra- 


No. 


dio-electronic procurement heads 
in the Signal Corps, Navy and Air 
Force, showing authority or func- 
tions and local addresses. It will 
also contain data on purchases and 
purchasing. 


No. 7098. Political Campaign Mar- 
ket for TV and Radio. 

To be ready for June release is 
this outline of the market for sale 
of replacements, repairs and new 
receivers in preparation for sight 
and sound reception of the July 
conventions and political activities 
up to election day. To be published 
by Radio & Television Retailing. 
7099. Footwear News Fact 

Book. 

This fact book covers the high- 
lights of the footwear industry at 
both retail and manufacturing 
levels. To be issued by Footwear 
News. 


No. 


No. 7100. Electric Motors and Their 


Place in the Plumbing and 
Heating Industry. 
Available for distribution some 


time in June will be this electric 
motor survey conducted on a dealer 
level. It aims to ascertain the 
importance of motor brand prefer- 
ence in original purchases of mo- 
tor-driven plumbing and heating 
equipment, and brand preference 
as it affects replacement of worn 
out motors in this equipment. To 
be issued by Domestic Engineer- 
ing 


7101. How Are Your Sales 
Doing in Salt Lake City? 

Market data for Salt Lake City 
—population, trading area, buying 
power, income, etc.—describing 
the city as a photographic market. 
Similar studies, also in preparation 
by Photo Dealer Magazine, are 
scheduled for Spokane, New Or- 


No. 


leans, San Jose, Cal., plus four 
yet to be determined. 
No. 7122. Institutions’ Use of 
Cheese. 
Scheduled for publication in 


July or August is this report by 
Institutions Magazine on types of 
cheese regularly used by institu- 
tions, amounts purchased, cheese 
dishes served, cheese dish prefer- 
ences indicated by restaurants and 
other mass-feeding institutions. 


No. 7123. Institutions’ Baking Prac- 
tice Study. 


Advertising Age, May 12, 1952 


Institutions Magazine will pub- 
lish, within the next two months, 
a nationwide study of baking prac- 
tices in all institutional groups. 
It will report on extent of baking, 
items baked and items purchased, 
number of items baked with flour 
and mixes, brands used, etc. 


No. 7124. What Is a Hotel? 
The Hotel Monthly will have 
ready, by July 1, a breakdown of 


ithe 29,000 hotels of the U. S., gra- 


phically illustrating the compara- 
tive buying power of various sizes 
of hotels. 


No. 7125. Hotel Distribution Map. 

Scheduled for July 1 by The 
Hotel Monthly is a map of the 
U. S., showing hotel distribution 
by states, with their dollar income. 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting materia! 
which bears a price will be billed 
by the publishers. 


No. 8000. Annual Statistical Sec- 
tion. 

American Brewer offers this 16- 
page booklet containing figures on 
production, sales and consumption 
by state and by year, with data 
on draught and package sales, etc 
The price is $1.50. 


No. 8001. It Brings Buyers Out of 
the Dark. 

In this folder, Chemical Week 
(McGraw-Hill) describes the mar- 
ket covered by Chemical Week 
Buyers’ Guide—buyers of chemi- 
cals, processing equipment, pack- 
aging, etc.—and illustrates num- 
erous advertisers’ use of this medi- 
um. 

No. 8002. Chemical Week Con- 
densed Data. 

This folder gives a quick look 
at Chemical Week’s market, cir- 
culation, readership, editorial poli- 
cies and advertising values. 


No. 8003. There Is an Easier Way 
Today to Sell Industry’s Big- 
gest Equipment Market. 

Chemical Week, in this folder, 
provides a look at the planned $5.4 
billion expenditures of the chemi- 
cal process industries for new 


Mr. Jones .. . That new color map show- 
ing circulation distribution of the Grand 
Forks Herald just came in... it’s a honey! 


Write for yours . . 
map proving again that only 
the Grand Forks Herald 
covers North Dakota's 2nd 
Market: Northeastern North 
Dakota and Northwestern 
Minnesota —The ever pros- 
pering Red River Valley. It's 
every North 


. a new 


a must for 
Dakota file. 


Address your request to the a 


GRAND FORKS HERALD 


North Dakota's Outstanding Newspaper 


Or Contact 
RIDDER-JOHNS, INC. 
New York - Chicago - Detroit - Minneapolis St. Paul 
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plants and equipment, and offers 
new ideas on how to sell the man- 
agement buying influences. 


No. 8004. Ethylene Chemicals—the 

Next Decade. 

This is an analysis of major 
ethylene chemical trends and the 
increased demand for ethylene 
chemicals in antifreeze, synthetic 
fibers and the plastic fields. Issued 
by Chemical Week. Price, 60¢. 


No. 8005. Chemicals for Fungus 

Control. 

Another Chemical Week report. 
This indicates an increase in sales 
of industrial fungicides and dis- 
cusses their wartime and peace- 
time uses. The price is 50¢. 


No. 8006. Emulsifier Trend: Sharp- 
ly Up. 

In this report, Chemical Week 
discusses consumption, production 
and sales of emulsifiers in eight 
chemical process industries—rub- 
ber, food, polishes, cutting oils, 
cosmetics, soaps, textile and leath- 
er, and insecticides. Price, 50¢. 


No. 8007. Management Men Are 
Talking About Chemical Week. 
Chemical Week's market, read- 
ership, editorial policies, etc., are 
reported here. (Based on NIAA’s 
suggested outline.) 


No. 8008. Facts About Chemical 
Engineering—Condensed. 
Chemical Engineering, a Mc- 

Graw-Hill publication, offers this 

folder of condensed data on its 

market, circulation, readership, etc. 


No. 8009. Solving Today’s Biggest 
Problem in Selling Raw Mate- 
rials. 

The chemical process industries’ 
market for raw materials and the 
buying influence, on raw materials, 
of the production-engineering men 
in these industries is reported in 
this folder issued by Chemical En- 
gineering. 


No. 8010. Facts About Chemical 

Engineering. 

This is the story of Chemical 
Engineering and the market it 
covers, readership, editorial setup 
and policies and so on. (Based on 
NIAA'’s suggested outline.) 


No. 8011. New Power Construction 
Bulletin, 

Power, a McGraw-Hill publica- 
tion, issues this monthly report of 
proposed construction in the power 
field. Excellent for leads to new 
business. A limited number of 
copies are available to advertisers; 
a nominal charge to non-adver- 
tisers. 


No. 8012. Directory of Manufac- 
turers, 

This is an editorial reprint from 
the mid-year issue of Power, list- 
ing alphabetically, by product, the 
names and addresses of manufac- 
turers of over 700 different power 
field products. Valuable to agen- 
cies and advertisers in defining 
market potentials and competition. 
Free to manufacturers and agen- 
cies in the power field. 


No. 8013. Modern Plant Survey. 

Reprinted from Power, this is 
an annual survey of new utility, 
industrial, institutional and munic- 
ipal steam plants and hydro 
plants showing, graphically, tech- 
nical trends of major equipment 
characteristics, plant design fea- 
tures, etc. Tables include type, 
make and characteristics of major 
equipment installed in each of the 
new plants. There is a nominal 
charge for this survey. 


No. 8014. Industrial Markets for 
the ’50s. 

Section 1 of this study, issued by 
Modern Industry, shows the pub- 
lication’s 90 key marketing areas, 
with data relating to the number 


of plants, number of bull’s-eye 
plants, value added by manufac- 
turer, etc. Section 2 shows number 
of plants, bull’s-eye plants and 
dollar value added within each 
county, by states. In section 3 a 
fold-out presents at a glance the 
bull’s-eye plants in the key mar- 
keting areas. Price is $2.50. 


No. 8015. Heating and Ventilating 
Equipment Statistics by Years. 


These data sheets, issued by 


Heating & Ventilating, cover ship- 
ment of fans, blowers, unit heaters, 
stokers, oil burners, warm air fur- 
naces and unit ventilators by years, 
1946-1951. 


No. 8016. Facts About Heating & 
Plumbing Equipment News. 
This folder describes the market 
for sales of heating, plumbing, ven- 
tilating, air conditioning and re- 
lated equipment in the home and 
small building market, with facts 


35 EAST WACKER DRIVE 
CHICAGO 1, ILLINOIS 
ANdover 3-3042 


‘From 5 million to 285 


million bushels of soy- 
beans in 25 years — 
now America's major 
supplier of vegetable 
oils and proteins — this 
spectacular industry is 
still growing. Your mar- 
ket grows with it! 


Mutual Understanding Builds 
Lasting Relationships 


*"| stick with my suppliers,” said a prominent 


production manager the other day. “It sure 


pays off—particularly on those ‘impossible’ 


jobs! | know just what they can do—can al- 


ways depend on their doing it, and | get a lot 


of tough jobs done faster, the way | want 'em, 


and more economically!” . . . You'll find a great 


many like this on ROGERS’ books who've been 


there for upwards of twenty five years. 
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Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


CALUMET AVENUE * 


Members of the 


CAlumet 5-4137 °« 


PHOTO-ENGRAVERS ASSOCIATION 


CHICAGO 16 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


about coverage of the market by 
Heating & Plumbing Equipment 
News, publisher of the folder 

No. 8017. Facts 
Ventilating 


About Heating & 


market for 
piping, all 
related equip- 


A description of the 
heating, ventilating, 
conditioning and 
ment is given in this folder, issued 
by Heating & Ventilating. The ma- 
terial includes expenditures in the 
field and analyzes H&V's coverage 
of the market 


No. 8018. Market Data and Circula- 
tion Facts 


Size and scope of the metalwork- 


ing market are reported in this 
folder, issued by Machinery, with 
identification of buying authorities 
in the market and how the publica- 
tion reaches them 


Add the 
IMPACT 
0 
COLOR 
in 


ALTOONA 


Add pulling power color, 


matched to your exact 


specifications in the 
Altoona Mirror daily — 
black and one color or 
one color other than 
black. Take advantage of 
the Altoona Mirror's avid 


readership with color. 


Daily circulation in ex- 
cess of 33,000. 


Aitoona, Pa. 


Call, wire or write 
Richard E. Beeler, Advertising 


Manager, for space reservations. 


No. 8019 


Ceramic 


. Yes, We Are Living ina 
World. 

Ceramic Industry offers this 
material, which illustrates graphi- 
cally many types of material used 
in producing glass, pottery, din- 
nerware, sanitary fixtures, elec- 


trical porcelain, et 


eu 


No. 8020. Brick & Clay Record 


Presents Its Markets 

for producing 
sewer pipe—and 
refractories (fire brick) for metal 
furnaces and everywhere heat is 
used and must be contained. Brick 
& Clay Record’s coverage of the 
market is shown 


Equipment used 
clay brick, tile, 


No. 8021. 30th Annual Review of 
Industry Progress. 

Reprinted from the February, 
1952, issue of Bus Transportation, 
this booklet presents essential facts 
and figures about the bus indus- 
try. It charts and lists vehicle pro- 
duction, miles operated, passen- 
gers carried, revenue, etc., for all 


types of bus operations in the U.S. 


No. 8022. Wood 
Facts. 

This booklet, published by Wood 
Working Digest, a Hitchcock pub- 
lication, contains information on 
value of annual production in 
woodworking plants; size of plants 


by number of employes; value of 


Working Market 


finishing materials used; power 
and light data, operations per- 
formed by air compressors; types 


of lumber, materials handling and 
safety equipment; and abrasives 
used by the industry. 


No. 8023. 
Machine 


Readership Study. 


and Tool Blue Book, 


| published by Hitchcock, offers this 


eight-page report describing read- 


| ing habits of important buying and 


| described 


specifying executives in metal- 
working plants. It shows what 
these men like to see in advertis- 
ing pages, and how editorial and 
advertising content compare in 
readership 


Market. 

Log has issued this study 
which in- 
influ- 
of 


No. 8024. The Marine 

The 
of the marine market, 
c.udes a survey of buying 
ence and The Log’s coverage 
the buying groups 


No. 8025. Who’s Who in the Chem- 
ical World 

Economics and buying practices 
the 24 chemical industries are 
in this brochure, pub- 
lished by Chemical & Engineering 
News. It gives current figures on 
production and includes the 
amounts spent on research and de- 
velopment, as well as annual ex- 
penditures for chemicals, raw ma- 
terials, new plants and equipment. 
Attention is focussed on the men 
responsible for production and 
buying and the publication's cov- 
erage of this group 


of 


No. 8026 


neering 


Why Industrial & Engi- 

Chemistry's  Profes- 
Is the Greatest 
Concentration of Buying Power 
in the 


sional Audience 


Chemical and Process 
Industries 
booklet 


This published by 


Advertising Aye, May 12, 1952 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


cidkal 


Nome 
Company 
Address 


City & Zone 


Title 


Stote 


ing market for analytical and con- 
trol instruments, specialty and re- 
agent chemicals, laboratory equip- 
ment and apparatus in the 24 
chemical process industries. It 
shows how the publication reaches, 
serves and sells the men who con- 
trol purchasing in these industries 


| No. 


8028. Manpower Trends in the 
Chemical Profession 

This booklet contains a reprint 
|from Chemical & Engineering 
| Chemistry providing important in-| 
formation on the chemical and 
process industries market and the 
men who buy and specify for the 
market. 


No. 8029. Trends in Drilling Costs. 

This eight-page 
by Drilling, includes 
cost analysis sheets covering 30} 
contract drilling companies rela- 
tive to comparative cost of equip- 
ment used in oil well drilling, 1946- 
1951. Manufacturers’ names are 
eliminated, but a description of 
products is included 


report, issued 
tables and} 


No. 8030. The Soft Drink andeasenia 
National Bottlers’ Gazette offers 
this complete review of the bot- 
tled soft drink industry, contain- 
ing charts, illustrations and statis- 
tics on advertising and merchan- 
dising practices, and national pro- 
duction and consumption 
No. 8031. Latin America—Soft 
Drink and Brewing Industries. 
Market and industry statistics 
on these two important industries 
in Latin America, published by El 
Embotellador, include a_ break- 
down of 3,000 soft drink plants 
and 300 breweries—where they 
are and what they buy. This is a 
Keller publication | 


$032. Annual 
Warm Air Furnaces, 


No. 


Shipments of 
Residential 


Oil Burners, Gas Burners and 

Stokers. 

This material, issued by Amer- 
ican Artisan, tabulates data on 


annual shipments and production 
of winter air conditioning furnaces 
and gravity furnaces by types of| 
fuel used. Also listed are residen-| 


In- | 


dustrial & Engineering Chemistry, | 


lescribes the complex market 
the 24 chemical and 
industries, giving current 
market on production and 
capital expenditures. Buyers and 
specifiers of the market and their 
functions in the industries they 
serve are pointed out 


created by 
process 


data 


No. 8027. Analytical 


Data File 
rhis study, 
Chemistry 


Chemistry 


offered by Analytical 
outlines the fast-grow- 


tial conversion oil burners, 
dential gas burners and residential | 
stokers 


resl-} 


8033. Power Engineering Data\ 
File Folder 

In this folder Power Engineer-| 
ing illustrates and describes its 
editorial policies, classifies its audi- 
ence and provides quick facts about 
the power field. It includes a dia- 
gram of equipment used in power 
engineering. 


No 


8034. A Case Study in Plant 
Engineering's Reader Response 


No. 


Plant Engineering has issued this 
folder describing two articles tell- 
ing how to set up effective pro- 
ductive maintenance programs in 
industry, which includes a list of 


| No. 8037. 


488 companies and men in plant 


engineering jobs who asked for 
further information. 
No. 8035. Plant Engineering Data 


File Folder 

Market and media data are pro- 
vided in this folder issued by 
Plant Engineering with an analysis 
of readership including companies 
and titles 
No. 8036. Reader Response—-Power 

Engineering. 

This folder, 
Engineering, lists names, com- 
panies and titles of readers re- 
sponding to an article in the Octo- 
ber, 1951, issue. The article, 
history of saving through installa- 
tion of a new steam plant, is in- 
cluded. 


issued by Power 


a case 


Bedding Media File. 
Bedding has issued this file of 


information on the market it 
serves—its scope, size and growth 
—and how it is covered by the 
publication. This is a publication 
of the National Assn. of Bedding 
Manufacturers. 
No. 8038. Survey of Key Sheet 
Metal Contractors’ Activities. 
American Artisan presents here 
the results of a special survey on 
the activities of key sheet metal 
contractors in 11 typical cities. The 
“key” contractors constitute a 
small group doing the bulk of the 
business. Annual tonnages of sheet 
metals used are broken down by 
type. 
No. 8039. Chemical Processing 
Markets and Media Data. 
Market and media facts, based 
on NIAA recommended presenta- 
tion, are contained in this folder 
issued by Chemical Processing. It 


3% ad a rm hte OF 
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METROPOLITAN 
OAKLAND AREA 


(Alameda and 
Contra Costa Counties) 


is the 


SECOND 
LARGEST 


population center 
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Reach this great 
market with the 
Oakland Tribune 


Greatest home-delivered 
circulation in Northern 
California since 1939 
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includes numerous tables of data 
on the chemical processing indus- 
try: number of establishments and 
employes; value of shipments; ex- 
penditures for materials and fuel, 
etc. 
No. 8040. Food Processing—Mar- 
kets and Media Data. 

Food Processing has issued this 
file folder of statistics about its 
market, based on NIAA recom- 
mendations, including details of 
its coverage of the market. 


No. 8041. Facts About Factory. 
Factory has issued this market 
and media file filled with facts 
about the publication and the mar- 
ket it reaches. It shows how Fac- 
tory serves the plant operating 
group in worch while plants in the 
manufacturing industries. 


No. 8043. Construction Outlook for 
1952. 

This is a thumbnail report on 
highway, hydroelectric power, re- 
clamation, military and building 
construction contemplated for the 
six northwest states and Alaska 
in general terms only. It contains 
a project-by-project review of 
military construction totaling $1 
billion, authorized for the same 
territory. Issued by Pacific Builder 
& Engineer. 


No. 8044. Pacific Builder & Engi- 
neer’s 1952 Presentation. 

A picture of Pacific Builder & 
Engineer's market, indicating the 
extent of engineering construction 
and non-military construction 
scheduled for 1952 in the six Paci- 
fic Northwest states and Alaska in 
1952. The folder also contains num- 
erous details about the medium. 


8045. Inventory of Highway 
and Bridge Projects to Be Built 
in the Six Northwest States and 
Alaska. 

Pacific Builder & Engineer 
fers this complete inventory of 
grading, graveling, bituminous sur- 
facing, concrete and asphalt pav- 
ing, and steel and treated timber 
bridges contemplated in 1952 in the 
six northwest states and Alaska. 
It also contains names of approxi- 
mately 700 contractors awarded 
highway and bridge projects with- 
in the past ten months. 


No 


of- 


No. 8046. How to Sell the $900,000,- 

000 Lithographic Industry. 
growth of the 
lithographic industry is discussed 
in this folder issued by National 
Lithographer. It includes a report 
on location of plants and materials 
used, 


Size, scope and 


No. 8047. At a Glance 

School Shop outlines the indus- 
trial education market in this 
folder, with information on who 
composes the market, what sup- 
plies and equipment are purchased 
and when. Media data are included. 


No. 8048. A Sales Recipe fora Big 

Drink 

Bebidas. published by the Can- 
terbury Press, has issued this re- 
port covering a survey of the soft 
drink and brewing industries in 
Latin America for the year 1950 
Information about the medium i 
included 


No. 8049. Facts About Modern 
Packaging and the Packaging 
Market. 


This is a market analysis of the 
packaging field—what the field 
buys, typical buying patterns, and 
industries comprising the market. 
Published by Modern Packaging 


No. 8050. Facts About Modern 
Plastics and the Market It 
Serves. 

Modern Plastics has issued this 


market analysis of the plastics in- 
dustry showing its growth since 


1934, and types of materials, equip- 
ment and supplies it buys. It in- 
cludes a description of subdivisions 
of the industry 


No. 8042. Paving and Bridge Proj- 
ects to Be Built on the Pacific 
Highway and Snoqualmie Pass 
(Western Washington). 

Pacific Builder & Engineer has 
issued this material providing a 
complete description of highway 
and bridge projects costing ap- 
proximately $60,000,000 to be built 
during the next four years in west- 
ern Washington. It specifically lists 
projects involving 203 miles of 
paving and 52 bridges. 


No. 8051. Facts About the Canning, 
Glass Packaging and Freezing 
Industry and The Canner. 

This is a market analysis show- 
ing what the canning industry 
packs and uses, and what it spends 
for raw materials annually, issued 
by The Canner. The folder in- 
cludes a description of Canner 


purpose and 


coverage, editorial 
advertising record. 


No. 8053. The Petrochemical In- 
dustry, 1952. 

Petroleum Processing has pub- 
lished a complete market analysis 
of the new, growing petrochemical 
industry. It includes a list of plants 
and their locations, an analysis of 
the equipment used, capital invest- 
ment, contemplated investment by 
1960, and other details 


No. 8054. Selling the World's Fast- 
est Changing Market. 

There’s a wealth of information 
on the petroleum processing indus- 
try in this booklet issued by Petro- 
leum Processing. Graphs illustrate 
material on plant organizations 
with a discussion of the buying 
factors; there are severa] refinery 
studies; tables of equipment used; 
oil refineries in the U. S. by re- 
finery equipment sales areas; and 
many other details about the in- 
dustry and how to sell it. 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


Cargo tabulates 1951 new truck 
sales in eight southern states 
(Motor Cargo territory), compared 


No. 8056. Correcting Some Popu- 


lar Falacies 
In this folder, 


Southern Motor 


TUCSON is TERRIFIC! 


Auto registrations.................. 59,412 
Electric consumers ................. 44,705 
Natural gas users.................. 33,554 
IESE ne ee a Ea $140,000.000.00 
Population (city dir.) ................ 160,000,000 


KCNA ...5000 watts at 580... will 
help you to GET YOUR SHARE! 
Wanted . . . electronic workers for 
Grand Central or Hughes Aircraft 
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al Tribune 
Middletown Journal 
Mt. Vernon News 
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Portsmouth Times 

Ravenno-Kent Record 


stem News 

dney News 

Tiffin Advertiser-Tribune 
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sville Chronicle 

bono Citizer 

Van Wert Times-Bulletin 

Tribune Chronicle 
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Wooster Record 


Xenio Gazette 


esville Times-Recorder 
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ngton C. H. Record-Herald 


Wilmington News-Journal 
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H HALVES _ 


doa job... 


Ohio is the 5th largest market in the United 
States . . . if you reach it al!! Retail sales total 
$6,622,697,000.* The important part from cities 
and towns of less than 100,000 population, 
beyond the influence of metropolitan papers on your 
list, exceeds retail sales in such states as Kentucky, 
Tennessee, Oklahoma and Kansas. Retail sales 
in the area covered by Ohio's home-town 
dailies exceeds that of 34 states. And 
these sales are where good distribution 
and dealer organizations mean 
excellent service to the consumer 
and rapid turnover. WRITE, PHONE 
OR WIRE AND ASK THE OHIO SELECT 
LIST MAN TO CALL AND EXPLAIN 
THE EASY “ONE ORDER-ONE CHECK"’ ee 
WAY OF COVERING OHIO. an 


*Sales Management — Survey of Buying Power 
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pretense aes 


big 
reasons 


Why LEADER and 


TELEGRAM readers 
are 
Important 


{0 you 


They Earn the 
Largest Paychecks 


The highest paid workers in 
Wisconsin*® read your ads in 
the Eau Claire Telegram 
again in 1951 Eau Claire leads 
all other Wisconsin Cities in 
per capita Indusérial Pay . . 
Average Weekly Wage. $82.73 
* Wisconsin Industrial Com- 
Report 
1952 


mission released 


March, 


Industrial 
$27,140,000 


Total Annual 
Wage 

Total Annual Farm 
Income 


$80,357,000 


average income per farm 
$5,460, 


above the national aver- 


family is well 


age 
They are Many and 
Concentrated 


Nearly all the Leader & Tele 
gtam citculation ts concentrated 
Eau Claire and a 50 
mile The Leader & 
Telegram offer you 98° 
erage in the Eau Claire Cit) 
Zone highly 
merchandisable coverage 


inside 
radius 
cot 


and intensive, 


throughout its 50-mile-radius, 


6-county coverage area 


where there are 


171,800 Consumers 
50,910 Able-to-buy Families 


And They're Spenders 


Families in Eau Claire and the 
surrounding 50-mile area spend 
$1 56,209,000 at retail 
Here 
umes, available to you through 
The Leader & Tele 
Food Store Sales. $29,043,000 
Gen'l Mase 20,262,000 
Apprl Store Sales 
Sales 


Sales 2 


earl) 


stores are the big vol 


ram 


Sales 
"910,000 
6.204.000 
596,000 


Home Frng 
Automotive 
Bldg. Mat. Hdwe 
Sales 21,064,000 
Drug Store Sales 3,637,000 
(1951-52 Consumer Markets) 
as your most effective salesman 


throughout. 

Get your product really moving in 

Eau Claire and its 6-county market 
. select The Leader & Telegram 


The 
EAU CLAIRE LEADER 


& DAILY TELEGRAM 


fevening) 
Nationel Representatives 
SHANNON & ASSOCIATES, Inc. 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


to sales in 11 western states, to| tribution of pulp and paper mills 
“correct a common misconception” | and graphs and photos illustrate 
that the South is a secondary truck) the brochure. 


equipment market 


| 

| No, 8057. Still Going Up. 
Motor Cargo’s 
shows the growth in number of 
trucks in the South, 1941-1950, 
with a description of the market 
for replacement parts 


Southern 


Printing Magazine, contains a lot 
of facts about the graphic arts in- 
dustry, showing how 13,507 print- 
ers and lithographers are distri- 
buted throughout the country, by 
states; number of employes; and 
how Printing covers the market. 


No. 8059. Billion Dollar World Oil 
Market for 1952. 

This 34-page market and sales 
data booklet offers valuable infor- 
mation on where, how and whom 
to sell in the widely-scattered oil 
producing industry. It includes 
facts on exploration, drilling, pro- 
ducing and pipe line operations 
and management. Published by 
Petroleum Refiner 


No. 8060. The 1952 Petroleum Re- 
finer Market. 

In this 44-page brochure, Petro- 
leum Refiner gives a complete pic- 
|ture of the refinery equipment 
| market. Shown are data on main- 

tenance costs, location of domestic 
and foreign markets, distribution 
| of buying power—in refining, nat- 
{ural gasoline and petrochemical 
operations and management. 


No. 8052. Publicly Owned Trucks 
in the Michigan Public Works 
Field. 

Michigan Roads and Construc- 
has issued this analysis of 
light, medium, heavy and heavy- 
heavy trucks owned by Michigan 
road commissions, state highway 
department and municipalities, 
and the number of each type 
bought new in 1951. 


tion 


No. 8055. Southern Truck Owners 
Buy Mountains of Replacement 
Parts Every Year 


Southern Motor Cargo, in this 
report, lines up the annual pur- 
chases of replacement parts for 


trucks in its market 


No. 8203. Statistical Review 

Electric Light & Power has 
sued this review and forecast of 
the electric power market, show- 
ing its growth record and antici- 
pated expansion. 


IS- 


No. 8204. Electric Light & Power 
Data Folder. 

In this folder, based on the 
NIAA presentation outline, Elec- 
tric Light & Power describes and 
defines the electric power market, 


what's happening in the market, 

and how EL&P covers it. 

No. 8061. Taxicab Industry Re- 
port 


The Taxicab Industry has issued 
this report on the taxicab market. 
Included are a discussion of the 
industry today and its future; 
maintenance and equipment costs 
in a taxicab operation; a table of 
equipment used annually; and 
coverage of the market by the pub- 
lication 


No. 8062. Wood, Water, Work. 
Trends in the pulp and paper 

industry relating to the use of raw 

materials, chemicals, and power 


generating and transmitting equip- 
ment are reported in this market 
study issued by Paper Trade Jour- 
S. map shows the dis- 


nal. AU 


chart| Graphic Arts Monthly, 


No. 8058. Facts About Printing) 
Magazine. 
A 14-page folder, issued by 


No. 8063. Offset Plants. 

This chart, based on a survey by 
lists, by 
states, the number of plants doing 
offset lithography, exclusively, as 
compared to combination offset- 
letterpress plants. Tabulations de- 
pict the growth of offset lithogra- 
phy, 1950 to 1951. 

No. 8064. An- 
alysis. 

A tabulation, issued by Graphic 
Arts Monthly, showing, state-by- 
state, the equipment operated by 
every known private and commer- 
cial graphic arts plant in the coun- 
try and their coverage by GAM. 


Market Coverage 


No. 8065. Factory Identification. 

Federal Brilliant Co., maker of 
Zeon displays, shows, in this feld- 
er, photographs of various types 
of factory identification, suggests 
facts to consider when purchasing 
these displays, and outlines serv- 
ices of the company. 


No. 8066. 1951-52 Railway Market 

& Media File. 

The Pocket List of Railroad Of- 
ficials has issued this market and 
media file, following NIAA rec- 
ommendations. It includes tables 
of information about the railroad 
market, the publication's reader- 
ship, and its services 


No, 8067, How Do You Reach 3,768 

Electric Systems? 

Market statistics covering pub- 
licly and cooperatively owned elec- 
tric utility systems are given in 
this folder, issued by Public Power 
Magazine, with a description of 
the publication's coverage of the 
market. 


No. 8068. Market Data Sheet, 1952 
—Wastes Engineering 
Wastes Engineering offers this 
folder containing facts about the 
sewage and industrial wastes mar- 
ket—its growing importance, prod- 
ucts purchased, etc.—and informa- 
tion about the publication, its cov- 
erage and services 
No. 8069. Market Data Sheet, 1952 | 
—Water Works Engineering. 
Water Works Engineering dis- 
cusses the water works market and 
how to reach it. This folder indi- 
cates the size of the industry, lists 
some of the major items purchased 
and supplies data about the medi- 
um. 


No. 8070. Market Data Sheet, 1952 
Fire Engineering. 

This folder, issued by Fire Engi- 
neering, points out that, with civil 
defense preparation added to the} 
already great fire department re- 
quirements, there are opportunities 
for expansion in the fire field. 
Products purchased are listed, | 
along with data on the publication. 


No. 8071. Where to Write. 

This is a convenient pocket-size 
classified list of products of 260 
manufacturers serving the munici- | 
pal markets, with listings of 158 
consulting engineers working in 
the municipal field. Published by 


Municipal Index | 


No. 8072. Municipal Index. 

A 919-page yearbook listing 
nearly all manufacturers (and their | 
products) active in the fields of | 
water supply, sewerage, refuse dis-| 
posal, outdoor lighting, parks and} 
playgrounds and municipal offices. | 
It includes editorial interpretations | 
of operating practices and lists of 
principal city officials and consult- 
ing engineers. 


No. 8073. How to Sell the Foundry 

Market. 

This book contains an analysis of 
foundry market areas; an analysis 
of foundry capacity by states and 
provinces; a list of foundry supply 
houses and agents; map of market 
areas; and a description of Pen- 
ton’s Foundry List and Directory 
information that is available. 
No. 8074. Sizing Up the Foundry 
Market. 

In this study, Foundry gives a 
lot of information about the growth 
and potential growth of the found- 
ry industry, map and description 
of foundry market areas, and in- 
formation about the publication's 
sales aids and Foundry Data File. 


No. 8076. 1952 Outlook for the 
Diesel Engine Industry. 
Projected production of diesel 


engines in 1952 to meet the de- 
mands of the following industries: 
railroads, highway transportation, 
marine, municipal and utility, gen- 
eral industry, petroleum, mining, 
construction and agriculture. The 
booklet, published by Diesel Power 
& Diesel Transportation, also in- 
cludes engines installed during the 
past four years. 


No. 8077. Facts and Figures Con- 

cerning the Railroad Market. 

Railway Purchases and Stores 
has issued these 31 stapled pages 
reporting on the railroad market: 
its peculiarities and scope, materi- 
als and supplies purchased, out- 
standing sales opportunities, and a 
discussion of the departmental or- 
ganization of the railroads. The 
last section is devoted to the pub- 
lication and its services. 


No. 8078. Your Aviation Market. 
This booklet provides a complete 
report on the aviation industry— 
including dollar volume, number 
of prime contractors, market loca- 
tion, centers of activity, number of 
subcontractors, number of plants 


| by area, how purchases are made, 


and who buys materials and com- 
ponents. Published by Aeronauti- 
cal Engineering Review. 


No. 8079. Air Transport Facts and 
Figures, 13th Edition, 1952 
American Aviation has published 
these official operating, traffic and 
financial figures on scheduled air- 
lines of the U. S. for 1951. 


No. 8080. Market & Media Facts, 
Paper Mill News. 

This 16-page presentation covers 
information on the $5 billion pulp 
and paper manufacturing market, 
such annual consumption of 
processing and maintenance ma- 


as 


| terials and the buying power pat- 


tern in pulp and paper mills. A 
description of coverage by Paper 
Mill News, publisher of the book- 
let, is included. 

No. 8081. A Study of 1123 Inde- 
pendent Wholesalers in the 
Welding Field. 

Industry & Welding has issued 


| this report on a study of the lines 


No. 8075. Will You Be Ready When 
They're Ready to Buy? 
This booklet, published by Ce- 


ramic Data Book, is for manufac- | 
turers who sell to the ceramic and | 


clay products industries. It con- 
tains a collection of ideas on how 
to close sales with a minimum in- 


vestment. Typical titles: “How In- | 


quiries Kill Sales”; “Repeat Busi- 
ness Speaks for Itself’; and “How 
to Organize Your Presentation.” 


| handled by distributors and in- 
| dependent wholesalers of welding 
supplies. Dollar volume is not rep- 
resented, but manufacturers of 
these products are listed in the or- 
der of their frequency of mention 
in returned questionnaires. 


No, 8082. The Market for Welding 
Supplies. 


| types 
Industry & Welding has a series| 
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number of plants and quantity of 
product used. Welding cable, hard 
facing electrodes, clamps and air 
compressors are among the sup- 
plies in the reports. 


No. 8083. Light Metals in 1952 

An appraisal of what is ahead 
for the $2 billion light metals in- 
dustry in 1952-1953 is contained 
in this folder issued by Modern 
Metals. It includes a table of pro- 
jected figures on industry needs, 
along with coverage of the market 
by the publication. 


No. 8084. Media and Market Data. 

Sewage & Industrial Wastes has 
issued this market data reporting 
existing facilities and future pros- 
pects for municipal sewage sys- 
tems and industrial waste treat- 
ment plants, showing the market 
for equipment and supplies. Infor- 
mation about the medium and its 
coverage of the market is included. 


No. 8085. Heavy-Duty Truck Fleet 

Statistics, 11 Western States. 

A complete statistical analysis 
of age, relative weight ratings, and 
axle combinations of every heavy- 
duty truck (112 ton or better) op- 
erating in a heavy-duty fleet, is- 
sued by Western Motor Transport. 
The material also includes exclu- 
sive registration figures pertaining 
to western truck fleets and their 
units. 


No. 8086. Facts and Figures for 
Advertisers to the Canadian 
Mining Industry. 

Facts about the Canadian min- 
ing industry are given in this fold- 
er, with a list of purchases and 
amount spent for equipment, sup- 
plies and services. Issued by The 
Northern Miner, the folder in- 
cludes complete information about 
the publication. 


No. 8087. The Soybean Bluebook. 

Figures on soybean production 
and utilization for the year 1951 
are shown in this book, published 
by The Soybean Digest, with lists 
of soybean processors, oil refiners 
and other classifications using soy- 
bean oil or meal. 


No. 8088. Diesel Progress 1951-1952 
Market and Medie File. 

This data file, based on the 
NIAA outline, contains an analysis 
of the diesel industry and the mar- 
ket for diesel engines and acces- 
sories. Estimates of diesel fuel and 
lubricating oil consumption, by 
application, for 1952 are shown. 
Published by Diesel Progress. 


No. 8089. Electronics Markets. 

Electronics issues this monthly 
house organ on the electronics in- 
dustry, listing contract awards, 
forecasts, questions and answers 
and many other details. 


No. 8090. Nucleonics News. 

News about nucleonics is in this 
new McGraw-Hill report, which 
is issued monthly for its publica- 
tion Nucleonics. What has been 
spent for atomic energy programs, 
AEC contracts, and other details 
are given, with information about 
the publication. 


No. 8091. Welding Apparatus in 
the Highway-Heavy Construc- 
tion Field. 

Number, types. sizes and makes 
of welding outfits owned, and 
amounts, types of welding rods, 
acetylene and oxygen bought by 
highway-heavy construction con- 
tractors are shown in this report 
of a survey by Roads and Streets. 
Industry-wide projections are 
made from basic data. 


No. 8092. Tires in the Highway- 
Heavy Construction Field. 
Tread types, number, sizes, esti- 

mated lives before recapping, 

of machines on which 
mounted, and makes owned by 


of market data sheets tabulating| highway-heavy construction con- 
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tractors as shown by questionnaire 
survey are reported here by Roads 
and Streets. 


No. 8093. Lubricants Used by the 
Highway-Heavy Construction 
Field. 

The amount, types and prices of 
lubricants bought by highway- 
heavy construction contractors, as| 
shown in a questionnaire survey, 
are given here by Roads and 
Streets. It includes projections 
from basic data. 


No. 8094. Air Compressors, Air| 
Tools and Rubber Hose in the | 
Highway-Heavy 
Field. 

Roads and Streets offers this 44- 
page report on the number, types, 
sizes, working pressures, estimated | 
lives, sizes of installations and| 
makes of air compressors and| 
pneumatic tools owned, and types, | 
sizes and amounts of hose owned | 
or bought by highway-heavy con- 
struction contractors as shown by 
questionnaire survey. It includes 
industry-wide projections from 
basic data. 


No. 8095. Air Tools in the High- 
way-Heavy Construction and 
Maintenance Field. 

Number, types, working pres- 
sures, estimated lives, sizes of in- 
stallations and makes of pneumatic 
tools owned by highway-heavy 
construction contractors, as shown 
in a questionnaire survey made by | 
Roads and Streets. Includes indus- | 
try-wide projections from basic 
data. 


No. 8096. Engines (Power Units) 
in the Highway-Heavy Con- 
struction Field. 

Number, types, sizes, mountings, | 
number of cylinders, estimated 
lives, sizes of installations and} 
makes of engines (power units) | 
owned by highway-heavy con- 
struction contractors are shown 
here by Roads and Streets. 

No. 8097. Jacks in the Highway- 
Heavy Construction and Main- 
tenance Field. 

The number, sizes, types, kind} 
of power and makes of jacks owned 
by highway-heavy construction! 
contractors are shown in this re- 
port on a survey made by Roads 
and Streets. 


No. 8098. Pumps in the Highway- | 
Heavy Construction and Main- 
tenance Field. 

Number, types, sizes, mountings 
and makes of pumps owned by 
highway-heavy construction con- 
tractors as shown by questionnaire 
survey, are reported in this market 
data, issued by Roads and Streets. 


No. 8099. Rubber Hose in the High- 

way-Heavy Construction Field. 

Amounts, sizes, types and makes 
of rubber hose owned and bought 
by highway-heavy construction 
contractors, as shown by a ques- 
tionnaire survey, are reported here 
by Roads and Streets. 


8100. Shovels, Cranes and 
Draglines in the Highway- 
Heavy Construction and Main- 
tenance Field. 

Number, types, sizes, mountings, 
estimated lives, makes, engine 
types and makes, and bucket and 
dipper types, sizes and makes 
owned by highway-heavy con- 
struction contractors, as shown by 
questionnaire survey, are reported 
by Roads and Streets. 


No. 


No. 8101. Tractors (Crawler and 
Wheel-Type) in the Highway- 
Heavy Construction Field. | 

Number, sizes, types, mountings, | 
number of cylinders, estimated 
lives, sizes of installations and 
makes of tractors owned by high-| 
way-heavy construction contrac | 
tors, as shown by questionnaire 
survey. Published by Roads and | 

Streets. 


No. 8102. Vibrators in the High-| discusses the functions of the op- 


way-Heavy Construction and 

Maintenance Field. 

Number, types, kind of power, 
uses and makes of vibrators owned 
by highway-heavy construction 


| contractors, as shown by a ques-| 


tionnaire survey, are reported by | 
Roads and Streets, with industry- 
wide projections from basic data. 


No. 8103. Wire Rope in the High- 
way Heavy Construction and 
Maintenance Field. 
Amount, sizes and makes of wire 
rope bought by highway-heavy| 
construction contractors as shown} 


| 
| 


Roads and Streets, with industry- 
wide projections from basic data. 


No. 8104. Road-Building in the' 
United States, 1940 to 1950. 
Roads and Streets has issued this 
statistical summary of work done 
by state highway departments on | 
primary systems of rural state) 
highways, secondary and county} 
roads under state control, munici-| 
pal streets forming extensions of| 
state highway systems, county or| 
other local roads not under state | 
control, and other special construc- 


| tion, 


No. 8105. Number of Trucks Owned 
by State Highway Departments. 
Number, types, sizes or makes 
of motor trucks owned by state 
highway departments of 40 states, 
compiled from official inventory 
records. 


No. 8106. Construction in 1952. 


F. W. Dodge Corp. has issued 
this appraisal of the construction 
outlook by Thomas S. Holden, 
president, and Clyde Shute, as- 
sistant v.p. and manager of the 
Dodge statistical and research di- 
vision. It includes estimates of the 
dollar value and physical volume 
of each major type of building. 
No. 8107. Analysis of ‘Architec- 
tural-Engineer’ Planned Work. 

These tables show the percent- 
age of total number and dollar 
volume of each major type of 
building reported by F. W. Dodge 
Corp., during the year 1951, that 
was designed by architects and 
engineers. Issued by Architectural 
Record. 


No. 8108. Analysis of Architectural 
Activity. 

This study, issued by Architec- 
tural Record, shows (1) number, 
type and dollar volume of build-' 
ings designed by 490 architectural 
offices in 48 states and Washing- 
ton, D. C., in a recent 12-month 
period; (2) percentage of architec- 
tural offices designing each type 
of building exclusively; and (3) 
dollar volume of each type of 
building done by non-specializing 
and specializing architects. 


No. 8109. Your Salesman Plus! 
Texas Contractor. 


This is a survey of prospective 
construction programs in Texas 
for 1952, listing amounts and spe- 
cific projects by types and loca-| 
tions for government and munici- 
pal, as well as private jobs. Also 
shown is a summary of past ac- 
tivities for an eight-month period. | 
Issued by Texas Contractor. 


No. 8110. The Story of Textile 

World. 

This is a market and media file | 
based on NIAA suggestions, and 
it contains data on the textile in- 
dustry showing the market for sup- 
plies, equipment and services and | 
the publication’s relation to the 
market. Published by Textile, 
World. 


No. 8111. The Unprejudiced Story 
of the Builder’s Function in the 
Light Construction Market. 


In this report, Practical Builder’ 


erative builder, contract, custom 
and real estate builders and their 


r, relative importance in the light 
construction market. 


No. 8112. Product Survey 
dows, Screens, Screen 
and Storm Sash 
This is a repori, 


Win- 
Wire 


by Practical 


learn representative subscribers’ 
influence and practices in the se- 
lection, purchase and use of win- 
dows, screens, screen wire and 
storm sash for the homes they 
build. 


Construction by questionnaire survey. Issued by| No. 8113. Product Survey: Hard- 


ware, Paint, Waterproofing and 
Calking. 

‘Here, Practical Builder reports 
on influence and practices of sub- 
scribers in selection, and purchase 
and use of hardware, paint, water- 
proofing and calking for the homes 
they build. 


No. 8114. Product Survey: Floor 
and Interior Wall Finish Ma- 


123 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


terials. 

Subscribers’ influence and prac- 
tices in the selection, purchase and 
use of floor and interior wall fin- 
ishes for homes they build are re- 


| Builder, on a subscriber survey to ported here by Practical Builder. 


No. 8115. The Building and Re- 
modeling Market. 

A 12-page_ illustrated report 
covering the operations of repre- 
sentative Practical Builder sub- 
scribers in the light construction 
| field, including new residential 
/construction, residential remodel- 
|?ng and alterations, new commer- 
| cial and industrial construction 
and commercial and industrial re- 
modeling and alterations. 


No. 8116. Major Appliances and 
Cabinets, Plumbing, Heating 
and Electrical Equipment Spe- 
cialties. 

This is a product survey report 


by Practical Buiider showing the 
influence and practices of repre- 
sentative subscribers in the selec- 
tion, purchase and use of various 
products for the houses they build, 
with estimates of sales potentials 
among these builders in the new 
home market. 


No. 8117. Tools and Equipment. 
Practical Builder has issued this 
study of ownership and purchases 
of 24 representative tool and equip- 
ment items among. contractor- 
builder subscribers. 
*'tis is my story. + 
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A Combination Promotion .. 
on the air and at point-of-sale! 


KEX SUMMER BAND 
WAGON receive saturation coverage of the 
.. with frequent 


Advertisers on the 


rich, rewarding Portland market 


mentions from early morning till late afternoon. 


In addition, advertisers receive point-of-sale dis 
play co-operation from Portland's seven leading 
Window display banners, 
stack cards, shelf tags, clerk tags, and other 
promotional pieces are all prov ided by the sta 


food store grou ps 


tion and used by the stores. . 
to the advertiser! 


EX 


without charge 
Free & Peters. 


PORTLAND 
ABC Affiliate 


The greatest seasonal food sales plan ever pre- 
sented in the Pacific Northwest! A terrific success 


and still bigger this year! 


Only 3 few days left for advertisers to climb aboard 


7 Co-operating Store Groups 


Seven top Portland chain store groups .. embrac- 
ing almost 100 retail outlets..will ride the 
“Bandwagon”. Each group participates, for two 
weeks, in this 14-week promotion to stimulate 
summer food sales in the Portland Market. 


What Advertisers Are Eligible? 


All food advertisers meeting the nominal mini- 
mum requirements for regular advertising on 
KEX will enjoy the plus value of this “Band- 
wagon” promotion. For details, check KEX or 


Oregon’s only 50,000-watt station 


©) Westinghouse Radio Stations Inc WBZ- WBZA- KYW - KDKA-WOWO - KEX - WBZ-TV 
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-1V, NBC Spot Sales 
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_ TO SELL THE © 
HIGHWAY-HEAVY 
CONSTRUCTION 


ROADS AND 
STREETS 


7 


> 1. 
es Ts. 


31,500 


CCA 


Published monthly, ROADS 
AND STREETS reaches high- 
way and heavy construction 
contractors, engineers and gov- 
ernment officials who buy or 
specify materials and equip- 
ment for constructing and 
maintaining roads, streets, 
bridges, airports and all related 
structures. 


This is a 3'2 billion market— 
always active — supported by 
government taxing power and 
not subject to industrial ups and 
downs. 


ROADS AND STREETS pub- 
lishes technical and how-to-do- 
it articles and pictures that help 
the men in this field. 

Independent readership studies 
place ROADS AND STREETS 


high in preference in the field 
of highway-heavy construction. 


Send for “Signposts” folder 


| 2. 
HEAVY CONSTRUCTION | 
15,000 


prerine ATALOGS 
Distribution 


rovermen mart as 


Published annually, Gillette's 
Heavy Construction Prefiled 
Catalog File goes to key buyers 
of materials and equipment 
used for all types of heavy con- 
struction work. 


Through this one volume you 
can make more sales at less cost 
than by distributing your cat- 
alog individually. Gillette's Pre- 
filed Catalog gets preferred 
usage from a highly selective 
audience of key buyers. It is 
easy to use, provides compar- 
ison, always up-to-date. Your 
complete or condensed catalog 
is correctly classified, properly 
indexed by product. company 
and trade name. 


Four-page folder gives 
complete data 


- & PUBLISHING COMPANY 
22 W. MAPLE ST. CHICAGO 10, ILL. 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 8118. A Report on Coal Stock- 

piling 

Utiltzatton has issued this report 
summarizing stockpiling practices 
and the use of various types of 
equipment involving transfer of 
to and from reserve storage 
areas. It covers a full range of coal 
consuming facilities from small 
plants to some of the largest in the 
country 


8119. Coal Production and the 
Market for Belt Conveyors 


No 


This study of the market for belt 
conveyors is broken down by the 
coal industry's various applications 
of 3,266,000 feet of total 1947 belt- 
ing installations in (1) under- 
ground production, (2) sizing and 
preparation, and (3) strip mining 
and above ground haulage. Pub- 
lished by Mechanization, 

No. 8120. Scope and Size of the 
Ceramic Industry in the U. S. 

This survey 

the research 


issued by 
committee of the 
American Ceramic Society, is 
based on 1947 census data, and 
gives a picture of the size of the 
industry and its components. It 
offers comparative data which 
helps gauge the size of the market 
in relation to other areas of eco- 
nomic activity. Tables and charts 
illustrate the material 


report, 


No. 8121. Painting Practices of 
Operative Builders and Proper- 
ty Managers 

The amount of paint in gallons 
dollars bought by property 
managers and operative builders 
each year is shown in this report 
published by National Real Estate 
& Building Journal. It also shows 
the factors considered most impor- 
tant in purchasing paint; where 
the paint is bought; who applies it; 
ind color preferences 


and 


No. 8122 


vey 


Operative Builder Sur- 


This report shows the results of 
+ survey among operative builders 
is to the number, size, price and 
type of homes they are building 
Specific information about the 
products they are using and those 
they find most desirable is given. 
Published by National Real Estate 
& Building Journal 
No. 8123 
Survey 

This report, issued by 
Real Estate & Building Journal, 
gives results of a survey among 
property managers on the consid- 
erations in selecting materials and 
equipment modernization 
income property, the amount spent 
for cleaning amount 
planned for modernization, etc 


Property Management 


National 


f ¢ 
1or ol 


supplies, 


No. 8124 

Building 
Building 
The business building market is 
outlined in this report by Build- 
with data on the amount 
for cleaning supplies and 
equipment and the people who se- 
lect and buy 


Cleaning 
the 


the Office 


and Busines? 


ings 
spent 
these products. 
No. 8125. Millions for Sound Con- 
ditioning 
The office 
described 


building industry is 
this report the 
pace-setter the business build- 
ing market. What representative 
readers Say about sound condition- 
in their modernization pro- 
grams is along with per- 
centage figures showing who buys 


in 
in 


as 


Ing 


shown, 


and selects. Published by Build- 
tas 
No. 8126. Millions for Air Condi- 
fttloning 
This survey report, issued by 
Buildings, shows the market for 


air conditioning in office buildings 
what they spend annually for 
equipment and services, and who 
spends the millions for moderniza- 
tion and air conditioning. 
No. 8127. The 1951-1952 Paint 
Market in Office and Business 
Buildings. 

Here, Buildings reports on the 
amount of paint building owners 
and managers buy; how much they 
spend annually for paint; how of- 
ten they redecorate; how brands 
are selected; and other data about 
the paint market for office and 
business buildings 


No. 8132. Facts and Figures About 

Scientific American. 

This is called the first compre- 
hensive study of the technical 
management element in U. S. in- 
dustry, containing a complete and 
graphically illustrated section on 
the buying influences of both tech- 
nical and business management in 
eight major industries. Charts de- 
picting income, age, educational 
background, and breakdown by 
profession, occupation and indus- 
try are included. Free of charge 
within U. S. limits. Published by 
Scientific American 


No. 8133. Western Construction 
Market Information (Unit No 
WC-9). 

Western differences in terrain 


and distances are pointed up in 
this report on the construction 
market in the 11 western states, 
which shows examples of con- 
struction jobs, indicates growing 
population and other market fac- 
tors. Media data is included. Pub- 
lished by Western Construction 


No. 8134. The Story of the Indus- 
trial West (Unit WI-11) 

This folder, Western 
Industry, includes data on popula- 
tion growth, increased purchasing 
power, and resources and geogra- 
phy of the 11 western states. Cov- 
erage of the market by the publi- 
cation is shown in detail 


issued by 


No. 8135. 1952 Annual Report of 


Gas Construction Projects 

Gas has issued this survey of gas 
company in- 
cluding cities scheduled to receive 
their first natural gas service 
maps of pipeline’ construction 
projects (projects under way 
approved, and projects planned but 
not yet approved), and compressor 
stations to be constructed 


construction budgets, 


two 


or 


Wisconsin's Second Largest 
Industrial Market 


No. 8136. How to Get Your Share 
of the Multi-Billion Dollar Met- 
als Market. 

Journal of Metals has issued 
this market and media folder re- 
porting on the composition of the 
metals market and coverage by 
the publication. 


8137. How to Get Your Full 
Share of This Fast-Growing 
$14 Billion Mining Market. 

Mining Engineering offers this 
market and media data file report- 
ing on the major factors in the 
mining of iron ore, copper, lead 
and zinc. 


No. 


8138. South and Southwest— 
Fastest Growing Industrial Re- 
gion,in the Nation. , 

This folder, issued by Southern 
Power and Industry, compares 
manufacturing gains in various 
regions and shows the superiority 
of the South in power generation 
growth. A running commentary 
explains charts and figures. 


No. 


No. 8139. Don’t Miss This Impor- 

tant Market 

An annual summary of new con- 
struction and expansion during 
the past year that has taken place 
in the power and industrial field 
Issued by Southern Power and In- 
dustry. 


8140. Modern Textile Manu- 
facturing Is Big Business. 

This folder, which uses charts 
and related copy, shows the com- 
position of the industry with re- 
gard to silk, wool, cotton and syn- 
thetic textile manufacturing, show- 
ing, among other things, that the 
number of mills in a section is sec- 
ondary to the amount of produc- 
tive machinery there 


No. 


8141. The American Textile 

Industries 

Textile Industries has issued 
this wall chart, which breaks down 
into regions and lists, by 
state, the number of looms; spin- 
dles; cotton, wool, synthetic, knit- 
ting, jute, felt, yarn and cordage 
and twine mills 


No 


states 


No. 8142. Electrical World Statis- 
tical Issue—1952. 
Available to advertisers and 


agencies is this yearly compilation 
of statistics on the electrical in- 
dustry, covering construction, gen- 
eration, new capacity, mainte- 
nance, energy sales, economics, 
etc. Published by Electrical World 


No. 8143. 1952 Brand Recognition 
Study 
Electrical World has issued this 


report on aie survey conducted 
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among approximately 1,000 utili- 
ty executives from coast to coast, 
showing their preferences for vari- 
ous types of heavy electrical trans- 
mission and distribution equip- 
ment. Comparisons are shown for 
past years with percentage figures 
for preferential decline and fall. 


No. 8144. How an Operating Utili- 

ty Company Does Its Buying. 

This is a case history telling how 
a typical utility does its buying, 
what channels are taken, and how 
decisions are influenced by the 
business press. Published by Elec- 
trical World. 


No. 8146. Heating Characteristics 
in the U. S, 1950 Census of 
Housing Estimates. 

Tabulated data give results of 
the 1950 Census of Housing, based 
on a preliminary sample of dwell- 
ing units. Information is given on 
types of dwellings, types of heat- 
ing equipment and fuels used. Is- 
sued by American Artisan. 


No. 8147. Comparison of Distribu- 
tion of Warm Air in Toledo— 
1947-1949-1951. 

These data sheets, issued by 
American Artisan, show activities 
of dealers and wholesalers with 
respect to warm air heating in- 
stallations in Toledo during 1951, 
compared to their operations dur- 
ing 1947 and 1949. Changes in the 
distribution pattern of warm air 
heating equipment are shown, with 
emphasis on dealership and whole- 
saler changes. 

No. 8148. Residential Heating 

Equipment Sales in Toledo, O., 

in 1950. 

American Artisan offers this re- 
port on the sales of warm air fur- 
naces, conversion gas burners and 
conversion oil burners in Toledo 
during 1950. Data are based on tab- 
ulations of city records in regard 
to heating licenses and permits 


No. 8149. 1951 Surveys of Distribu- 
tion wn the Warm Air-Sheet 
Metal Field 

This report, issued by American 
Artisan, covering 18 typical cities, 
presents factual information on 
activities of warm air heating— 
residential air conditioning deal- 
ers, sheet metal contractors and 
warm air-sheet metal wholesalers 


No. 8145. Selection of Markets for 
Air Conditioning, Heating and 
Refrigeration Products 
American Artisan uses a chart to 

set up the fields of commercial-in- 

dustrial heating and air condition- 
ing, residential heating and air 
conditioning, and commercial re- 
frigeration. Subdivisions of each 
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field are shown and publications 
serving them are listed. 


No. 8150. Facts About Canadian 

Mining. 

This Canadian Mining Journal 
booklet points up Canada’s con- 
tinuous expansion in mining and 
shows production figures for prin- 
cipal metals and provincial dis- 
tribution. Figures on what the in- 


dustry spends for capital, and 
maintenance of, equipment also 
are included. 

No. 8151. Canada’s First Billion 


Dollar Manufacturing Industry. 

A Pulp & Paper Magazine of 
Canada review of the pulp and 
paper industry in Canada. Pie 
charts show provincial distribution 
of mills, employes, value of the 
materials used and gross produc- 
tion of Canada’s leading industry. 


No. 8152. A Field Worth Cultivat- 
ing. 

An analysis of a ten-year growth | 
and modernization in the food in- 
dustries in Canada, published by 
Canadian Food Industries. The 
analysis also gives information on 
what these industries are and what 
they will spend on plants and 
equipment in 1952. 


No. 8153. Oil—Canada’s Newest Big 
Industrial Market 

This booklet contains informa- 
tion on Canada’s western oil field, 
supplemented with production and 
refinery charts and statistics. Pub- 
lished by Canadian Oil & Gas In- 
dustries. 


No. 8154. Plastics Marketing Fold- 
er. 

Materials & Methods reports on 
the kind of information needed by 
materials specifiers in the hard 
goods industries before selection 
and specification of plastics can 
take place. 


No. 8155. Fabricated Materials and 
Parts Market Folder. 

This Materials & Methods folder 
shows how marketing opportun- 
ities for fabricated materials and 
parts are increasing. It contains 
facts about the markets for 18 types 
of parts including stampings, forg- 
ings, screw machine products, cast- 
ings, tubes and tubular products, 
molded non-metallics, and others. 


No. 8156. The $18 Billion Market 
for Engineering Materials and 
Materials Processing Equip- 
ment, 

This brochure, prepared by Ma- 
terials & Methods, gives informa- 
tion on the market for engineering 
materials, structural parts, product 
finishes and materials processing 
methods and equipment. It pre- 
sents the general market and me- 
dia picture and identifies the men 
who select and specify materials 
and materials processing equip- 
ment. It also analyzes facts these 
men want to know before they buy. 


No. 8157. Materials Engineering. 

A monthly news letter from the 
publisher of Materials & Methods 
offering information on the mar- 
kets for engineering materials, 
parts, finishes and materials proc- 
essing equipment. Available to 
manufacturers and _ advertising 
agencies marketing these types of 
products to the hard goods indus- 
tries. 


No. 8158. Interior Design Survey. 

An evaluation of architect-de- 
signed interiors as markets for in- 
terior products and equipment 
such as lighting fixtures, counters, 
kitchen equipment, furniture, etc. 
This Progressive Architecture sur- 
vey report shows the percentage of 
architectural firms which have in- 
terior designs on the boards for 
schools, banks, restaurants, hospi- 
tals, churches and other building 


types. It shows the types of prod- 
ucts architectural firms select and 
specify, and what types of infor- 
mation are needed about products 
and equipment for interiors. 


No. 8159. Survey of U. S. Archi- 
tectural Activity. 

This is Progressive Architec- 
ture’s second annual study of 
architectural activity, based on a 
study of work on the boards of 
996 representative architectural 
firms located throughout the coun- 
try. It shows the expected activity 
by region and by building types, 
and how markets are shifting as 
to construction type and lists the 
amount of work expected to reach 
actual construction. 


No. 8160. They See at Least 3. 

A pictorial presentation of the 
results of a survey conducted by 
Progressive Architecture among 
115 building product and equip- 
ment salesmen nominated by their 
sales managers as tops in selling 
to the architectural profession. It 


shows title groups called upon, 
and the average number of indi- 
viduals who must be called on be- 
fore a sale is assured. It gives 
specific breakdowns for mechani- 
cal and electrical equipment sales- 
men and for building products 
salesmen. 


No. 8161. Case Histories of Build- 
ing Projects. 

Progressive Architecture offers 
case histories which tell the story 
behind the design and the building 
product and equipment selection 
and specification for eight major 
construction projects, based on in- 
terviews with the principals of the 
architectural firms which designed 
the projects. 


No. 8162. Progressive Architecture 

Newsletter. 

Progressive Architecture pub- 
lishes this monthly newsletter de- 
voted to marketing and sales in- 
formation for manufacturers and 
advertising agencies responsible 
for the marketing of building ma- 


“WHO ARE THE 
BUYING INFLUENCES FOR 
INDUSTRIAL EQUIPMENT ?” 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


erials, products and equipment. It No. 8163. Growth of Petroleum In- 
for Your 


contains data on market trends, 
architectural activity, selling tech- 
niques, etc. 
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Case Study Shows: 
MANY MEN WITH MANY TITLES 
INFLUENCE PURCHASE OF 

MAJOR PRODUCTION EQUIPMENT 


PROJECT: To determine how many 
and what type of men participate in 
selection and purchase of major pro- 
duction equipment. 


PROCEDURE: An accurate cross- 
section of the metalworking industry 
(by size, location, type of operation) 
was surveyed. 6,600 plants received 
survey; 558 replied. 85 personal in- 
terviews verified mail survey. Analy- 
sis based on 643 cases. 


RESULTS: In 88% of cases, three or 


more men take part in the purchase 
of major equipment. The importance 
of men with buying influence cannot 
be determined by titles, since titles 
vary in meaning from company to 
company and by size of plant. 

CONCLUSION: Selling industrial 
production equipment requires ex- 
tensive cultivation of many types of 
buying influence. Salesmen must go 
beyond the purchasing agent’s office 
. . . direct mail beyond executive 
titles... and publication advertising 


should be used to ferret out and in- 
fluence both known and unknown 
buying influences. For maximum ef- 
fectiveness, all these selling forces 
should be used in combination. 


A complete report of the above study 
is contained in our Research Depart- 
ment’s Laboratory of Advertising Per- 
formance Data Sheet #1042. If you 
want facts regarding this or other sub- 
jects related to business paper adver- 
tising, ask your McGraw-Hill Man. 


PERCENT OF PLANTS 


IN WHICH EACH TYPE OF MAN EXERTS BUYING INFLUENCE 
BY PLANT SIZE (Number of Employees) 
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to 1,515,215 
N-E-W customers 


Make yourself known to 
this large, volume-buying mar- 
ket. Feel the sales impact by 
territory gains or by direct 
mail cash returns. Either way 
—you see and feel the power 
of these larger-than-average 
families across the nation. 

How? Simple. Test the pull- 
ing power of your advertising 
in BOTH Our Sunday Visitor 
and The Register—two estab- 
lished family weekly papers 
with a long, enviable record 
of sales successes. 


ee ACE” 


Investigate how easily and 
profitably you can sell MORE 
through the money-saving 
OSV -Register UNIT. Discover 
how other “test” advertisers 
have become steady, satisfied 
customers of this sales and ad- 
vertising UNIT. 


Oe ali ad 


Just write, wire or telephone 
for helpful facts and informa- 
tion about this fruitful sales 
market. We'll be happy to 
send along data and pertinent 
information tailored to your 
particular needs. 


1,515,215 


WEEKLY CIRCULATION 


NATIONAL 


CL Bertolet i.e 


—BHICAGO- 


REPRESENTATIVES 


woetn 


Introduce 
yourself 


To secure copies of data listed, 


Available Market Data—Industrial 


use the handy coupons 


by the Oil & Gas Journal, which 
lists census and buying informa- 


segments of the petroleum indus- 
try. 


No. 8164. Metal Cleaners. 

This Iron Age survey determines 
the pattern of buying influences 
involved in the selection of the 
type and brand of metal cleaner 
for production operations in me- 
talworking plants. Information on 
methods of use and quantities used 
also are included. 

No. 8165. Mechanical Springs and 
Wire Forms. 

This Iron Age buying influence 
survey shows that most companies 
|buy all of the springs they use 
jrather than make them in their 
|own plants, and reports on buying 
| influences. 


| 
| No. 8166. Paint. 

This survey, conducted by Iron 
Age, determines the quantity of 
paint products such as air drying 
enamels, baking enamels, lacquers, 
varnishes, japan and other paints 
used by the metalworking industry 
for finishing the metal products 
manufactured in that industry. 
This survey was extended so that 
consumption figures for the whole 
industry are shown. 


No. 8167. Beryllium Copper. 

This is the report of an Iron Age 
survey on the uses of beryllium 
copper in the metalworking in- 
dustry. It contains information on 
the form in which this material 
is used, its applications, and a ta- 
ble dealing with the familiarity of 
its advantages as reported by 309 
metalworking plants. 

No. 8168. Gearmotors aiid Speed 
Reducers. 

This is a two part study by Iron 
Age to determine the use of gear- 
motors and speed reducers by me- 
talworking plants for use in the 
plants and for original equipment 
applications. Complete data, in- 
cluding buying influence studies, 
are presented for both sections. 


No. 8169. Paper Shipping Contain- 
ers. 

This is the report of an Iron Age 
survey to determine the use of 
paper and fibre shipping contain- 
ers and kraft paper by the metal- 
working industry. Types and 
quantities used are included, as 
well as the buying influences. 
No. 8170. Protective Coatings for 
Maintenance 

This Iron Age survey reports on 
the use of protective coatings for 
maintenance application on plant 
equipment subjected to corrosion, 
condensation, heat, weather, etc., 
in metalworking plants. The sur- 
|vey shows the wide variety of app- 
llications for the several types of 
| coatings 


No. 8171. Fasteners 


An Iron Age market study on 
certain types of fasteners used by 
the metalworking industry. It in- 
cludes blind rivets, self-trapping 
|sheet metal screws, tubular rivets, 
jlock nuts and special fasteners. 
| This survey also shows many va- 
| Tied applications for blind rivets 


No. 8172. Induction Heating Equip- 

ment 

This is a report of an Iron Age 
survey to determine the extent of 
| owe of induction heating equip- 
ment by the metalworking 
metal producing industry. It gives 
a breakdown of the number of sets 
by frequency, KW ratings, type 
|of sets and application. The survey 
jalso records many comments by 
jrespondents about the performance 
}of induction heating equipment in 
their plants 


| 


tion as well as market data on all! 


and | 


No. 8173. Removable Rust Preven-| 


tives. 

A report of an Iron Age survey 
on the use of removable rust pre- 
ventives by the metal industry 
for temporary protection of metal 
products against rust, discolora- 
tion, etc., during shipment, stor- 
age and between operations. This 
survey was extended to provide 
an estimate of the 1951 use of re- 
movable rust preventives by met- 
alworking sub groups 


No. 8174. Wire Rope 

This Iron Age survey indicates 
the market for wire rope in the 
jmetalworking industry. Types of 
plants buying wire rope for origi- 
nal equipment applications are 
indicated as well as the quantities 
jused. There is also a section on the 
jbuying influences related to the 
purchase of wire rope. 


No. 8175. Metal Cleaners—Market 
Study. 

An Iron Age market study on 
the use of emulsion and alkali 
cleaners, vapor solvents and blast 
cleaning materials (shot and grit) 
by the metalworking industry. 


No. 8176. Steel Mill Equipment. 
This is an Iron Age buying in- 
| fluence survey on steel mill equip- 
jment. Information is included on 
who decides which type and make 


of steel mill equipment will be 
purchased. 
No. 8177. Personal Safety Equip- 


ment. | 


An Iron Age buying influence 
survey on personal safety equip- 
ment. It shows who decides which 
type and make of personal safety 
equipment, such as_ goggles, | 
shields, clothing, etc., to be pur- 
chased. 


No. 8178. Portable Power Tools for 
Use in Production 

This is the report of an Iron Age 
buying influence survey on porta- 
ble power tools for use in produc- 
tion or assembly operations. It 
shows who decides which type and 
make of equipment is purchased. 


No. 8179. Plant Service Equipment. 


An Iron Age buying influence 
survey on plant service equipment, 


such as space heaters, pumps, | 
sprinklers, compressors, blowers, 
etc. 


No. 8180. Valves 

An Iron Age buying influence 
survey on Stainless, alloy, monel 
and bronze valves for original 
equipment application by machi- 
nery manufacturers. Information 
also is included on the buying in- 
fluence for valves used in plant 
operation in steel mills. 


No. 8181. Hydraulic Accessories. 

This Iron Age buying influence 
survey shows who decides which 
hydraulic accessories for original 
|equipment application by machi- 
nery manufacturers. 


No. 8182. Electrical Equipment. 

This Iron Age buying influence 
survey of electrical equipment for 
original equipment application by 
machinery manufacturers shows 
who decides which type and make 
of electrical equipment will be 
purchased. 


|No. 8183. The Magazine the Meat 
| Industry Chooses to Read. 

This National Provisioner folder 
gives data on the meat industry 
market. 


No. 8184. Mill & Factory Market 
and Media File. 
This Mill & Factory file offers 
information on the extent of the 


|cars, 


jrectory of power plants throughout 


industrial market. 


|No. 8185. 1952 Media and Market 


File. 
Purchasing, in this file report, 
offers general information on the, 


‘industrial market. 


No. 8186. Market and Media In- 
formation File of the U. S. and 
Foreign Market. 

In this booklet, Mining World 
and World Mining offer informa- 
tion on the geographic distribution 
of the mining industry on a world- 
wide basis, and give a market fore- 
cast and report on _ significant 
trends in the mining world. A 
mine production map and tabula- 
tion of beneficiation plants in the 
U. S. also is included. 


No. 8187. Special Market Studies. 

A report on any phase of the 
mining industry, equipment appli- 
cation in it, volume of equipment 
in use and potential market for | 
any product will be especially pre-| 
pared from Mining World’s up-to-| 
date data files on any type of pro-| 
duct upon the request of the man-| 
ufacturer or his agency. There is| 


no charge. 
statistics and the principal a 
ties throughout the world also is| 
included. Additional copies are $2 | 
each. | 


No. 8188. Mine Development and 

Directory Number. 

Mining World offers one free 
copy of the complete directory of 
active mines in the U. S. and Alas- 
ka. Complete metal production 


No. 8189. 1952 World Motor Census. | 
A 24-page booklet and map giv- 
ing facts and figures on current 
world registration and exports of 
trucks, buses, motorcycles, 
power cycles, farm tractors, parts, 
tools, equipment, accessories, etc., 
throughout Europe, Asia, Africa, 
Oceania and the Western Hemis- 
phere. Published by American 
Automobile (Overseas edition) and 
El Automovil Americano. 
8191. Latin-American Con- 
struction Projects. 

A report on current and planned 
major active construction projects 
in Latin American markets. Pub- 
lished by Ingenieria Internacional 
Construccion. 


No. 


No. 8192. Latin-American 
Survey. 
An Industria report on current 
power production, including a di- 


Power 


Latin America. 


8193. Overseas 
vices Booklet. 

A booklet describing the various 
facilities provided to American ex- 
ports by Overseas Business Ser- 
vices, a special unit of McGraw- 
Hill International Corp., serving 
American business in the inter- 
national field. A staff of foreign 
business and trade experts, sta- 
tioned in 70 countries, is available 
for special] reports, market studies | 
and business surveys. This unit 
also furnishes foreign industrial 
movies and_ still pictures. All 
assignments are on a fee basis. 


No. Business Ser- 


No. 8202. Pulsebeat of Industry. 

In this digest report for execu- 
tives, McGraw-Hill editors draw 
upon their knowledge of specific 
industries to discuss current trends, 
and project the outlook for indus- 
trial markets, products and serv- 
ices. Concise reports cover 29 dif- 
ferent industries and fields. . for 
example, coal mining, aircraft 
manufacturing, electronics, metal- 
working, textiles, etc.; 92 pages. 


No. 8201. Business Plans for New 

Plants and Equipment 1952-55. 

McGraw-Hill Publishing Co. of- 
fers a new study, which is not a 
forecast, but a summary of actual 
plans which industry now has for 
investment in capital goods. While 
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,1952 appears as the peak of the 


boom, “the idea that after mobili- 
zation capital investment will dry 
up, as it did in the 1930s, can now 
be written off.” This study is rec- 
ommended as must reading. 


No. 8194. The McGraw-Hill Inter- 
national Trader. 

A monthly export newsletter in 
which McGraw-Hill International 
interprets significant news and 
trends in world trade for American 
executives engaged in exporting 
and importing. 


No. 8195. Trade Information and 
Overseas Visitors Bulletins. 
The trade counselors staff of 

McGraw-Hill International Corp. 
publishes, at regular intervals, 
names and addresses of manufac- 
turers and quotations and sales 
literature on all types of industrial, 
automotive, construction and drug 
products, equipment, etc. 


No. 8196. Condensed Data Sheets. 

Easy-reading four-page folders 
offering information about the 
markets and the media on the sey- 


en McGraw-Hill International 
specialized export magazines. 
No. 8197. Overseas Automotive 


Buyers Guides. 


American Automobile (overseas 
edition) and El Automovil Ameri- 
cano annually publish these guides 
in separate English and Spanish 
editions. 


SOON TO BE PUBLISHED 
No. 8128. 1952 Survey of Lighting 

in Modern Business Buildings. 

Ready for publication by July 1 
is this Buildings study, which will 
furnish information about lighting 
modernization work planned dur- 
ing the next 12 months in office 
and commercial buildings; types 
of fixtures preferred; who does the 
actual buying; and buying habits 
of building owners and managers 
in replacing lamps. 


No. 8129. 1952 Elevator Practices 
in the American Business 
Building. 


Scheduled for July 1 is this com- 
prehensive study of current eleva- 
tor practices, with data on mod- 
ernization of elevator equipment, 
regular maintenance and operation 
expenditures, elevator operators’ 
schedules and duties, and readers’ 
preferences for new equipment. To 
be issued by Buildings. 


No. 8130. The Heating, Piping and 
Air Conditioning Market. 

To be ready in June is this re- 
port covering heating, piping and 
air conditioning markets in indus- 
trial, commercial, institutional and 
public buildings. Prepared by 
Heating, Piping & Air Condition- 
ing, it will list products used, and 
give data on annual shipments of 
major equipment. 

No. 8131. Maintenance Product 
Buying in the Oil Well Drilling 
Industry. 

This is series of 12, scheduled for 
release in early summer, covering 
drilling industry activity, potential 
dollar market, and Drilling’s cov- 
erage and acceptance. Specific sep- 
arate reports will include the buy- 
ing market, buying habits, buying 
personnel habits and other influ- 
ences on chain, wire rope, cement 
and other items. This series will be 
available only to companies and 


agencies handling oil industry 

products. 

No. 8199. Survey on Industrial 
Finishes and Finishing Equip- 
ment. 

In June, Materials & Methods 


will publish the results of a study 
of hard goods manufacturing 
plants as markets for industrial 
finishes and finishing equipment. 
It will show the per cent of plants 
using more than 20 specific types 
of finishes and more than 20 spe- 
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cifie types of finishing and clean-| 
ing equipment. 

No. 8200. Non-metallic 
Market Folder. 


Materials 


market it covers. 


é 
No. 9008. Grade Teacher Survey 
and Data Book. 


This is a survey of the nation’s 


Starts Study on Management 
At the invitation of the Fund 
for Adult Education, established 
by the Ford Foundation, the Amer- 
ican Management Assn. is begin- 
ning a study to uncover what man- 


Materials & Methods will publish elementary school teachers, show- agement is doing to educate itself 


facts about the current markets | 
for non-metallic materials based | 
on a study of 6,000 plants. It will | 
present data for 17 types of non- 
metallics on present specification | 
in the hard goods manufacturing 
industries. June is the publication 
date. 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 9000. Graduation Time Is Gift 
Time. 

This is a survey of graduation 
gift preferences and gifts received 
by high school graduates in 1951. 
Tabulations show what they want- 
ed—and what they got; per cent 
who received what they wanted; 
brands mentioned most among 
gifts received, and a summary of 
the survey results. Issued by Scho- 
lastic Magazines. 


No. 9001. ‘My Teacher Says...’ 

This folder, issued by State 
Teachers Magazines, reports on 
teachers’ influence among parents 
and in the community; on food 
purchases in pupils’ homes and 
purchases for the school. Teachers 
as a travel market also are dis- 
cussed. 


No. 9002. Educational 

Construction in 1951. 

This is a 12-page analysis by 
the editor and research director 
of The American School and Uni- 
versity of the 6,440 education 
buildings under construction dur- 
ing 1951. Tables include break- 
downs, by regions, of public and 
private school and college build- 
ings, giving the number and dollar 
volume of construction of each 
type, and the number and kinds of 
elementary, junior and senior high 
school, private school and college 
buildings. Included are basic mar- 
ket data for manufacturers of 
building products, school furniture, 
supplies and equipment. 


Building 


No. 9003. Education's Two Mar- 
kets: Part I—Elementary and 


Secondary Schools. 


A 12-page booklet, published by 
The Nation’s Schools, defining and | 
describing the public elementary | 
and secondary education market. 


No. 9004. Education's Two Mar- 
kets: Part II—Colleges and| 
Universities. 

This an eight-page file size fold-| 
er defining and describing the col- 
lege and university market. It} 
contains a chart of college enroll- | 
ment in the 20th century. Published | 
by College and University Busi- 
ness. 


No. 9005. Hospital Market Facts. 

Modern Hospital has issued this 
22-page, spiral bound book de- 
scribing the hospital market—con- 
struction and operation. It includes 
seven statistical tables and four 
charts, with a bibliography of other 
data 


No. 9006. Today’s Medicine for To- 
morrow’s Use. 

The American Journal of Medi- 
cine offers this market and media 
file, reporting on the market and 
coverage by the publication. 


No. 9007. Editorially Speaking. 
The American Journal of Sur- 

gery offers this file-size folder re- 

porting on the publication and the 


ing their position as consumers, | 
educators, users and distributors of | 
business-sponsored material, and 
as an influence in purchase of 
school supplies. 


No. 9009. The Heart of It. 

This brochure, published by On- 
tario Medical Review, shows On- 
tario as Canada’s largest medical 
market, with 44% of Canadian 
pharmaceutical sales made in On- 
tario, Media data is included. 


No. 9010. The Focal Point. 

This folder full of media and 
market information, issued by 
Modern Medicine of Canada, de- 
scribes the publication and its in- 
fluence, services to advertisers and 
advertising growth. 


No. 9011. The Artist Supply Mar- 
ket. 

This report is based on surveys 
conducted by Charles L. Rumrill 
& Co., Rochester agency, to show 
earned income, amount spent for 
artists’ and photo supplies, types of 
artists, etc., among subscribers to 
American Artist. 


No. 9012. The Buying Influence of 
American Artist Readers in the 
Graphic Arts and Commercial 
Art Fields. 

American Artist has published 
this booklet, which provides facts 
about artists’ buying influence in 
the graphic and commercial arts 
fields. 


No. 9013. The Artist as a Travel 

Prospect. 

This reports on a survey among | 
5,000 American Artist subscribers 
in all 48 states, covering earned 
income; amount spent for travel 
and vacation; countries visited, etc. 


SOON TO BE PUBLISHED 
No. 9014. Scholastic Magazines’ 


5th Annual Survey on High 
School Student Health and Nu- 
trition Habits. 

Ready June 1 will be the latest 
in an annual series of studies cov- 
ering students’ knowledge of nu- 
irition, food shopping habits and 
influence on purchases. To be is- | 
sued by Scholastic Magazines. 


Features 


Omitted 


Because more 
than 1,200 items 
of market data 
information are | 
listed in this 
issue, the 
entire feature 
section has 
been omitted. 
It will be 


back next week 


and its employes. Lyndall Urwick, 
chairman of Urwick, Orr & Part- 
ners, London, England, will head 
the group which will conduct the 
survey. 


CBS Appoints Sterritt 


Charles R. Sterritt, formerly Red 
Cross radio-TV official and account 
executive of WJBK, Detroit, has 
joined the CBS-TV Network as 
Detroit sales manager, effective 
May 12. He will begin his Detroit 
assignment after a month's indoc- 
trination in the network’s New 
York office. 


Promotes New Burn Bandage 


Globe Pharmaceutical Distribu- 
ting Co., Chicago, has started an 
extensive consumer promotion for 
its new product, Burn-Aid, a 
plasma-medicated bandage for 
burns. Arthur Meyerhoff & Co.,! 


Pepperell Aims at Brides 
Pepperell Mfg. Co., Boston, is 
taking color and b&w pages and 
half pages in the May issues of 
Glamour, Good Housekeeping, 
Ladies’ Home Journal, Sunset Mag- 
azine and Woman's Home Com- 
panion, plus a color page in LHJ 
and a b&w page in Today’s Woman 
in June to promote Lady Pepper- 
ell colored and white sheets, Form 
Fit sheets and summer blankets. 


Promotes Charles W. Stone 
Charles W. Stone, secretary of 
Interstate Drop Forge Co., Milwau- 
kee, has been elected a v.p. and 
a member of the board of directors. 


He will supervise the sales of the | ogo 


company’s custom drop forgings 
for industrial and mechanical 
equipment and the special prod- 
ucts division. 


Names Loudon Advertising 


Promotes Robert O. Wight 


Progressive Welder Sales Co., 
Detroit, has appointed Robert O. 
| Wight, with the company since 
1943, director of advertising and 
sales promotion. 


Robbins Joins Deuss Agency 

Cotton Robbins, formerly head 
of “Cotton Bulletins,” has been 
appointed to the outdoor depart- 
ment of Ed Deuss Advertising, 
Chicago. 


1,500,000 


FABULOUS FEMININE MARKET 


circulation of its 

audience devoted t 

editorial content featuring needlework, 

handcrafts, products, profitable home 

income, Junior WORKBASKET for young. 

sters, cooking section and Flower and Gar- 
4 


, | budget, who infivence buying...or do 
Barbour-Stockwell Co., Cam-|Stusi purchasing. et everything used in 
bridge, Mass., maker of power | their homes. We invite you to write TODAY 
hammers and other industrial for the facts, including special Starch sur- 


equipment, has switched its ac- 


count from Eddy-Rucker-Nickels, 


Cambridge, to Henry A. Loudon 
Advertising, Boston. 


vey, and new rate cerd No. 8 effective with 
| September, 1952 issue. No cost or obligation, 
of course. Address your request for informe- 
tion to Mr. Steve Taylor—get the facts NOW! 


The WORKBASKET 


Chicago, is the agency. | | 451 Handcraft Bidg., Kansas City 16, me. 
| ; fy 
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NCAA Report Says No Doubt Remains 
That TV Hurts Football Attendance 


Cuicaco, May 7—Despite the 
National Collegiate Athletic Assn.’ 
limited football tele- 

blackouts” last year, 
continued = to 


program of 
casts and TV 
football attendance 
drop 

There is no doubt the Na- 
tional Opinion Research Center de- 
the 1951 
continues 
effect on 


clares in it report on 
eason, “that television 
to exercise @ harmful 
college football attendance.’ 

The report, released today by 
the NCAA, concludes that the TV 
‘blackouts” succeeded to some ex- 
tent in reducing the harmful ef- 
fects of TV on football attendance 


® “As in 1950," the report declares, 
located outside of tele- 
continued to hold or 
pre-television 1947- 
while those colleges 


to TV 


colleges 
vision areas 
surpass their 
48 attend 
which were exposed 
petition found their attendance 
down approximately 1,500,000 or 
15% from their ‘expected’ pre-tele- 


nee 
com- 


vision levels. Attendance 1s par- 
ticularly off in those ‘heavily sat- 
irated’ TV areas where 40% or 
nore of the families are set own- 
el 

The 1950-1951 attendance by 
region and size was as follows 


ly5o Change 
of Ex 50 to “SI 
pected 
82.2 8.0 
83.6 9 
101.0 4 
100.9 7 
113.0 116 
127.3 15 
ba4 34.8 
96 9 3.1 93.8 
100.0 3.6 96.4 
95.5 23.5 72.0 
#95 49 93.6 
rian f re differ from those reported 
Rust vear because of adjustments for free 
cd s1Ons 
’ Expected ittendance is the actual 
se paid attendance reported for two 
TV vear 


1947 and 1948 


® Proponents of the idea that TV 
kioes not affect receipts of 
githietic events ill find little com- 
Bort from the NORC’s findings and 
conclusions. There is nothing in the 
Feport that could conceivably per- 


gate 


Euade NCAA members that it 
would be advisable to abandon the 
TV blackout policy in 1952 in 


Bavor of unlimited telecasting 
s might be expected, the NORC 


fieclines to predict what will hap- 
pen in the future, “except that as 
saturation remains high and col- 
lege game are available on TV, 
actual attendance will certainly 


continue to be adversely affected 


The degree of the adverse ef- 
fect depends upon factors which 
ire not known at this time. Set 
ownership 1 till expanding rap- 
dly and when additional areas 
are opened up to TV reception 


the competition will increase 


® The report was based on a wide 
tnvestigations and 
ported by a $50,000 grant fron 
NCAA to NORC. The 


tions included the following 


Sup- 
the 


investiga- 


variety of 


1. Two national surveys before 
and after the 1951 season, con- 
ducted by means of personal in- 
terviews. A total of 1,300 adults 


checked 

2. Pre-season questionnaires to 
all athletic directors, soliciting in- 
formation on the itten- 
dance outlook and other factors 

3. Week-by-week game reports 
from every NCAA member 
lege engaging in football competi- 
tion, including data on ticket sales, 
ittractiveness, com- 


were 


seasonal 


col- 


weather, game 


peting attractions, etc 
4. Personal interviews with a 
cross-section of football fans in 


Boston and Pittsburgh, with phone 
call-backs to ascertain their activ- 
itv during each week of the season 

5. Arrangements with 16 colleges 
to distribute questionnaires to the 


stadium audience at a total of 37 


games played under varying de- 
grees of television competition 

@6. Weekly telephone’ surveys 
with a cross-section of fans in six 


additional cities besides Boston and 


Pittsburgh—-Lo Angele Wor- 
cester, Philadelphia, Detroit, New 
Haven and Minneapolis 


7. Mail questionnaire surveys of 
approximately 1,200 of the alumni 
of four universities 

8. Collections of game-by-game 
attendance the five 
seasons from a cross-section of 124 
high schools throughout the nation. 

Altogether more than 100,000 
individuals were contacted during 
the investigations for the third an- 
nual report on the “college foot- 
ball market” bv this research 
group 

In 1951 


data for past 


NCAA's experimental 
TV plan called for a number of 
test situations, including (1) a 
complete blackout of the area; (2) 
telecasting of a local game, (3) the 
telecasting of a game 
from the same geographica] re- 
gion, and (4) the telecasting of 
a game from a distant region 

The highlights of the report and 
an analysis of the are pre- 
sented in a 30-page report issued 
over the signatures of Paul B 
Sheatsley and Paul N. Borsky of 
NORC. In addition, a thick, sec- 
ond section—a limited edition— 
contains the voluminous data on 
which the findings were based. It 
has not yet been released. 


non-local 


data 


e “It is clear,” the report asserts, 
“that the NCAA's 1951 experi- 
mental plan of limited telecasting 
of college games succeeded in re- 
ducing television’s harmful ef- 
fects on attendance. 

“In 1950, when there was unre- 
stricted televising of college games, 
the ‘TV differential’—the differ- 
ence between the relative atten- 
dance trends of colleges exposed 
to television competition and those 
was significantly 
was in 1951, when 
was sharply 


not cxposed 
greater than it 
football telecasting 
restricted 

“Had unlimited telecasting con- 
tinued to rule, and the 1950 TV dif- 


ferential remains the same, the 
loss in 1951 attendance compared 
to the ‘expected’ 1947-48 base 
would have been substantially in 
excess of 2,000,000 admissions in- 
stead of the actual drop of 1,- 
500,000. In fact, as the proportion 


of set-owning families rose in TV 
the report continued, “it 
would have been reasonable to as- 
that the 1950 TV differentia! 
ind the corresponding loss in at- 
tendance would have been even 
than the conservative esti- 
f 2,000,000." 


areas,” 


ume 


greater 
mate 


® NORC carefully points out that 
“over-all attendance, both in TV 
and non-TV areas, was down from 
1950, result of de- 
clining student enrolment and the 
pinch of inflation. The decline, 
averaging 6% for all colleges, was 
characteristic of all parts of the 
country, although in every region 
it was the college with limited TV 


largely as a 


competition which suffered rela- 
tively less 

“That the colleges in television 
areas were able to hold closer to 


their 1950 attendance levels (which 
were, of ilready much 
lower than the non-TV 
group), in spite of a larger numbei 
of TV owners and of the factors 
making for a general attendance 
decline regardless of television, 
may be credited again to the help- 
ful effects of the NCAA's 1951 pro- 


course, 


those of 


gram,” the report says 
@ Th report categorically de- 


clares that “adverse television ef- 


RADIO HUDDLE—tLeft to right: William B. Ryon, president of the Broadcast Advertis- 
ing Bureau; Stanley Breyer, KJBS, San Francisco, and CBS’ Arthur Hull Hays talk 


shop during the recent BAB 


sales clinic in San Francisco. 


fects were found in the attendance 
trends of all types of colleges, and 
for all types of games. Large, me- 


dium and small colleges all re- 
ported very much lower atten- 


dance figures when they were ex- 
posed to television competition 
than when TV was absent 

“The ‘TV differential’ was simi- 
larly found both for attractive 
games, between traditional rivals 
or involving teams of high perfor- 
mance, and for attractive 
games, when the teams were color- 
ill-matched. In both 
games played outside the range of 
television consistently outdrew 
those which faced the competition 
of TV.” 


less 


less Oy cases 


@ In addition to data on college 
attendance trends, the report in- 
cludes a number of other findings, 
grouped as follows 

Effects of TV “blackouts” — 

“1. Attendance at small colleges 
in television areas was higher on 
scheduled ‘blackout’ days and Fri- 
day nights, when no football games 
were televised, than it was when 
these small colleges foot- 
ball competition on TV 

“2. A similar ‘blackout differen- 
tial’ did not occur consistently 
among large and medium size col- 
leges” because many TV fans could 
pick up programs from TV stations 
outside the area and because foot- 
ball fans generally were not well- 
informed about the NCAA plan 

Moreover, in Boston and Pitts- 
burgh, three-fourths of all 
sions to attend a game 
considerably in advance of 
game. In_ small 
game sales account for 


faced 


deci- 
made 

the 
day-of- 


are 


schools, 


more than 


half of total attendance. Thus, 
last-minute blackout effects were 
most pronounced among small 
schools 

e “3. A study of TV-area atten- 


dance during the telecasts of re- 
gional games vs. telecasts of games 
from outside the region fails to 
reveal any large or dif- 
ferences.” 

High school attendance trends— 

“1. Large and medium size high 
schools have been affected by tele- 


constant 


vision competition in much the 
same way that smal! colleges are 
affected. Footbal! attendance at 
high schools located outside of 
television areas has been con- 
sistently better, ever since 1949, 


than attendance at schools exposed 
to TV competition 

“2. The apparent lack of success 
of the NCAA experimental pro- 
gram in slowing up the rate of 
decline in TV areas during the 1951 
season is simply explained by the 
fact that less than one-third of the 
high school games in these areas 
were played on Saturday after- 
noon.” 

@ Profiles of the football fan and 
the TV owners— 

“1. College footbal! fans are 
found primarily among men, among 
the younger age groups, those who 
have themselves attended college, 


persons employed in professions, 
and among the upper and middle 
income levels 

“2. The personal characteristics 
of television owners closely re- 
semble those of football fans. 

“3. Football fans are much more 
likely to own a TV set than are 
people who lack an interest in the 
game 


8 “4. Only about one-fourth of the 
average football audience consists 
of season ticket holders or regular 
attenders; most fans are infrequent 
attenders who buy tickets for only 
one, two or three games a year. 

“5. The proportion of TV owners 
in attendance at the stadiums was 
generaily about equal to the pro- 
portion of TV owners in the area 
and was about the same during 
blackouts as it was when a game 
was being televised.” 

Judging from the condensed re- 
port, the researchers found no sign 
that TV is producing new football 
fans in numbers. “When asked how 
they first became interested in 
college football only one attender 
in 100 mentioned television view- 
ing as the reason.’ 


® One of the most interesting items 
turned up by the survey is the fact 
that two-thirds of the people who 
follow college games were com- 
pletely unaware of the NCAA lim- 
ited telecast program and knew 
nothing about it. Only 7% of al! 
fans in TV areas and 12% of the 
set owners were Classified as hav- 
ing correct information. 

The real significance of this re- 
port is that it will be used as the 
NCAA's 1952 gridiron 
television strategy to be proposed 
to its membership for next fall. 
The new plan, now being formu- 
lated by a committee headed by 
Robert A. Hall of Yale, will be an- 


nounced within a few weeks 


WALDO P. HOUCHIN 

HONOLULU, May 6—Waldo P. 
Houchin, 55, advertising director 
of the Honolulu Advertiser and a 
former New York newspaper ad- 
vertising executive, died here May 
3 after an illness of several months 

A native of New York, Mr. 
Houchin was an alumnus of Brown 
University and a veteran of World 
War I. He joined the Advertiser 
in 1949. Before that he had been 
retail manager of the New 
York Journal-American. During 
his career he had been associated 
with the Chicago Herald American, 
Cleveland News, the Times, Ches- 
ter, Pa., and the Star-Eagle, New- 
ark, N. J. 


JOHN H. WHITE 

SoutHu Paris, Me., May 6—John 
H. White, a member of the pub- 
lic relations department of Wilner 
Wood Products Co. here, died May 
4 at the steering wheel of his 
parked car. 

Brother of the late Senator Wal- 
lace H. White Jr. (R., Me.), who 
died last month, Mr. White joined 
Wilner seven years ago. 


basis for 


sales 


Advertising Age, May 12, 1952 


HARVEY VAN VALKENBURG 

New York, May 7-—Harvey Van 
Valkenburg, 59, art editor of True, 
a Fawcett publication, died of a 
heart attack May 4 while visiting 
in Washington, D. C. 

A native of Chichester, N. Y., he 
came here in 1925. For the next 18 
years he was an artists’ representa- 
tive, and in 1943 he became art 
editor of True. He was an associate 
member of the Society of Ilustra- 
tors and a charter member of the 
Lapidary Society. 


CHARLES M. UFFELMAN 

New YorK, May 7—Charles M. 
Uftelman, 60, v.p. in charge of in- 
dustrial relations for Outdoor Ad- 
vertising Inc., died of a heart at- 
tack yesterday in the railroad sta- 
tion at Manhasset, L. I., while on 
the way to his office. 

A native of Brooklyn, he had 
worked for several advertising 
agencies betore joining Outdoor 
Advertising, when the company 
was organized in 1931. He was a 
member of the Sales Executives 
Club, National Office Managers 
Assn., and the Advertising Club of 
New York. 


J. PERCY H. JOHNSON 

PHILADELPHIA, May 6—J. Percy 
H. Johnson, 73, editor of the N. W. 
Ayer & Son's Directory of News- 
papers & Periodicals, died here 
on May 3 after an illness of several 
months. 

Mr. Johnson was a member of 
the Aver staff for 54 years. From 
1907 to 1938 he was head of the 
company’s business department, 
handling production work on ads. 
He was responsible for the early 
training of many men who are 
now top executives in advertising. 
He also was an expert on trade- 
marks, patents and copyrights. He 
was named Ayer Directory editor 
in 1938. 

Born in London in 1878, Mr. 
Johnson came to this country as 
a boy and was educated in Phila- 
delphia schools. He joined Ayer 
in 1898. 


CHARLES W. NORTON 

LAKEVILLE, Mass., May 6— 
Charles W. Norton, 62, credited 
with developing the Vari-Type ma- 
chine, died of a heart attack at his 
home here Saturday. He was chief 
research engineer of Ralph C. Cox- 
head Corp., Newark. 

Mr. Norton developed the two 
chief improvements that resulted 
in the present Vari-Typer manu- 
factured by the Coxhead company. 
The machine, a specialized type- 
writer, together with the photoen- 
graving process makes it possible 
to print newspapers without lino- 
type composition, During the com- 
positors’ strike against Chicago 
newspapers in 1947-49, the papers 
employed the Vari-Type process. 

Mr. Norton was associated with 
Thomas A. Edison before joining 
Coxhead in 1924 as its director of 
research and engineering. About a 
vear ago he went into semi-retire- 
ment. 


JOHN R. MARSH 

ATLANTA, May 6—John R. Marsh, 
57, former advertising manager of 
Georgia Power Co., died at his 
home here yesterday. He was the 
husband of the late Margaret Mit- 
chell Marsh, author of “Gone With 
the Wind.” He retired from the 
power company in 1946 because of 
ill health. During his advertising 
career he won several national 
awards for outstanding ad copy. 

Born in Maysville, Ky., Mr. 
Marsh was graduated from the 
University of Kentucky in 1916, be- 
came a reporter on the Herald at 
Lexington and later joined the 
Lexington Leader. He served in 
the army during World War I. He 
worked for the Atlanta Georgian 
and the Associated Press before 
he became advertising manager of 
the power company here in 1930. 
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This Independent Grocer 
is Selling the 


1,600,000" 


May Copy of 


ng Pea es re eee ee ae : ! E “.020OCO ae : ies 


THE MAGAZINE OF THE INDEPENDENT 


Cees D3 Ls 


and JUST FOR THE RECORD... 


Advertising is up 156°, in American Family Maga- 
zine for the first six months of 1952. Major adver- 
tisers for 1951 have renewed for 1952—one-third 
with increased schedules. So far, thirty-eight new 
products are in for this year. 


Yes! Starting with the May issue, 

American Family Magazine Circulation Goes 
Over the Million Mark —Gives you the 
Lowest Cost Media of all Major Consumer Magazines! 
Effective this month, you can use American Family Magazine at a cost of 
just $2.03 per black and white page, per thousand. Space rates, based on a 
circulation of 750,000 are guaranteed for the balance of this year. Adver- 
tisers get a bonus of one-quarter of a million extra circulation in May... 
and are assured steadily increasing circulation bonuses for the balance of 
the year without a rate increase. 


And! You Reach A Big Share of the Independent Grocery Market— 
The Market that does 62% of the Total Retail Grocery Volume! 


Be sure to write for our new survey 
NOTE: “Warehousing of Non-Food Items 
by Wholesale Grocers"’ 


Complete Your Media Picture... 
Reach The Big Independent 
Grocery Store Market in 

CHICAGO * 53 W. Jackson Boulevard, Chicago 4, lil. 


"AMERICAN FAMILY sess 


The Magazine Women Buy to Read...and Read to Buy  w rorn - 280 madison Avenue, New York 16,5 


American Family Magazine is distributed exclusively through independent 
wholesalers to independent grocery outlets. The independent grocer who 
sells it is a friendlier grocer . . . trusted by his customers. He, and American 
Family Magazine, make a good combination for selling your nationally 
advertised product. 


Tel. MUrray Hill 5-3909 


LOS ANGELES * 816 W. Fifth St., Los Angeles 13, Calif. 
Tel. TUcker 9154 
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Debates Conclusions in Book 
on Community Newspapers 
To the Editor: Your April 21 re- 
port on Prof. Morris Janowitz’s 
book, “The Community Press in an 
Urban Setting,” caused this read- 
er to get a copy of the book and 
read it from cover to cover. After 
doing so, I am more firmly con- 
vinced than ever that “classroom” 
attempts at solving the problems 


of the advertising business are 
pretty lame. 
I sold retail space for a big 


daily, and am well acquainted with 
most of Chicago’s community pa- 
pers. More recently I have been 
engaged in market research so I 


feel somewhat qualified to com-| 


ment on both the “down to earth” 
facts as well as the research as- 
pects of the professor's efforts. 

Prof. Janowitz seems to have ab- 
sorbed the inferiority complex of 
the community newspaper. (“Just 
because we don't drink and coun- 
try club with that New York ad- 
vertising bunch, they think we are 
nobodies.”) But, Professor, 
ain't the reason why the big dailies | 
are given the nod. Let’s take up | 
the points one by one. 

1. Circulation, The professor as- 


serts that Chicago’s 82 community | 


papers have a combined circula- | 
tion of 983,000 (unaudited), com- 
pared to the biggest daily’s 925,122. | 
But his book omits the evidently | 
trivial matter of a similar compari- 
son on cost 

From the national rates listed in | 
the I. P. A. 1952 directory, the cost 
for only the 52 community papers 
listed in Chicago is $144.30 for a 


column inch compared to $22.40 for 


biggest daily—544% greater 


the 


hat cae 
=e | dailies. 


|shop, he concludes 
| shop chiefly in their own commun- 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


cost and yet only 6% greater un- 
audited circulation for 82 papers. 
Add on the factor of adult readers 
per copy (2.5 for the average 
daily) and the balloon breaks. 

So, Professor, let’s forget about 
circulation comparisons. Okay? 

2. Research, The professor main- 
tains that no research existed to 
back up media buyers’ attitudes. 
Perhaps he means no favorable 
research existed. 

He states that 84% read the 
local paper. His study is based on 
only three community areas (old, 
transitional, and new). But here’s 
the catch. One of his requisites in 
selecting an area was “the com- 
munity must be covered in its 
entirety by an effective community 
paper.” He therefore has selected 
the “Star Performers.” All the 
others can’t ride in on that coat 


| tail! This alone throws the whole 


study cockeyed as a plea for the 
other 79 locals! But even his 84% 


| readership dwindles to 51% when 
| you eliminate the “less-than-half- 


the-issues” readers as do the 
On the subject of where they 


that 73.5% 


ity. This may be true of conven- 
ience items like bread and knit- 
ting needles, but as retailers in 
satellite areas will readily lament, 
the figure is far below this. In 
Chicago’s largest satellite shop- 
ping center, residents make only 


for a 50-50 co-op ad! 

This practice either eats up the 
distributor’s or manufacturer's co- 
op budget twice as fast, giving 
|them half the effect, or siphons 
off agency-controlled funds. 

4. Less Ad Competition in Small | 
Locals. The professor tasted this | 
old chestnut and thought he found | 
a new delicacy. He latched onto 
the “bulky Chicago Tribune” and} 
must have cracked his teeth, for 
he retreated with the statement 
of “testing of this hypothesis in 
its full scope lies beyond the lim- 
its of this study.” Amen! 

No, Professor, research from a 
classroom has its limitations. Hy- 
pothetical wanderings from a 
classroom are even more limited. 
Agency men are in the business. 
| They have to be right or go with-| 
out their Florida vacations. | 

H. MANSFIELD, 
Highland Park, III. 


| Confidence-Shaking 

To the Editor: For many years 
I have been a reader of your pub- 
lication and have always appre-| 
ciated your endeavor to urge the 
| advertising profession to keep ma- 
terial on as high a plane as pos-| 
sible. | 

For your examination, I am en- 
|closing Pages 5 through 10 from 
the March issue of American Bi- 
cyclist. You will note that the ad- 


15% of their purchases there—and | 


this is high compared to others! 

3. Prestige. Again he maintains 
that no research exists to prove 
that locals hurt an advertiser’s 
prestige. Perhaps in this area, re- 
search is not so much required as 
existing fact 

In the fight for survival, locals 
take some copy the dailies reject. 
Many times, I had to prove to an 
irate housewife that she wasn’t 
mislead by the copy in the big 
daily ad. By turning his research 
to another area, he might have 
found other real cause for agency 
prejudice. What many locals, in 
cahoots with the retailer, have 
done to the agencies, manufac- 
turers and distributors on co-op 
advertising is pretty rough—name- 


vertising on Page 5 claims pref- 
erence for its bicycle 12-1 whereas | 
the ad on Pages 8 and 9 claims! 
preference 9-1. 

It would appear to me that such 
advertising would shake the confi- 
dence of readers in both the publi- 


ly furnishing the retailer a fake | cation and also advertising in gen- 


invoice double the retailer’s rate} 


@ you can see 


tion 
fifty 


TEST No. 1 RESULT: 


@ black ond white page 
Complete information 
Write, wire or ‘phone 


RESULTS 


when you use 


rodeys heath 


‘Naturally we ore gratified to find a publica- 


in which the cost per inquiry is under 


cents. Other publications we have been 


using bring inquiries at $7.00 each.” 
(Nome on request) 


ee Soe ek 6 “7. 


“TODAY'S HEALTH, as compared with the 
moss circulation of AMERICAN WEEKLY and 
THIS WEEK Magazine, produced requests for 
somples for in excess of any media we have 


ever used.’’ (Name on request) 
Reod by consumers, TODAY'S 
HEALTH, approximately 4,000,000 
health-minded readers—peopie with Idren 


chil 
Gt @ twelve time rate of but $615.00 for 
ts yours fer the asking. 


eral. Obviously, neither manufac- 
turer could be selling 90% or over | 
of all the bicycles manufactured | 
in the country. | 
I am mailing this to you in the! 
belief that you will want to defend 
those of us in the profession who 
| believe in honesty in advertising. 
JOHN A. ASHBY, 
Bay Village, O. 
e 


| Tokyo Advertisers Study 
Circulation Audit Problem 
To the Editor: I am sending you 
herewith a copy of our weekly 
newspaper, Shimbun, Radio, Ko- 
koku (Newspaper, Radio, Adver- 
tising), in which you will find an 
article dealing in the problem of 
the ABC system in Japan 
As you may be aware, circula- 
| tion figures are a problem in Ja- 
pan, since published or claimed 
' figures are not verified through an 
ABC type formula as in the States. 
Our company has long been re- 
porting circulation figures com- 
piled in our own research depart- 
ment, but you cannot call this a 
verified figure. Especially with the 
peace treaty, Japan will again be 
admitted into the family circle of 
the free nations and the world 
market. And at a time like this, it 
is indeed shameful that Japan 
should keep the figures to them- 
selves. It is impossible to hope for 
a sound development of business 
in the world market as it is 


lened by 


| titled, “Does Advertising Try Too 


| 


PBAO4ED 


AUDIT CONFERENCE—This center spread of Shimbun, Radio, Kokoku, house 
of Dentsu Advertising Ltd., Tokyo, is devoted to a di of ireulati 
problem with pictures of leading advertisers 
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on the subject. 
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We have, therefore, in view of 
these and other points, taken the 
initiative to push for the adoption | 


|of some sort of ABC method to 


establish uniform principles of de- 
termining circulation data. This 
movement is backed and strength- 
the Japan Advertising 
Assn. composed of advertisers, 
agencies, newspapers, commercial 
radio stations, and outdoor adver- 
tising firms. 

This weekly newspaper you see 
here is our house organ which we 
distribute to our clients, newspa- 
pers and others. We have been 
handling this problem of the ABC 
system in many issues and this is 


lone of them. In the middle spread 


is the article on the symposium 
that was held on this problem. 
Those attending this symposium 
are leading advertisers of our 
country. The conclusion is that ad-| 
vertisers are all in favor of having | 
this system established at the 
soonest date possible. We have held | 
similar symposiums, composed) 
only of media owners, or composed 
only of agencies, also published in| 
our newspaper recently. 
Though the general tendency is | 
in favor of an establishment of the 
ABC formula, the realization of this 
matter is actually yet very diffi- 
cult. We are doing the spadework 
in this field and we realize that it 
is something that cannot be ac- 
complished by us alone. We need 
help, both tangible and intangible. 
Please help us to accomplish this 
mission we have embarked upon. 
HipEO YOSHIDA, | 
President, Dentsu Advertising 
Ltd., Tokyo, Japan. | 


Finds Formless Format 

Goes Over on Radio Show 
To the Editor: The editorial in 

your April 21 issue, “Is Advertis- | 

ing Too Smooth?” makes a perti-| 


nent point. It might also have been 


Hard?” 

I've discovered that sincerity in 
radio advertising can be simple and | 
easy. I'm a free-lance writer, not | 
a radio man at all. But here on 
KELO, my wife, Marie Horten, has 
a daily half-hour radio show, 
mainly for women. Every Friday 
I chime in, making it a husband- 
wife fracas. We broadcast from our | 
kitchen. The baby sings, plumber 
or electrician come to work or 
collect, neighborhood kids bat balls 
against the window. She never uses 
a script, and we don’t. Everything 
ad-lib, including commercials and 
interviews with guests (who do a 
100% better job when they’re not 
reading). We go off on tangents or 
arguments at any time, fumble for 
the right words, make mistakes and 
laugh about them along with the 
listeners. It sells the products and 
services we advertise. 

Evidently there is something 
completely sincere-sounding about 
someone groping for a way to 
really make YOU like the product, 
too, instead of impersonally rat- 
tling off a prepared statement. | 


When my wife, on the air, pesters 
me for a Crosley freezer, I ask her 
where the money is coming from; 
so people who have the money go 
buy one. Our boy once turned up 
his nose audibly at a bakery prod- 
uct we were selling; we had a 
knock-down argument about it 
right then and there. It sold bread. 
We never plan it that way, but it 
works. 

We expect to continue the prac- 
tically formless format when TV 
hits us—first application in from 
South Dakota. 

Roy HIL.icoss, 
Sioux Falls, S. D. 


No Blues for Cricketeer 

To the Editor: In these days of 
“crying-the-blues” by men’s wear 
manufacturers whose sales are be- 
hind last year, the enclosed “SOLD 
OUT” ad of Cricketeer Sportcoats 
is a “stopper.” 

This ad created a lot of favor- 
able talk when it ran in the March 


7 issue of Men’s Wear magazine, 
according to John H. Kornblith, 
vice-president and general mana- 
ger of this Chicago firm. 
Epw. A. GROSSFELD, 
Edw. A. Grossfeld & Staff, 
Chicago. 


Farm Supply Dealers to Get 


| Reprints of Co-op Stories 


To the Editor: We will appre- 
ciate having your permission to 
reproduce two articles which were 
published in recent issues of Ap- 
VERTISING AGE. If such permission 
is granted, we plan to forward 
these reproductions to our 102 
member companies whom we con- 
sider distributors of our products 
to the farmers of Illinois. 

Specifically, we wish to repro- 
duce the following articles: 

1. “Co-ops Annual Sales Run in 
Multi-Billions,” published April 21, 
1952. 

2. “Tax Co-ops, Urges Tax 
Equality Assn.,” published April 
28, 1952. 

We read these two articles with 
a great deal of interest, and we 
were very pleased with the way 


“ied + é < Ss F - a z 
bas 130 Advertising Age, May 12, 1952 oe 
+ ‘ : me ‘ H eho Fen ii} g i ah 
° ‘ v4 % 4, . i " ‘ ’ ; ; ve iit 
eiteleathfect erom-epse't’ ci th : , * Pitan te B® 
rt NY j ty oe | i :&- bP rs pins ray ‘ “f , teleip) hea: . 
; jel. a i tants HET toss) MAH Citta ge that | 
: He Bboy Chadd olisatar’ i rifstabsessdces Pet uh ta 3 i ; ©. neat AL 
igh HL RO ea EERE EEE | Dane eae 
: a a AHL ack SeasceeeTIM C c ncaa 3 
; PL MRR 1 La eh Ei Rd k 
He. bb sstitge PPh Aye Oo ertiggy ge lity tet '§ Pie ton! hi ns iM ohig Mi. hi Ts = 
soo " re ate Vaabe ite Tait ths ff ‘,i2 wi sha: 8 4 'S* oft 12K 1 Be 
ETS ibe OS GLARE PE OR ed x RT 4 aa as =e 
| | Raa ae aa aT aE Ta Ca? 0° Qos a os 
: pte aiplesl ack iteres, Rene rerrent etiterg'isais §, a Sire TH a 
fy i vay brig rtgatisaag serene (stati ls): [3 ousgis Pc) + beusgeree bap adton o gonnseag ts gem B. ee 
° ; guithies eae ht pues tittog fag Page! aie art Phd ft a 
WMGetrdw Seo ost “ae + 2a a 
s \ Sibu oNG a | 
t . = Seal beg 
a ean. :“sanee.. J al 
. &_—--—[jJa9o9wowowowx*oD. <nccsnsipnanqnamenicinidnapsaenpmnsiiteitt 
ig ’ 
7 ee 
“is * * * ; 
os, , 
ih 
of | ; 
_ i 
— e = e 
+ t 
7 r ' 
3 
3 Toy edgar 
2 4 
an Ae tnnns : Xclusive Choice! 
bie ee W8 CO . % 
3 r a r/ ~ 5 
: inane a a i 
i > - ] nde Se . 
e4 rie * FID —i i > 
: y | pr? fyp, < . Se 
f : Ss oO : = i ‘ 
2 | ¥ ae 4 Pah ' 
ae koe 2 ee ps 
of & Fiore % = 2 
¥ Rite e 2 : _ 
on U) ° 
a z 9 
_ Bag Bey 5 . 
-_ 3 oe 6 } 
on c*’ <cNGRAVERS (i 
— Ca . ° ‘ 2 
2 . a ] 
we ~ A = 
2 (oy ete : 
& iY = . pees T | 
os Rs & Be whet Uae oo eee. 
= Onarizeo * ae posed | 
y, SSE EERE 2 re 
Me ‘ - ' we cate t % 
Be , . 8 8 ae 
Lf Cricketeer Sporteoats 
: otidcniniskdadebisbicnias 
LC‘ 
a F 
om oy 
it + . 7 
z PO 
es = 
KLAN 
4 Aad 
: AMERICAN MEDICAL ASSOCIATION 
535 No. Dearborn Street 
: + Phone: WHitehall 41500 
ok Chicage 10, Hl. may 
s’ 
Sif . 
Ss bs . é : Stee mee 7 ed z 3 * i. 2+ vied ES ee: ahaa 


Advertising Age, May 12, 1952 


they were written and the fair-|varied, but instructive as well.| humans less popular but it could 
ness with which the material was Your entire staff from editor to| very possibly be that it may have 


presented to 
readers. 


your 


We sincerely hope we may have single issue even if it cost me one} 


your permission to reproduce the |dollar each... 


articles and place them in the 
hands of our dealers. 
T. L. Davis, 
Director of Sales Service, Illi- 
nois Farm Supply Co., Chicago. | 
| 
| 


| 


Erni’s First Was in Chicago 

To the Editor: May I point out 
an error in the article, “Young! 
Connoisseur Opens Gallery” in| 
your issue of April 21. The first 
American showing of Hans Erni 
took place at our galleries in Chi- 
cago last October and from a sales 
standpoint was one of the most 
successful exhibitions we have 
ever had. 

Acting as Erni’s agent in the 
United States, I lent Mr. Lion a 
few paintings and gravures to use 
only to secure commercial com- 
missions for the artist. The first 
real New York exhibition of a 
large and representative collection 
of Mr. Erni’s work is scheduled 
for next January at a well known 
gallery. 

JosePH W. FAULKNER, 

Director, Main Street Gallery, 

Chicago. 

Mr. Lion concedes that the pur- 
pose of the Erni exhibit was to ob- 
tain advertising art commissions, 
not to sell the works. He says the 
exhibit had some 30 original paint- 
ings, plus color reproductions—in- 
cluding works obtained from Mr. 
Faulkner. 

° ry ~ 


Field Men to Get Story 
of Security Mutual Ads 
To the Editor: May we have your 
permission to reprint (photo-off- 
set) the feature article (a letter 
from Art Michel, Bresnick Co.) 
which appeared in the March 31 
issue of ADVERTISING AGE? We 
should like to run about 500 copies 
to be distributed to our field rep- 
resentatives. 
LeonarpD J. WATSON, 
Sales Promotion Manager, Se- 
curity Mutual Life Insurance 
Co., Binghamton, N. Y. 
« . 


‘Needs to Be Said Often. ..’ 

To the Editor: I wish I had the 
words to tell you how much I liked 
your April 7 editorial, “What Are 
We Working For?” I hope that all 
your subscribers read it, and that 
it will be widely noticed and re- 
printed. It is something that needs 
to be said often, especially in the 
advertising business. 

WILLIAM HAYEs, 
Tenafly, N. J 


Thanks 


To the Editor: I want you to 


know that I consider ADVERTISING 
AGE as one of the finest, most in- 
formative, interesting and educa- 
tional magazines in the advertis- 
ing field. The articles are not only 


NO TYPE USED IN 


THIS AD! 


WHAT 
THE GAG? 


It's on the level, Mister! You - or anyone in 
your office - can set an ad like this in a few 
minutes with easy-to-use FOTOTYPE. Die-cut | 
cardboard letters slide into self-aligning com- 
posing stick, ready to be mounted on layout. 
Eliminates costly metal type and worrisome de- 
lays. Makes layout preparation easy. Complete 
library of type faces compact enough to keep 
at your desk 
WRITE FOR new Face CATALOG 


O/O/YPE 


[INS QRPORATED] 
1415 ROSCOE ST CHICAGO 13 


Gorpon M. BERLow, 
Gordon M. Berlow, Advertis- 
ing, Chicago. 


Used Car Sale Idea Has 
Success in Louisville 

To the Editor: We think you will 
be interested in reviewing this 
completely original idea for pro- 
moting the sale of used cars. 

Attached is a proof of an ad- 
vertisement showing the idea and 
how we developed it for our client; 
Thurston Cooke Motor Co., here in 


oS Ffce! ASUMMER, 
VACATION FOR TWO. 


Louisville. This ad appeared in the | 
Louisville Courier-Journal & 
Times, Wednesday, April 2. 

To announce the idea with great 
enthusiasm, a meeting was held on 
Tuesday evening, April 1, prior to 
the sale opening, with all Thurston 
Cooke employes and their wives. 
A 63’ banner was used across the 
front of their used car lot. Certi- 
ficates were printed for use with 
each used car sold, entitling the 
buyer to “A Vacation for Two” at 
the Kentucky state park of his 
choice. Details of the plan are ex- 
plained in the advertisement. 

In spite of the fact that we had 
three days of very bad weather, 
the results of this sale were spec- 
tacular. 

ALLEN E. ZIMMER, 
Zimmer-McClaskey Advertis- 
ing, Louisville, Ky. 

. s e 
Kane Smokes a Pipe 

To the Editor: Re “The Eye and 
Ear Department,” AA, March 31, 
concerning cops and TV detectives: 

Let good old Martin Kane “light 
a cigaret” and his sponsor (even 
though he makes two brands of 
fags) probably would direct a 
20mm. shell of “flavor-cut” Dill’s 
Best towards Marty’s shiny pants. 
Kane, bless his nicotine-coated 
heart, is a pipe smoker! 

Bruce W. SMIrTH, 

Editor, The Feed Bag, Mil- 


numerous copy boy is to be congratulated! | the reverse effect on the complete 
Believe me, I weuld not miss a| social life of the canine and feline. 


Our extensive research in this 
subject reveals unequivocally that 
there is nothing to worry about. As 
we say in our sales portfolio, 


| “Dogs still smell like dogs to dogs." 


The amount of chlorophyll which 
is added to Ken-L-Ration, Ken-L- 
Biskit and Ken-L-Meal is suffi- 
cient to remove body and mouth 
odors that are noticeable to human 
beings but extensive tests made 
with feeding Ken-L-Products 
(fortified with chlorophy!]) to bit- 
ches in season or prior to being in 
season reveal that breeding habits 
are not affected in any way. All 
bitches were bred and produced 
normal litters of pups. 

It is true that the addition of 
chlorophyll to Ken-L-Products 
may very well cut down the “area 
of influence” so that “traveling 
men” may not get the word and 
vill not bother to “come acourting” 
in the profusion that they have in 


131 


pre-chlorophyll days! Again a boon; acceptable and just as nice to be 
is offered to dog-owners who are near to other dogs as they are to 
not interested in adding to their human beings. 


kennels! 

So we can safely say to Mr. Des- 
mond—dogs are not inanimate ob- 
jects after joining the chlorophyll 
ranks, but they are more socially 


JOHN P. ODELL, 
Manager, Ken-L-Products Ad- 
vertising, The Quaker Oats 
Co., Ken-L-Products Division, 
Chicago 


In 1951 Sale Lake City was host to 268 con- 
ventions, 175,453 delegates spent $17,543,400. 
Tourists spend $65 million annually in Utah. 
And this is in addition to ar already pros- 
perous economy. 

Packer 


Ogden —the 


covers Sale Lake City and 
heart of the Utah market. 


Tap this great and growing market with 
PACKER “heart of the city” POSTERS. 
Write today for details. 


THE HARRY H. PACKER company 


Salt Lake City, Utah 


Warren R. Hadley, Manager, Utah Division 


waukee, Wis. 
© . > 


| Crusade Needless; Chlorophyll | 


Won't Change Dogs’ Lovelife 
To the Editor: We notice in your 
April 14 issue in your reader’s 
forum a letter from Art Desmond 
of the Lawrence H. Selz Organiza- 
tion of Chicago. In this letter he 
calls for a stand on the chlorophyll 
secret weapon—posing the ques- 
tion that it may be a boon to hu- 
manity but what is it going to do 
for the dog that gets it, all un- 
knowingly, in his daily ration? He 
further states that odors may make 


Prob (lees 


e AT THE START 


HAHN - RODENBURG 
cSaler Comtertr With a Reputation 


Write, wire or phone 
for details. They're interesting, and 
they make plenty of sense. Now! 


ILLINOIS 


SPRINGFIELD a 


AT THE FINISH > 


SALES CONTEST 


is still building BIG sales 
in ALL lines of business! 


Remember the Nudist Sales Contest? If you were ever 
involved, either on the firing line or in the Sales Manager's 
chair, you DO! You remember the fun, the enthusiasm, the 
sharp upward tilt of the black line on the sales-chart. 


“hy 


ee en ed 
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Nudist is probably the best known and the most resultful 
sales contest ever produced. That's saying a lot—but we 
have stacks of proof. It's a complete package, for busy 
sales managers. It’s highly flexible. It's economical. It 
makes a mighty successful annual affair . . 
every time you use it. 


. it gets hotter 


If you are responsible for sales—in any line—whether — 
you have a half-dozen men, locally, or a sales force of £ AY 
thousands throughout the country, the Nudist Sales Contest 
is for you. If you're an agency with clients whose salesmen 
need a shot in the arm, let us tell you all about the Nudist 
Sales Contest. 


+ eee 


e . || < 

a ee - 

‘ a 4 

a _ ne a 
Be . . * ae 

“ Ne aud tourtat center mea 
a G | st 

: ie } ie 

: (}} : = 

. eS = bee 

= Cy — 
i; PRESENTS THE OST OMESWAL OSED CAR SALI EVER OFFERED AMY WHERE S 5 “ES Ra 
| ; ————————— & 

, 3 ae _ 

: | WITH EACH USED CARI - 4 

ie , SST SSSI - As é P 

i | Sa erereranien y O f} . SS aps 

| SO) a ee y 5 "See 

Pe sae Bee oy 

: ——— — 

: ———- |e—s OM / | ; Be: 

ur cw vec tation ocTaRs TTOR! ==>-7= va yf, ft, 8} 4 _ 

SESS | BSE SY Z f/ } 4 RS ae 

. ——— Yt _ 

cess 06. cin a saseamaesen | ; a 

: | ae 

| — 

3 | wy 

| oe 

Bey 

ee 

oe 

‘ : ‘ ee | ; | : 

Ses! sea 

oe oe \\ A7 poet 

- Ie ake aah 

| 12 Se Bs 

t ise ss 

— a \ yer 


“ 
‘ 


BIGGEST FOR BOTH—Meeting to sign a 54-page contract, includ- 


Weitzen, Marboro Books, and Lee Friend and Stanley Rapp, of 


ing eight-page insertions, are (from left) Robert A. Burghardt Friend-Sloane Advertising Agency. Marboro is the leading ad- 
and J. R. Comminsky, Saturday Review; Henry Exstein and Fred —vertiser of remainders, reprints and imported art books. 


SEEKING BREAKS—Wider employment of physically handicapped veterans in ad- 
vertising dnd the graphic arts is the goal of these men, members of the Admen’s Post 
of the American Legion, New York. From left: Leonard S. Smith, v.p. of Robert 
S. Taplinger & Associates; Alfred S. Kalet, v.p. of Analysis-Consultant Service; 


BUS RIDERS—Instead of a driver's seat, the mock bus set up by National Transitad 

Chicago, in cooperation with Scripto Inc., Atlanta, at the Palmer House during the 

recent Notione! Assn. of Tobacco Distributors convention, had a bor where transfers 

were honored. Shown here enjoying the facilities are (left to right) Bob Collins, Na- 

tional Transitads; Mrs. Collins, and Don Smith, advertising manager, Wilson & Co., 
Chicago. Scripto is using a heavy schedule of car cards. 


al: ee; 


Deter street fovectes al work 


“Bristol -Foshion” means Bress at tts Best 


SALES SWITCH-Bristol Brass Corp., Bristol, Conn., was using in brass is worth waiting for and cites a manufacturer who lost 
stitutional ads like the one at left until the first of this month $10,000,000 on substitutes. The ad appears in Newsweek, May 
when it decided to junk the campaign in favor of “hard sell’ 19, and 11 trade publications. Sutherland-Abbott, Boston, is the 


ads like the one ot right. Copy emphasizes that, shortages or not, Bristol agency. 


PICKING THE WINNERS—The jury of awards for Advertising director, B. F. Goodrich Co.; Phillips Wyman, v.p., McCall Corp.; 
Federation of America’s annual high school essay contest sits Thomas D’Arcy Brophy, board chairman, Kenyon & Eckhardt and 
down to select the three winners who will receive awards at the chairman of the jury; Alice Thompson, publisher of Seventeen, 
AFA convention in June. Left to right are Frank T. Tucker, ad and Bernard Kilgore, president, Wall Street Journal. 


Julius Joseph Jr, medio director of Franklin Bruck Advertising and post commander; 

Hugh Norman of Park & Tilford: and George R. Widney, Walker Engraving 

Corp. The foursome with Mr. Joseph ore part of the Post's J.0.B. (Just One Break) 

committee wing, which will start the drive on May 12 by contacting employers in ad- 
vertising and graphic arts. 


TOM’S GONE—Because many people are 

now using it as a straight beverage or 

mixing it with other liquors besides gin, 

Canada Dry is now calling it Collins 

Mixer. The new label will be promoted 

in Collier's through J. M. Mathes Inc., 
New York. 


You Always Know Where You Are... with LE: LASS 


COSMOPOLITAN AWARD—President William P. Conklin Jr. smilingly acknowledges 
the receipt from Miss Cosmopolitan (model Jeanne Burke) of the Cosmopolitan blue 
ribbon award to the Syracuse, N. Y., advertising and sales club for “its valuable 
service to industry in central New York State.’ The presentation was one of the 
highlights of the fourth annual Syracuse ad week. Seated at the speakers’ table are 
left to right): Harley H. Noyes, advertising director, Oneida Ltd.; Fairfax M. Cone, 
president, Foote, Cone & Belding; Mayor Thomas Corcoran; Royal H. Ray, advertis- 
ing department chairman, Syracuse University. Peering over Dr. Ray's shoulder is 
Leslie M. Beals, advertising director, Carrier Corp. 


” Bristol- Fashion” means Brass at its Best 


PLOTTERS—Getting set well ahead of time, these newspaper execs are plotting 

1952's National Newspaper Week, Oct. 1-8. In the usual order, they are: Theodore 

A. Serrill, chairman of the planning committee and general manager of the Penn- 

sylvania Newspaper Publishers Assn.; Richard E. Beeler, ad manager, Mirror, Altoona, 

Pa.; Joseph A. Bernstein, Metro Associated Services Inc.; Irvin S. Taubkin, promotion 

monager, New York Times, and John C. Ottinger Jr., director of sales development, 
Bureau of Advertising, American Newspaper Publishers Assn. 
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45 Lines in the 
Chicago Daily News 


WEEKEND TRADING POST 


The New Gift, Gadget and Gimmick Mail 
Order Rotogravure page in the Home & 
Life Magazine of the Saturday TRIPLE 
STREAK, Chicago’s WEEKEND PAPER. 


“Trading Post” is but an infant (it started 
: March 15) but the public acceptance and 
: response has been so terrific it has already 
established a firm hold on some mighty 
cagey budget dollars. 


Here are a few examples of 
WHAT HAPPENS when Chi- 
cago “sits around” and shops over the weekend. 
Here is small space doing “Big Business.”” Here each advertiser’s 
invested dollar turns big dividends, 


~ 


SOLD —1700 first two days 


SOL D)—+1400 first two days 


NE AN IN MN AO ERATE Sm 


fi" SOLD) —over 100 trees first three days 


These are just the opening guns—the Mighty low cost... the little advertiser can spotlight his tc 
Mite roars for days — and results continue for pet product without being dwarfed by big-space t 
weeks. For here, the big advertiser can test a users—again at low cost. It's a gold mine of inter- y 
market quickly (fastest roto deadline anywhere!) at est and opportunity for all. For details contact... \ 


The Weekend Trading Post 


CHICAGO DAILY NEWS 


CHICAGO'S HOME NEWSPAPER 


JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 


Make more profit 
with this week- : 
end advertising 
at daily rates. 


NEW YORK OFFICE: _ LOS ANGELES OFFICE: MIAMI BEACH OFFICE: SAN FRANCISCO OFFICE: DETROIT OFFICE 
9 Rockefeller Plata Story, Brooks & Finley, Inc. Hal Winter Co. Story, Brooks & Finley Free Press Building 
165) Cosmo Street 9049 Emerson Ave 703 Market Street 


Ko ome 
ge 6 eed “G2 
ie a : * & ‘ j : > ae Ne 
me : ae lel 
i : a hi OO nS Lt. 
oS geet ee 
. . a th pe ee 
5 : Reiss te hoa) onal 
J = 7 hee 
7 > eh 
. pa y :, on 4s | : 
+ Bieta : 
7 44 ve ee 
o C 
ment 
/ eae 
: Rat : i 
a 0st Eee 
: ; a ; ae _ 
oI j ; 76 aS # 
ete ote, fF = 5 
* =: =. f P 4 . = ~~ Reap ote 
SSS Re Yew aU 
5 " = 2S aan Poe res 
5 3 " ae i ae - 
: > * é& ; Suc | i jo" && Ge 
: E " ; RS coe ee Pees ge os 
b a oo SS ee i 
é Meroe .Y Ss ae cs we Be 
- <n ee 5 : RS Rs See ae Sere 
Red Poved " x “hie: ae ~* Sang ret 
ses eo gee wv, ray - vot TS a y + ‘ 
sere. Os : a = EA 
Stas £5 as ae fs Sisk. — 1 s 
SSE eS ig Sane Soe Se ae 
= SSS See ie Ses OE « 
ee ae ae *} > Ss ' roca 
| a Se aj ie 
ee Bice A ag” Caen ; : ao ee a | 
i 6% P “or Fe xe S* ; & ae ne : 
s +8, any Oe Stas . fx . Ress ¥ s 
Se i ae: ta Ae hee See : * 
ee ro SS. a ay Se 
ee . Ko Tate a te on och ae 8 S v 
oe ee : sateen ae Pe BASS : : 
== “She Ss Sal] SSS Seg Ea 
SSeS es ee Sore xs Ske oes 
7 we 2 ee ee SIS : J. teem As 
. Sse E = Sustsss a . yy SS ae a 
eves SSE TSS So AJ ee } 

& Tie Si5355 Sis (SORT bh ee 
Same poet SS aoe | a 
ae SF SRR. = Se See Ss x =< on pot? ay oe , - 

& j Bit SSS Sos mete eee | Be ‘ ‘ 
5 x a = I ff. ‘Sieh 
: as SS . = SS Rag tna J “ 
TC. ie ae y 2 : SSS > ee & 3 
SS ae : a ee StS = Ree 
a ae OS $ FP ™" Sixt Ss ae 5 Se ae to . 
2 y _* SS A ead Ee a ee beat SSS & . 4 
é { = ee Se Mah il PO Seen SSS c— & tet 
— a Gos — = ea isc SP se eres Wises Lig ie Fae cod ths Sie Sa > : < 
4 * E me Se SS Rader re tony FS Pa A == sy sn Be 
es se REFS S:58555 Se ca) 3 . ele 
| — 255 Le ‘s i — ES 
| — t ee *s ie SSS 2 se | ae 
\_ fa . = = SocsSs crave . Rivets 
™~ S ee Ce Ss aeeet ¢ eos At 
— _ uns Ss: Ses - ee 
' . in Tes S28 Stas _ 
| _— - 7 TSS = <Sit Y a 
et So ge Oe - ey 
> - 4 j # 
° 2 joi Ga eee 
. a 
j : ere 
\ , 4 oN Jean- a 
4 : + bs bts stitched " ae 
[ee : ao stic and 7 : tas 
iad S49 Be od - 4 shirt of ; ie 
a a oe and @ aa 
' meen # ee. a ae . t ect. 
iis" eo ¢ diapet é CRS 
e: 7 Medium ; oS, 
: x ae 
4 ; Bi . j j et F 
-* Sst * 
ee 4 Ce gs 
1 > f Cet ne 
, FB ‘a ( At i a: See 
: | ae 3 
6 i .., 
f @ wee A hae 
Ae: p a tm 
: pee’ @ = - 
‘ { : ’ Pass 
x Vie : Wb Rit 
pier 
. Pe a = 
r "a 3 % “ Be ae ae pe : 
ae c“<" —— r e aa i 
ay % ee Re ak 4s al 
hg Lae - Ss day ae 
as ff — , ‘ oes 
, Ls a i Re Pia re ver rok 
j [a tub 22 2 
e ee ‘l 
ie Ns 
| ae ay = 
ee . = : eae OE 
: q ei : ae ; ne are 
: P AS agk all we ae 4 - 
. * 
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addition to any interior. Perfect accent ne 
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Revolution in Brewing... 


Fewer Brewers Brewed More Beer 
But Sold Less Per Capita Last Year 


New York, May 7—American 
brewers sold more beer last year, 
but they couldn't keep up with the 
population growth 

Statistics assembled by Ameri- 
can Brewer show sales of 83,718,- 
067 barrels, a 1.1% increase over 
1950. This equals nearly 60 billion 
glasses 

However, per capita consump- 
tion sank to the lowest point since 
1943. Using the official census esti- 
mate of 154,853,000 population, the 
brewery magazine found individu- 
al yearly consumption was 16.6 
gallons—roughly a glass a day for 


every American. This was down 
from 1950's figure of 17 gallons 
each 


® While sales increased, the num- 
ber of brewers decreased. During 
1951, 391 plants were licensed. This 
has since been reduced to 325 
plants operated by some 290 brew- 
ing firms. American Brewer says 
this consolidation resulted from 
two factors 

“1. The revolution in merchan- 
dising that has seen packaged beer 
(bottles and cans) for home con- 
sumption become the dominant 
sutput of the brewery. 

“2. The aggressive expansion of 
large national and regional brew- 
ers into more and more market 


areas.” 


@ Packaged beer accounted for 
50% of sales in 1940. Today it ac- 
counts for 73.6% 

The consequent displacement of 
the tavern by the food store as 
the prime outlet for beer has 
brought heavier merchandising 
Brewers spent $100,000,000 on ad- 
vertising last year—or $1.25 per 
barrel sold 

American Brewer estimates that 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


eince sore 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


beer companies paid $690,000,000 
to the government last year in in- 
come taxes. And this does not in- 
clude outlays for license fees and 
local and state taxes 


® Who drinks all this beer? To no 
one’s surprise, Wisconsin tops the 
nation in both beer production and 


rate of consumption. Although the, 


state ships 76% of its brew outside, 
there is enough left so that the 
average Wisconsin resident drinks 
26.5 gallons per year 

Michigan and Maryland are 
close seconds in consumption per 
capita. The nation’s capital, usually 
considered the cocktail type, is no 
slouch either when it comes to beer 
swigging. According to the maga- 
zine’s survey, Washington ranks 
seventh in the country, the average 
resident there drinking 23.5 gallons 
a year. 

The best year in American beer 
drinking remains 1947 when aver- 
age individual] consumption was 
18.5 gallons. John 
business manager of 
Brewer, explains this by saying 
this was the year in which “re- 
turning veterans. . regaled one an- 
other with ‘sea stories’ of their war 
experiences.” 


® The following tables show how 


the states rank beerwise: 

% of National Beer Output (1) 
Wisconsin 15.3 
New York 13.6 
Pennsylvania 95 
Missouri 9.2 
New Jersey 76 
California 54 
Michigan 5.3 
Ohio 5.2 
Illinois 4.6 


Minnesota 3.1 


Consumption per Capita (gals) (2) 


Wisconsin over 6.5 
BRIIAIIIE .nccecsescsencesesese+s000s-c0cnscesenssennmmnensantinns 4.7 
Maryland 24. 
Nevada 244 
Rhode Island 24.1 
New Jersey .... 23.6 
Dist. of Col 23.5 
Pennsylvania 22.8 
New York 22.6 
Ohio 214 
Mlinois 21.2 
Delaware 21.2 
Connecticut 20.6 


(1) These ten produced 78.8% of all beer 


(2) On basis of 1950 Census 


—CALL ON US 
TO HELP YOU 


await your call. 


more for you. 


creat Lextile Industry 


2nd Largest in the Country 


We have helped scores of firms to 
find and gain new, profitable business 
from this giant industry. 


New, untapped sales opportunities 


Ask our representative near you— 
he has the facts or will gather 


° 
Chicago, 111, 69 W. Wash. St John Malloy > 
Greenville, S C-S. C. Mat. Bank Bidg J. R. Taylor > 
New York 7, 320 Broadway A. A. Underwood 5 
Boston 10, Mass , 286 Congress St Main Office © 

Pd 

— 


SOE EEE EEE HEHE ORE EEEEEEE 


Peter Flynn, | 
American | 


| York and New 
come up with a plan, as yet un-| 


SELL 


| York State Retail 
| They will 


j 
| 


BUSINESS FARMERS—J. H. S. Ellis (left), president of the Kudner Agency, New York, 

Presents an agency contribution to Paul Garrett, General Motors v.p. in charge of 

the public relations staff. Mr. Garrett has been collecting donations on behalf of 

the Future Farmers of America Foundation to help finance that organization's in- 

centive awards program. Fourteen checks totaling $16,350 were presented to the 
farm group at a GM sponsored dinner in New York. 


Pabst Brewing Will 
Hit 5,000,000 Bbls. 


| in ‘52, Fraser Says 


CHICAGO, May 6—-Pabst Brewing 
Co. will hit its biggest sales volume 
this year, and will move up on the 
“big two” in the industry, accord- 


ing to Forrest L. Fraser, Pabst 
V.p. 

At a sales conference here last 
week, Mr. Fraser (who also is 


executive v.p. of Pabst Sales Co.) 
said that the company’s sales this 
year probably would top 5,000,000 
barrels. This figure includes sales 
of Pabst’s Los Angeles subsidiary, 
which markets Eastside beer. 
Sales of Pabst and Eastside last 


year amounted to about 4,700,000, 


bbls., with the Pabst label alone 


: accounting for more than 4,000,000 


|but refused to reveal any details 


bbls., Mr. Fraser said 


® Schlitz, which has led the beer 
field for the past five years, had! 
sales of 5,700,000 bbls. in 51, ac-| 
cording to figures compiled by} 
American Brewer. Anheuser-Busch | 
reportedly sold 5,400,000 bbls. last | 
year, while P. Ballantine & Sons, | 
which released no figures, was be- | 
lieved to be in third place. 

Ballantine took third spot in 
1950 with 4,375,000 bbls. but 
Pabst claims it passed Ballantine 
last year and now ranks third in 
the industry. 

Pabst plans to launch a big tie- 
in campaign with several food 
manufacturers in the near future, 


} 


of the campaign at the present 
time. 

Warwick & Legler, New York, 
is Pabst’s agency. 


15,000 N. Y. Area Grocers Prepare Plan 


to Stop Inroads of Freezer-Food Groups 


New York, May 6—A group rep- 
resenting about 15,000 independent 
grocers in the metropolitan New 
Jersey area has 


named, to combat the inroads of 
home freezer plans. 
The plan is sponsored by the 


| Frozen Food Distributors of Great- 


er New York, the Greater New 
York Grocers Assn. and the New 
Grocers Assn. 
institute a movement 
whereby housewives may buy bulk 
frozen foods direct from the grocer 
at a discount. About 10% off the 
retail list will be given for a $25 
purchase. Distributors will pack 
home orders separately and de- 
liver them to the grocer. 

No advertising is scheduled as 
yet, but merchandising will take 
the form of banners on display 
with cooperating grocers and 
mimeographed forms in the stores 
on which orders may be placed. 

Numerous appliance companies 
are reportedly tying in with the 
plan and will feature it in their 
advertising. 


NEW FREEZER-FOOD PLAN 
BOWS IN PHILADELPHIA 

PHILADELPHIA, May 6—Freezer 
Sales Co., newest entry here in 
the freezer-food derby, will spend 
$60,000 for advertising during the 
next three months. 

The heavy promotion is an ef- 
fort to gain undisputed leadership 
in this market. 

Newspaper copy broke in all 
local dailies last week. The com- 
pany already has used radio and 
television spots, reporting “excel- 
lent results.” 


To support the ad drive, the 
company is building up a sales 
force of 100 men who will follow | 
up leads. 

N. W. Reed, general sales man- 
ager, told AA Freezer Sales has 
tentative plans to expand nation-/| 
ally if the local test proves suc-| 
cessful. The plan offers the Deep- 
freeze freezer 


Humphrey Heads Board 


Harry C. Piper, who has been 
a member of the board of directors 
for 25 years and chairman of the 
board of Munsingwear Inc., Min- 
neapolis, since May, 1947, asked 
not to be reelected, and Coy C. 
Humphrey, president of the com- 


| pany, has been elected chairman | 


of the board and chief executive) 
officer of the company. George D.| 
McConnel, Ist v.p,, has been elected | 
to succeed Mr. Humphrey. | 


Clyde to Walther-Boland 


William Clyde, formerly assist- 
ant advertising manager of Schlage 
Lock Co., San Francisco, has been 
appointed production manager and 
in charge of media for Walther- 
Boland Associates, San Francisco 
agency. John E. Clapham, formerly 
with the sales department of In-| 
dependent Lithograph, San Fran- 
cisco, has been appointed to suc- 
ceed Mr. Clyde at Schlage Lock Co. 


Churchill Joins Nielsen 


John K. Churchill, formerly 
head of media research, Benton 
& Bowles, has joined A. C. Nielsen 
Co. as a v.p. in charge of the new 
Nielsen Coverage Service. Prior to 
his association with B&B, Mr. 
Churchill was director of research 


|for Broadcast Measurement Bu- 


reau and Columbia Broadcasting 
System. 


|others, is organized in a question 
;and answer form covering agency 


‘ 
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Book Describes 
Business Methods 
for Small Companies 


New York, May 6—Twelve ex- 
perts in various phases of business 
management are the contributors 
to “Big Business Methods for the 


Small Business,” published by 
Harper & Brothers ($5). 
Edited by Robert S. Holzman 


and A. Kip Livingston, the book 
consists of 12 chapters on budget- 
ing, finances, banking, personnel 
administration, pensions, profit 
sharing, advertising, law, insur- 
ance, taxation, office management 
and profit control. Its purpose, 
states the preface, is “to make 
available to the small business man 
an array of information and guid- 
ance that ordinarily is available 
only to the largest corporations.” 


® The section on advertising was 
prepared by Dr. Steuart Henderson 
Britt, v.p. and director of research 
for Needham, Louis & Brorby, and 
formerly director of personnel and 
manager of research and merchan- 
dising for McCann-Erickson. Dr. 
Britt’s contribution, like the 


services, how much to spend, 
where and how to spend it, and 
how to evaluate the effectiveness 
of advertising. 

Other contributors include Ar- 
thur J. Morris, chairman of the 
Morris Plan Corp. of America; 
Norman W. Schur, president of 
the American Management Coun- 
cil, and Dr. Raymond Villers, in- 
dustrial consultant and specialist 
in problems of managerial control 
in industry. 


Two Join BBDO in Detroit 


Batten, Barton, Durstine & Os- , 
born has added two members to t 
its staff in Detroit. A. J. Wein- 
rich, who has been with BBDO 
for 11 years in Cleveland, has 
transferred to the Detroit office to d 
supervise De Soto dealers’ coop- 
erative advertising and to act as 
media representative in Detroit. 
Edward J. Chevalier Jr., formerly 
with Ruthrauff & Ryan in Detroit, 
has been appointed to assist Mr. 
Weinrich on De Soto. 


KGFO and KGO-TV Move 


In a consolidation move, the ex- 
ecutive and sales offices of KGO 
and KGO-TV have moved to 420 
Taylor St., San Francisco. 


‘V.P.D. SPEL-BINDER 


No pasting... 
slip inserts in! 


25 handsome styles shown in 
V.P.D. Catalog 5-12 sent free 
upon request on your letterhead 
Ail colors, all sizes up to 24x18 
From $1.75 up 


AT STATIONERS, ART STORE i 
manufactured by 

A JOSHUA MEIER CO., IN‘. 

@ 153 W. 23 St., New York, N. 
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Coming 
Conventions 


*Indicates first listing in this column. 

May 11-14. National Newspaper Promo- 
tion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago 

May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 25-38. National Business Publica- 
tions, spring meeting, Shawnee Inn, 
Shawnee-on-Delaware, Pa. 

May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco. 

May 28-30. National Assn. of Trans- 
portation Advertising, annual meeting, 
Blackstone Hotel, Chicago. 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York. 

June 9-10. National Assn. of. Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor Inn, Pocono Manor, Pa 

June 10-12. Lithographers National 
Assn., 47th annual convention, The Green- 
brier, White Sulphur Springs, W. Va 

June 16-18. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa 

June 22-26. Advertising Assn. of the | 
West, annual convention, O!vmpic Hotel, 
Seattle. 

June 23-25. Newspaper Advertsing Ex- 
ecutives Assn., summer meeting, Daytona 
Beach, Fila. 

*June 27-29. Northwest 
Assn., 
Lodge, Brainerd, Minn. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago. 

Sept. 11-13. Newspaper 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

*Sept. 28-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C 

Oct. 12-15. Pacific Councii, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

*Oct. 19-22. Western Classified Adver- 
tising Assn., Mission Inn, Riverside, Cal 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 


Daily Press 


Va. 

Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Gai-Tronics Promotes Royle 


A. R. Royle has been promoted 
from sales manager to general 
manager and elected to the board 
of directors of Gai-Tronics Corp., 
Reading, Pa., maker of specialized 
plant communications systems. 


Hughes Named Assistant S.M. 
Harry H. Hughes has been 


named assistant sales manager of) 


the home appliance division of 
Casco Products Corp., Bridgeport. 


annual summer meeting, Madden | 


Advertising | 


Cal. | 


CAMPAIGN PREVIEWED—Fred M. Jordan, director of advertising and sales promo- 
tion for Richfield Oil Corp., points to one of the newspaper ads to be used in its | 


new campaign (AA, May 5). Looking on 
Richfield Advertising (Marjorie Cruse), and 


approvingly at a sales meeting are Miss | 
Miss Richfield Sales Promotion (B. 8. Berto). 


‘Admen Will Try 
to Aid Educators 
Under New Plan 


Cuicaco, May 6—A group of 
top agency men and leading edu- 
cators in the field of advertising 
| got together here recently. 

The purpose of their meeting 
| was to explore ways in which 
agencies and practicing admen 
| could be of practical assistance to 
|educators in the teaching of ad- 


| 


vertising and its function in the} 


marketing process. 
Those 
were: 
AGENCY MEN—Melvin Brorby, 
v.p. of Needham, Louis & Brorby; 
Fairfax Cone, president of Foote, 


Cone & Belding; Fergus Mead, v.p.| 


of the Buchen Co.; George Reeves, 
v.p. of J. Walter Thompson Co., 
jand Earle Ludgin, president of 
| Earle Ludgin & Co., who arranged 
for the meeting. Henry Haupt, v.p. 
of BBDO, and John Willem, v.p. of 
Leo Burnett Co., were also invited, 
but were unable to attend. 


|}@ EDUCATORS—Charles D. For- 
rest, Indiana University; Ernest L. 
Boyd, Lloyd D. Herrold and Kurt 
R. Stoehr, Northwestern Univer- 
sity; Ellis Newsome, Iowa State 
University; George H. Brown and 
John E. Jeuck, University of Chi- 
cago; Vernon Fryburger, Leslie 
McClure and C. H. Sandage, Uni- 
versity oi Illinois, and S. Watson 
Dunn, University of Wisconsin. 
The group discussed at consider- 
able length the methods and pro- 
cedures of teaching advertising 
now followed by the various col- 
leges. The agency men agreed to 
consider setting up machinery to 
make assistance available to edu- 
cators in the following forms: 


s 1. Arrangements for educators to 
work in agencies as observers or 
participants (a) during summer 


. STANDING 
7 


ing 


fussing with gadgets. 


SEND 


... witha Désplaymacter 


A Ring Binder that STANDS, SITS or LIES FLAT 


At a flip of the fingers, it becomes a hard-hitting sales tool. 
aon Props up at a 30° angle when prospect is stand- 

when prospect is sitting. This better vision means 
better presentations. Sets up and takes down in a flash; no 


Sates Tools, Tuc. 


Also 100s of Other Items! 
FOR FREE FOLDER 


a w. co te Bivd 
12, ILLINOIS. 


attending the meeting | 


vacation, (b) during longer leaves | 


of absence, and (c) during a sab- | 
batical year. 

2. Arrangements for agency ex- 
ecutives to visit colleges as ob- 
servers of present procedures now 
in use, with a view to counsel- 
ing instructors on the basis of con- | 
tact and discussion with students. | 

3. Arrangements for educators to 
attend agency training meetings | 
now established, or for setting up| 
similar meetings for the exclusive 
benefit of educators. 

4. Arrangements for educators to 
receive bulletins and publications 
of the Four A’s and reprints of talks 
given at regional and national con- 
| ventions. 

5. Arrangements for educators to 
| attend national and regional Four 
A’s conventions. 


@ As a means of exploring the 
willingness of agencies in this area 
to participate in such a plan, 
George Reeves was assigned to dis- 
cuss it with the board of governors 
of the Central council! as a possible 
Four A’s project. After conclusion 
is reached on this point, a progress 
report will be made to the agency 
group and to the educator group, 
whose chairman is Mr. Sandage. 

If such a plan should prove 
workable and beneficial in a Chi- 
cago area test run, it could serve as 
a model for other parts of the 
country, the group agreed. 

Last September Mr. Ludgin de- 
livered a talk in which he detailed 
what happened to his son when 
he decided to seek a job in adver- 
tising (AA, Oct. 8). AA’s reprint- 
ing of the talk elicited an unusual 
amount of discussion, including a 
long letter from Mr. Sandage chal- 
lenging Mr. Ludgin’s remarks on 
advertising education (AA, Nov. 
12). The recent meeting was ar- 
ranged to see if some of the prob- 
lems raised by both parties couldn't 
be ironed out. 


David Returns from Korea 


Allan A. David, formerly head 
of the Chicago agency bearing his 
name, has returned to civilian life 
after 15 months of active duty as 
an Army public information of- 
ficer—11 of them in Korea. Mr. 
David, who sold his agency upon 
his recall te active duty, has tenta- 
tive plans for the establishment of 


a new agency in Chicago. 


| Sullivan Named PR Director 


Patrick J. Sullivan has been) 
—~ director of public relations| 
for the electric boat division, Gro-| 
| ton, Conn., the electric dynamic 
division, Bayonne, and the Wash- 
@, ington, D. C., office of General 
$| Dynamics Corp. He will make his 
$ | headquarters in the company’s of- 
fices in New York. 


Hl 
Names O. S. Tyson & Co. 


Fischer & Porter, Hatboro, Pa.,| 


maker of indicating and recording 

process-control instruments, has 

—.: O. S. Tyson & Co., New 
ork, to handle its advertising. 


Tells 101 Ways to Earn Bike 


Huffman Mfg. Co., Dayton, 
distributing a comics book, 


is 
“101) 
Ways You Can Earn a New Bicy- 


cle,” to children nationally. The! 
book was created by Byer & Bow- 
man, Columbus agency, and was 
drawn by Vic Herman. The book 


tells how to convert hobbies, er- 
| rands and spare moments into sane this year. 


| to be used to buy a bicycle. 
| Publisher Changes Name 


Coin Machine Journal Inc., Chi- 
cago publisher of Coin Machine 
Journal and Production Equip- 


;ment, has changed its corporate 


name to Wilson-Carr Inc. The rea- 
son for the change is to avoid con- 


|fusion which has been created 
|through the varied publishing in- 


terests of the corporation. 


Two Appoint Langeler Agency 

Roberts Rouge Co., Stratford, | 
|Conn., manufacturer of industrial 
finishing compounds, and Chesire 


| Industries, Hamden, Conn., fishing | 


tackle equipment producer, have 
named Langeler Advertising, New | 
Haven, to direct their advertising. | 


Merchants Matrix 
Occupies Own Building 

Merchants Matrix Cut Syndi- 
| cate, Chicago, has moved into its 
own building at 1626 S. Prairie 
Ave., after 40 years in the Rand- 
MeNally Bldg. 

The organization is celebrating 
its 50th anniversary in business 


| oe Pearson Joins OAl 

Joseph W. Pearson Jr., formerly 
director of outdoor advertising for 
Warwick & Legier, has joined 
Outdoor Advertising Inc., New 
York, as an account executive. 


BIG ‘cE! 


FREE i: 


CREATIVE 
le ART SERVICE 


Kt CLIPPER 
Multi-Ad Services, Inc. 


105 Walnut, Peoria, Hl 
REPRESENTATIVES WANTED 


aig ster the FARM MARKET ? 


Get COUNTY AGENT 


aN Ee > 


H. M. Nichols (right), County Agent at Panhandle, Texas, t 


“holds a meeting” 


Mr. Nichols’ influence is widespread. In fact, last year he— 


— 


Held 57 adult 


with Hereford Breeder J. P. Calliham. 


Made 957 farm and ranch visits ‘ 
Received 2,062 office callers 

Made 1,172 phone calls 

Wrote 165 newspaper articles 


Conducted 21 adult d 


ded by 4,262 farmers 


Cond d various 


attended by 11,934 farmers 


Drove 14,509 miles in extension work 


in crop, livestock and poultry pro- 


duction, soil and water conservation, rodent and insect control, 
animal health, and weed and brush control. 


Plenty of places where a nod for your product could mean 


sales! 


Mr. Nichols says: 


“As a County Agent, I like the way 


BETTER FARMING METHODS is set up each month. The 
editorials show considerable thinking. It is obvious that the 
editors go out of their way to get material direct from the 
County Agents. The advertisements contain much informa- 


tion which helps me in my contacts with farmers. 


BETTER 


FARMING METHODS is kept human and, therefore, very 


readable.” 


A regular schedule in their business. magazine will help 
you get on the right side of Mr. Nichols and the other 24,000 


key farm leaders. 


Business Magazine for Leaders whe 


TRAIN and ADVISE Farmers 


Getter FARMING METHODS 


WATT PUBLISHING CO., MOUNT MORRIS, ILL.. 
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1952 Carton Competition Winners 


The cartons shown on this page won first awards recently in the annual competition conducted by the 
Folding Paper Box Assn. of America. There were 2,776 entries this year. 102% over the 1951 total. 


GROUP WINNERS—Best artistic design, Blum’s of San Francisco's “family group,’ by Fleishhacker Paper by Bradley & Gilbert Co. Best potential new use, Gardner Board & Carton Co. picnic corriers for Coca-Cola 
Box Co. Technical superiority of multi-color printing, Hills Brothers Co.'s Dromedary mix, by Lord Baltimore Co. and Seven Up Inc. The 13 judges picked these carriers as the grand award winners of the 1952 com- 
Press. Technical superiority of construction, ingenuity, Medley Distilling Co. miniature whisky bottle carton petition, the seventh ducted by t 


dct” 


a END USE AWARDS—Personal accessories, Gillette Safety Razor Co.'s Tech razor package by Robertson Paper Alloro family group of macaroni and related products by Robert Gair Co. Bakery, Federal Sweets & 
Box Co. Soap, Detergents Inc.'s All detergent by U. S. Printing & Lithograph Co. Food, Quaker Maid Co.'s Biscuit Co. fig bars by Robert Gair. 


MORE END USE AWARDS~Tobacco, P. Lorillard Co.'s Old Gold Christmas package by Robert Gair. Hard- Harmony House towels by Container Corp. of America. Beverages, J. E. Seagram & Sons’ Seven Crown 
ware, Wesco Waterpaints Inc. by United Board & Carton. Textiles, Sears, Roebuck & Co. package of by Container Corp. 


a TOYS TO MISC.—Toys, North Anson Reel Co.'s Skowhegan duck pins by Container Corp. Paper products, Beacon camera packag by National Folding Box Co. (Not shown: Best display, U. S. Tobacco 
eZe Hang wallpaper for W. P. Fuller & Co. and Commercial Pe moo Mill Inc. by Container Corp. Co.'s Model tobacco » ane by | "Nation! Folding Box.) As in past years, the award-winning cartons will 
Cendy, Blum’s of San Francisco by Fleishhacker Paper Box Co. Miscell Whiteh Products Corp.'s be exhibited widely. 
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COVER BOYS—The Old Rose Distributing 
tillers Corp., got together a merchendising piece for its salesmen featuring a 
reprint of an Old Rose ad running in Life. To make sure the salesmen showed it 
to liquor dealers, each had his picture mounted on the cover, Life-style, as demon- 
strated above. Ed Deuss Advertising, Chicago, is the Old Rose agency. 


Co., Chicago distributor of Seagram-Dis- 


Los Angeles Bank 
Sponsors TV Show, 
Finds It Pays Off 


Los ANGELES, May 6—So many 
people have been turning into the 
Citizens National Trust & Savings 
Bank here that a rumor to the ef- 
fect that a withdrawal run had 
started went the rounds. 

Actually, Los Angeles citizens 
were going to the bank to pick up 
tickets for a television show it 
sponsors. The bank is in better 
shape than ever. 

Citizens National a short time 
ago decided to forego the scholar- 
ly commentators, classical music 
programs and other more or less 
dignified features generally con- 
sidered compatible with financial 
institution advertising. Instead, the 
bank is now sponsoring a pianist 
named Liberace on KLAC-TV with 
only two 40-second commercials 
during the half-hour show. One of 
these is institutional with the em- 
phasis on the friendliness of the 
bank; the other is devoted to some 
specific bank service or depart- 
ment. 


® Liberace offers a mixed program 
of popular numbers, show tunes 
and standard favorites, and only 
occasionally presents classical 
pieces. He was fairly well known 
on the night club circuit before 
the program started, and is now 
a “name” entertainer in the area. 

Because of the nature of its 


business, Citizens National finds 
it difficult to come up with def- 
inite figures but feels there’s 
plenty of tangible evidence that 
the program is producing business. 
The bank, in fact, thinks it can 
trace close to $500,000 in new busi- 
ness to the first Liberace program. 
Subsequently, managers of the 
bank’s 34 branches have reported 
enthusiastically on results from 
specific commercials. 


® Hundreds of new customers, say 
bank officials, have mentioned the 
TV program when they opened ac- 
counts, rented safe deposit boxes 
or made loan applications. 


The bank gave away about 600° 


tickets to fill a 400-seat house for 
its first program and found that 
more than 500 ticket holders 
showed up for the show. The tick- 
ets for the second program were 
gone 15 minutes after the bank 
and its branches opened the fol- 
lowing day. 

Hixson & Jorgensen, Los An- 
geles, is the agency. 


Wemple Joins KNBH 


James E. Wemple has been ap- 
pointed a sales executive for 
KNBH., Los Angeles. He has been 
a member of the sales department 
of KWKW, Pasadena, for the past 
four years. 


Trivers Appointed a V. P. 
Julian N. Trivers, publicity di- 
rector of Davison-Paxon Co., At- 
lanta department store, has been 
elected a v.p. of the company. 


RALEIGH, 


at ONE Low Cost! 


The News is the 
ONLY Morning-and-Sunday news- 


and Observer 


paper in this prosperous area that 
accounts for practically ONE THIRD 
of North Carolina's trade activity. 


114,446 Morning 
118,912 Sunday 


(ABC Audit 12 31 51) 


Sell this BIG MARKET 


North Carolina 


1951 


Market Totals— 
33 County Golden Belt 


Retail Sales _... .$909,124,000 
(32% of N. C. Total) 


Food Sales — 
(32% of N. . Total) 


G'n'l Mdse. Sis. 128,780,000 
(32% of N. C. Total) 


The-Kealhig ha 
News and 
Observer, 


_ MORNING & 


RALEIGH, N. C. 


Autom. Sis. . . 185,302,000 
(31% of N. C. Total) 

Drug Soles ..... 25,599,000 
(31% of N. C. Total) 

Farm Income .. wa reneee 
(59% of N.C. 

Eff. Buy. Inc. .. 1,305,439,000 
(33% of N. C. Total) 


(SM Survey, 5/10/52) 


Rep: The Branham Company 


| Julia Steven, president, 
| Candy Kitchens, Chicago. 


AFA to Debate 
the Future Role 
of Advertising 


New York, May 7—J. Walter 
Thompson Co.’s Arno Johnson and 
a panel of top management speak- 
ers will discuss the future of ad- 
vertising and marketing at the 
June 9 session of the Advertising 
Federation of America’s annual 
convention, scheduled here June 
8-11. 

In addition to Mr. Johnson, who 
will deliver the keynote speech in 
the morning session, panel mem- 
bers include Ben C. Duffy, presi- 
dent of Batten, Barton, Durstine 
& Osborn; Marion Harper Jr., 
president of McCann-Erickson; 
Elmer L. Ward, president of Good- 
all-Sanford, Sanford, Me., and 
Steven's 


The 48th annual AFA conven- 
tion officially gets under way on 
Sunday, June 8, with a brunch on 
the Starlight Roof of the Waldorf. 
Perle Mesta, minister to Luxem- 
bourg, will address the group prior 
to the presentation of an award to 
the Advertising Woman of the 
Year. 


® Sir Miles Thomas, chairman of 
the British Overseas Airways Corp. 
and president of the Advertising 
Assn. of Great Britain, will ad- 
dress the luncheon session on June 


The afternoon meeting will be 
devoted to “old and new problems 
and techniques,” with Everett 
Smith, director of research, Mac- 
fadden Publications, acting as di- 
rector of a skit titled: “What wage 
earners think about advertising.” 
Leonard W. Trester, director of 


| public policy for General Outdoor 


Advertising Co., and James D. 
Woolf, advertising consultant and 
ADVERTISING AGE columnist, Santa 
Fe, N. M., will speak at the session. 


® On Tuesday morning, June 10, 
the AFA members will take part 
in two simultaneous sessions, one 
on the subject, “Retail advertising 
checks up on itself,” and the other 
on, “Organized advertising—new 
challenges.” 

Dean James E. McCarthy of the 


University of Notre Dame will ad- © 


dress the Tuesday luncheon on 
integrity in advertising. The Junior 
Achievement award, the annual 
AFA business meeting, a dinner 
dance and announcement of the 
elections to the Advertising Hall 
of Fame round out the Tuesday 
program. 


8 Two simultaneous sessions also 


| will be held on Wednesday morn- 


ing, June 11. With Eugene S. 
Thomas, v.p. of George P. Holling- 
bery Co., presiding, a panel of 
speakers will discuss the future of 
television. 

Included are Walter Craig, v.p. 
of Benton & Bowles; Henry 
Schacte, director of advertising for 
the Borden Co.; Fred M. Thrower, 
v.p., Columbia Broadcasting Sys- 
tem; Charles E. Midgley Jr., man- 
ager of broadcast media, Ted Bates 
& Co.; George Shupert, v.p. of 
Peerless Television Productions; 
Raymond Guy, manager of radio 
and allocations engineering, Na- 
tional Broadcasting Co.; John E. 
Fetzer, Kalamazoo, Mich., chair- 
man of the Television Code Re- 
view Board, and J. Leonard 
Reinsch, managing director of 
James M. Cox Stations, Atlanta. 


|@ The other Wednesday morning 


panel will be devoted to a review 
of direct mail problems. John Yeck 
of Yeck & Yeck, Dayton, will act 
as moderator. Pane] members in- 
clude George W. Head, advertis- 
ing and sales promotion manager 


Conduisez votre ovto 
al ENSEIGNE TEXACO! 


KK, Pour une ise au pow Comphety 


= TERAMARC uo 
a 


(M<COLL-FRONTENAC | 


COMMENT?—McColl-Frontenac Oil Co., 


Montreal, Canadian distributor of Texaco | 


products, ran this ad inviting motorists 
to “rajeunissez’ 
grande saison” 
ing April. Erwin, Wasey & Co. 
agency. 


in Canadian dailies dur- 
is the 


of National Cash Register Co., 
Dayton, O.; Jules Paglin of Sam 
Bonart Inc., New Orleans; Law- 
rence Chait, director of list re- 
search of Time Inc., and Earle 
Buckley, president of the Buckley 
Organization, Philadelphia. 

The convention sessions will 
wind up Wednesday noon after a 
televised luncheon session, which 
will feature a panel of six editors 
headed by Erwin D. Canham of 
the Christian Science Monitor, 
Boston. 


Direct Selling Firms 


Meet June 1 to 4 


New York, May 6—The Nation- 
al Assn. of Direct Selling Com- 
panies will hold its 37th annual 
convention at the New Yorker Ho- 
tel here June 1-4. 

Dwight Havens, manager of the 
service department of the Chamber 
of Commerce of the U. S., will be 
the luncheon speaker Monday, 
June 2. He will talk on “A Chal- 
lenge to the Sales Profession.” 

Earl Lifshey, v.p. of Compre- 
hensive Fabrics Inc. and writer of 
a column for Retailing Daily, will 
speak June 4 on “Silence Is Gold- 


Other speakers during the four- 
day conference include Robert 
Gonger of Encyclopaedia Britan- 
nica Inc. and Harry Lemmons of 
Saladmaster Sales Inc. 


Burtt Named Adclub Head, 
Club Sponsors TV Award 


George Burtt, formerly ad man- 
ager of Western Stove Co., Culver 
City, Cal., has been appointed man- 
aging director of the Hollywood 
Advertising Club, He succeeds Dan 
Gann, who has resigned. 

Meanwhile, the club announced 
that it is sponsoring awards for a 
new classification, television com- 
mercials, in the annual Advertising 
Assn. of the West competitions 
Awards will be given for local, 
regional and national filmed an- 
nouncements of one minute or less 
and for live or kinescoped general 
announcements of any length. En- 
tries must be in by June 5. Details 
may be had by writing the club at 
830 N. La Brea, Hollywood. 


Dusenbury Clinics Set 


George Dusenbury’s one-day 
clinics on publications, under the 
sponsorship of the Associated Busi- 
ness Publications, will meet June 
3 in Chicago at the Drake Hotel 
and June 5 in New York at the 
Commodore Hotel. Registration fee 
is $15 per person. 


KTTV Names Carruth A. E. 


R. Hill Carruth, formerly special 
West Coast television representa- 
tive for Alexander Film Co., has 
been appointed an account execu- 
tive for KTTV, Los Angeles. 


votre voiture avant ia | 
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P&G Launches Ford Contest 

Procter & Gamble Co., Cincin- 
nati, is re-running its Ford-a-day 
contest, using Ladies’ Home Jour- 
nal, Life, Look, McCall's, Parade 
and This Week Magazine to an- 
nounce the contest. Radio and TV 
back up the printed announce- 
ments. Twenty Fords and more 
than $20,000 in cash will be given 
away between May 5 and June 2 
P&G products promoted are Dreft 
and Oxydol (Dancer-Fitzgerald- 
Sample) and Camay (Pedlar & 
Ryan). The latter agency is plac- 
ing contest copy. 


Esper Joins McCreery Inc. 

Dwain Esper, formerly with As- 
sociated Press and KLAC and 
KLAC-TV, Los Angeles, has joined 
the publicity and promotion de- 
partment of Walter McCreery Inc., 
Beverly Hills, Cal. 


Willard Leaves Reilly, Brown 

M. S. Willard, executive v.p 
of Reilly, Brown & Willard, Bos- 
ton, has retired from the agency. 
He will announce future plans 
later. 


7 he Col r 
TOURNAMENT 


> Artists’ Guild 
of Chicago, Inc 


Nordic Hills 
Country Club 
For reservations 
Phone 
WH 45355 


Courtesy on Inc. 
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Instalment Credit Still Increasing; 
$13.5 Billion Outstanding in 195] 


(Continued from Page 2) 
on consumer durable goods during 


1850 was financed by instalment 
credit 
® The amount of money instal- 


ment purchasing has put into the 
treasuries of manufacturers is in- 
dicated by some figures that date 
back to 1949. In that year, one of 
every two of the 37,000,000 families 
in the U. S. with electricity bought 
an electrical appliance with a list 
value of $150 or more. And 55% 
of those sales were made on the 
time payment plan 

The American Finance Confer- 
ence reports that, in years of nor- 


; the 


Because the automotive industry 
had to develop consumer credit 
before it could become a volume 
business, it took 12 years to reach 
the billion dollar wholesale vol- 
ume bracket 


s TV manufacturers, on the other 
hand, began moving their televi- 
sion sets by sales credit imme- 
diately because the pattern already 
had been set for them, Partly as a 
result, TV moved into the billion 
dollar wholesale volume bracket 
in four years 

Outfitting a living room with 
sofa, drapes, tables and lamps, and 
bedroom with beds, dressers 


mal production of consumer goods, | and rugs entails a normally pro- 
10% of the total consumer buying | hibitive outlay of cash unless the 


power goes into instalment con- 


tracts 


customer uses instalment credit, 


|which he does in the majority of 


cases. Fifty-six per cent of the 
furniture store sales were made on 
instalments in 1951, according to 
the Federal] Reserve Board. 
Supplying a family with cloth- 
ing also can be quite expensive. 
As a result, 18% of the clothing 
store sales were made on the in- 
stalment plan in 1951. For the 
women’s apparel shops, the figure 


was only 8%, however. 


8 Jewelers would be lost without 
| the credit sales plan. The man who 
wants to buy his wife a four-carat 
|diamond may be able to write a 
| check for its total cost but the man 
|who wants to buy his wife a $90 
| watch can't. Thus, in 46% of jew- 
elry store sales the instalment 
plan is the real salesman. 

Even the hardware store with 
its nuts and bolts and rakes has to 


count on the instalment plan for 

BUTANE-P ANE some of its sales—6% of them by 
Federal Reserve Board calcula- 

CMS tions 

Department stores, with the 

.... because we must sell — of all of prvi a 
|} taken into consideration, ende 

he iat plants te get vol- 11951 with 8% of their sales ac- 


ume business from the Lique- 
fied Petroleum Gas Industry. 
BUTANE-PROPANE News 
has 50% greater coverage 
of these operators who rep- 
resent 85% of the industry's 
purchasing power." 


| counted for by the instalment plan. 
| This is exclusive of other types of 
credit sales 


@ When it comes to culture and 
the “purchasable” social assets the 
figure jumps 

The National Assn. of Music 
Merchants estimates that 60% of 
all musical instruments are sold 
on instalments. 

Culture, in the form of a handy 
set of reference books, jumps the 
percentage up to 95% —at least in| 
the case of Encyclopaedia Britan- 
nica 

Art dealers, in an attempt to 
popularize ownership of paintings, 
have instituted the 
sales plan in the past few years 
Working on the theory that once a 
person buys a painting he tends to 
' become an inveterate art collector 
for the rest of his days, they began 
, selling paintings and sculpture on 
| the instalment plan after the war 
on a very small scale. A check of 
art dealers in Chicago shows that 
about 35% of their sales are now 
made on this basis. New York art 
dealers are even advertising the 
availability of instalments. 


.. and because BP-News has 


Better coverage of the fast-grow- 
ing L.P. gas industry which tr pled 
its sales in the past five years and 
now serves 8,000,000 consumers 


Largest circulation, highest sub 
scription and the highest 
renewa! percentage in the in 
dustry 

> The Pioneer Publication with 
more than 20 years editorial ex- 
perience 


rate 


Publishers of the only library of 
technical books — Headquarters 
for LP-Gas_ information since 
193}. 


v 


Seven Readership surveys prove 
BP-News first choice by a 2 to 1 
majority. 


First in display and classified ad 
vertising for 13 years 


® The salable social assets—as rep- 

Din 1951, 88 exclusive advertis resented by dancing lessons—de- 
ers used only BP-News Publica pend considerably on instalment 
hons to sell this market sales. Arthur Murray Studios sell 


three-quarters of their dance en- 
thusiasts’ courses on the credit 
plan. In the case of the real en- 
thusiasts, who sometimes go in for 
as much as $5,000 worth of lessons, 
the high figure is understandable. 
However, even the $50 course 
available—and often is sold—on 
instalments 

Sports fans also pay their money 
out month by month in some cases 
Evinrude Motors, one of the larg- 
est outboard motor manufacturers, 


BUTANE PRON! 


1S 


instalment | 


estimates that the purchasers of 
its motors pay for them in instal- 
ments in 35% of the cases. 

The fur industry doesn’t discuss 
sales methods for publication but 
a look at fur advertising boldly 
pointing out that one can buy a 
mink or a mouton on credit sug- 
gests the truth. A check of fur 
dealers in Chicago indicates that 
50% of fur sales are made on time 
payments. 


® The purchase of homes and in- 
surance on instalment-type pay- 
ments has been accepted since the 
days of the Babylonians and 
Phoenicians. However, the first 
normal, continuous use of instal- 
ment credit at the retail level was 
instituted by a New York furniture 
store in 1807, according to the 
American Finance Conference. 

Singer Sewing Machine Co. gave 
it the next real impetus. In 1856, 
the company was making sewing 
machines that sold for $125. This 
was at a time when the average 
family’s annual income was less 
than $500. Singer startled the 
world by selling its machines for 
$5 down and $3 a month 

Despite the work of the instal- 
ment system pioneers, it was not 
until the first auto dealers in 1910 
offered their cars on time pay- 
ments that the system really be- 
came a factor in the national econ- 
omy. In 1910, an auto cost about 
three full years’ income for a 
skilled worker. 


s Mass production techniques and 
sales gimmicks failed to make the 
car a really popular item until 
someone figured out a way to make 
it possible for the average person 


to buy. A few automobile dealers | 
the | brackets. 


tried the instalment idea in 
early years. When they found they 


couldn't afford to carry the paper | 
they looked | 
stalment plan than the general run 


for the full period, 
around for an answer. In a 
years the finance company 
entered the picture to lift the bur- 
den of the instalment paper from 
the dealer’s shoulders 
nance his wholesale purchases of 
cars. 


few 


Evidence of the success of the | 


idea lies in the figures on auto- 
mobile ownership. In 1910, there 
were 458,377 families 


saturation point had about been 
reached. From then on, they said, 


car sales primarily would be re-| 
placements. In ten years, passen- | 


ger car ownership figures zoomed 
to 8,131,522, almost an 1.800% in- 
crease. 


@ Automobile manufacturers and 


dealers managed to make their 


“luxury” product a virtual neces- | 


sity. Indicative of its standing as 
a necessity is the Bureau of Labor 
Statistics’ inclusion of automobile 
upkeep in its cost of living index 
along with food and shelter 

Among the mail order houses, 
Sears, Roebuck & Co., and Mont- 
gomery Ward started selling on in- 
stalments at about the same time, 
in 1911. Offering only farm imple- 
ments at first, they gradually ex- 
panded the list to include almost 
everything they sold 

By the late ‘30s, almost any com- 
bination of goods valued at $10 or 
more could be bought on “easy 
payments,” either by mail order 
or in the store (the minimum fig- 
ure today is $20). Sears now esti- 
mates that 25% of its business is 
done on credit. 


8 Department stores delayed their 
adoption of the instalment sales 
idea. Many didn’t start until the 
1930s but by the time R. H. Macy 
& Co. introduced instalment pur- 
chasing in 1939. department store 
credit selling was generally ac- 
cepted. 

Who buys on instalment credit? 

Young married couples are 
among the most frequent users, 
according to the American Finance 


|} ment 
/are 


had |} , 
| low-income groups, 


| tually, 
and to fi-| than the percentage of their pur- 


jouncing | 
| around in horseless carriages. The 
experts were predicting that the) 


GUARD...OR SALESMAN ? 


In the South Philadet 


x 
t 


Br tendly 


BENEFICIAL SAVING FUND | 


1200 CHESTNUT 


located branches. Phiodeiphn 


and comvenentiy 
a INSUBED BY FEDERAL DEPOSIT INSURANCE CORPORATION 


BANK COPY—Frank DiDio, a bank guard, 
is featured in this ad for Beneficial Sav- 
ing Fund, Philadelphia, in a newspaper 
series built around employes and pre 
pared for the bank by Richard A. Foley 
Advertising Agency. 


Conference, since they have to set 
up their home, buy a car and ac- 
quire, almost at once, all the other 
possessions they need to live com- 
fortably. 

From a percentage viewpoint, 
middle-income families are the 
main group of instalment buyers, 
accounting for 71% of all instal- 

purchases, but about 14% 
people in the upper-income 
brackets and another 14% plus 
are persons in the low-income 


@ Upper-income families also make 


higher-price purchases on the in- 


of buyers in either the middle or 
so that, ac- 
important 


they are more 


chases would indicate. 


INSTALMENT SELLING 
CONFERENCE PLANNED 


BLOOMINGTON, IND., May 6—A 
National Consumer Credit Confer- 
ence will be held at Indiana Uni- 
versity May 22 and 23, sponsored 
by a dozen credit and related 
groups. 

Sessions at the Memorial Union 
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Bldg. open with a luncheon May 
22 at which Dr. Herman B. Wells, 
president of the university, will 
discuss “Dynamics of Consumer 
Credit.” That afternoon Dr. R. 
Miller Upton of Washington Uni- 
versity, St. Louis, will preside at 
a session at which the following 
will speak: Robert A. Seidel, v-p., 
Radio Corp. of America; Clarence 
E. Wolfinger, credit manager, Lit 
Brothers; Paul L. Selby, executive 
v.p., National Consumer Finance 
Assn.; Dr. Emil Leffler, dean, Al- 
bion College, and Dr. Thomas W. 
Rogers, executive v.p., American 
Finance Conference. 


@ Sen. Mike Monroney (D., Okla.) 
will speak at a dinner meeting 
that day. 

On May 23, Dr. Albert Haring, 
Indiana University marketing pro- 
fessor, will preside at a morning 
session to be addressed by S. C. 
Patterson, general credit manager, 
Winkelman Brothers Apparel; Guy 
E. Noyes, director, division of se- 
lective credit regulation, Federal 
Reserve System; Dr. T. N. Beck- 
man, professor of business organi- 
zation, Ohio State University; Dr. 
Ernst Dauer, director of consumer 
credit studies, Household Finance 
Corp.; Myron Bone, v.p., American 
Industrial Bankers Assn., and Ar- 
thur Vivian, president, Automobile 
Dealers Assn. of Indiana. 

Later speakers that day include 
spokesmen for the American Bank- 
ers Assn., National Assn. of Credit 
Men, Southwestern Investment 
Co. and General Finance Corp. 


Rybutol Buys Heatter on MBS 


Vitamin Corp. of America, 
Newark, will sponsor a five-min- 
ute, daily news commentary by 
Gabriel Heatter for Rybutol over 
Mutual. Details for the sponsor- 
ship have not been worked out as 
yet. Duane Jones Co., New York, 
is listed as the agency. 


Elects Robinson Sales V. P. 


Sumner J. Robinson, genera! 
sales manager of Bigelow-San- 
ford Carpet Co., Thompsonville, 
Conn., since January, 1949, has 
been appointed v.p. of sales, suc- 
ceeding G. C. Denebrink, who has 
resigned. 


Approve Franklin Gothic 

The National Board on Printing 
Type Faces, New York, has ap- 
proved the design of Franklin 
Gothic Extended, submitted by 
American Type Founders Inc., 
Elizabeth. 


“In Tacoma 
Local Coverage 
Is A Must,” 


says J. W. Condon, Jr., 
Manager Frigidaire Dept., 
Sunset Electric Co., Seattle 


J. W. Condon, Jr., heads the Frigidaire department of 
Sunset Frigidaire Company, Seattle—one of the Pacific 
Northwest's largest distributers of household appliances 
and automotive accessories. 

“We consider Tacoma as a separate and distinct trading 


area within the district we cover for 
“Tacoma represents a very substantial part 


Mr. Condon. 


Frigidaire,” says 


of our total sales potential and our experience definitely 
proves that the market cannot be covered sufficiently by 
Seattle newspapers. Local coverage is the only answer.” 


News Tribune 


Over 82,000 Circulation, A.B.C 


And we say: “Think TWICE about 

TACOMA .. . a separate, distinct 

morket, effectively covered ONLY 

by the dominant News Tribune.” 
Ask Sawyer, Ferguson, Walker 
Company. 


and K TNT 


Transit Radio 
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This Week in Washington... 


FCC Fights Communications Bill 


By STANLEY COHEN 
Washington Editor 

WASHINGTON, May 8—The Fed- 
eral Communications Commission 
is making a frantic last ditch effort 
to tone down the so-called McFar- 
land bill, which comes before the 
House in the next few days. 

Sponsored by 
leader Ernest McFarland (D., 
Ariz.), the bill is the first major 
overhaul of the Communications 
Act since 1934. 

FCC objects to some of the new 
licensing procedures spelled out in 
the bill. It is particularly concerned 
with a section which prohibits the 
commissioners from consulting 
staff engineers, attorneys and 
economists before reaching deci- 
sions. 

Sponsors of the bill say these ad- 
ditional safeguards are intended to 
assure fair and impartial handling 
of applications by reducing the 
amount of influence which staff 
members exert over the commis- 
sioners. 

But FCC contends that these pro- 


Senate majority’ 


cedural changes are unnecessarily | 


cumbersome and deprive commis- 
sioners of the opportunity to obtain 
expert advice. Behind the scenes, 
FCC people are suggesting the new 
procedures will slow down the pro- 
cessing of TV applications. 

In 
land bill will sail through. 

Whatever the merits of the ar- 
gument, FCC has stacked the cards 
against itself. Over the years, it 
has acquired a reputation for sit- 
ting on cases. Mr. Average Con- 
gressman welcomes the opportuni- 
ty to demonstrate to FCC that it 
is not a law unto itself. Given a 
chance to vote for a bill sponsored 
by an expert like Senator McFar- 
land, he feels perfectly safe in ig- 
noring the commission’s advice. 

2 . . 

In the face of the congressional 
economy campaign, Federal Trade 
Commission’s statistical program 
has gone through the wringer. The 
commission has abandoned plans 
for an income study which would 
have provided breakdown of ad- 
vertising and public relations ex- 
penditures for a large number of 
industries. It has postponed indefi- 
nitely a new series of reports in 
the wholesale and retail fields. 


the showdown, the McFar- | 


Under the budget approved by 
the House, FTC will have about the 
same amount of money that it has 
this year to make ends meet—the 
commission has taken on enforce- 
ment of new laws in the insurance, 
fur labeling and merger fields— 
and Chairman James Mead is 
transferring funds from less urgent 
activities. 

This week, for example, Export 
Trade Chief Allen Phelps was pro- 
moted to assistant chief of the Bu- 


reau of Industry Cooperation and | 


oswatam 


chief of the division of trade prac-| 


tices conferences. 
the shuffle, Chairman Mead was 
able to eliminate a top job in the 
export division, and pick up a few 
thousand dollars. 

Chief Phelps, by the way, suc- 
ceeded P. B. Morehouse, who has 


become assistant general counsel in 


charge of compliance. 
° + 

Members of the House farm bloc 
lost no time this week rushing to 
defend their right to give away} 
copies of the Agriculture Depart- 
ment’s “Agricultural Year Book.” 

Contending that farmers should 
buy the book if they want it, city 
dweller Donald O’Toole (D., N. Y.) 
proposed to strike the $611,128 
item which finances free distribu- 
tion of this handsome periodical. 
He revealed that agricultural year 
books have become a medium of 
exchange in the house. “For 25 
agricultural year books you could 
get two tickets for the Army-Notre 
Dame game. For 35 agricultural 
year books, you could get one 
ticket for the Army-Navy game.” 

But Rep. Jamie Whitten (D., 
Miss.) turned the tables. “When | 


farm congressmen will take money | 


out of their pockets to buy tickets 
for these games to give to their 
friends from the city district in or- 
der to get more books and more | 
pamphlets to send to their districts | 
it is a perfect indication of the! 
merit there is in this program,” 
replied. 

The farm bloc produced the votes 
to beat this and other attacks on 
the huge $724,000,000 Agriculture 
Department appropriations. 

. e e 

The House interstate commerce 
committee’s impending study of 
radio and TV programming may 


ee ee CP 


. wae 


LAKE SHORE ELECTROTYPE DIV. 


1224 W. VAN BUREN ST. * CHICAGO 7, iLL. 


As a result of. 


he | 


NEW LINE—American Optical Co.'s sun- 
glass division will run this page od in 


‘Redbook’ Adds 3 to Statts 


Redbook has appointed three 
new members to its New York 
sales and promotion staffs. They 
are: Mel Roher, formerly field 
manager for Drug Topics; David 
O'Dwyer, formerly with Coronet 
and Seventeen, both to the sales 
staff, and Arthur Hettich, previ- 
ously an editor on Export Trade 
and Shipper, to the promotion de- 
partment. 


Clenaghen Adds 3 Accounts 


Jack Clenaghen Advertising, 
Portland, Ore., has been named to 


' direct advertising for Richard Bil- 


lings Motors, Portland Chrysler 
and Plymouth dealer; Miss Ameri- 
ca Shops in Oregon, and the cam- 
paign of Earl Newbry for secre- 
tary of state. The agency has 
moved to new and larger quarters 
in the Corbett Bldg. 
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Garlund Joins KPIX Sales 

Gary Garlund, formerly on the 
sales staff of KJBS, San Francisco, 
has joined the sales staff of KPIX, 
San Francisco CBS affiliate. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, W.Y.19 * CO 5-8088 


“Over o @ o Quarter Contury 
of Dependable Service” 


full color in Holiday, Sunset M 


ican will also use fractional b&w pages 
in the same magazines. Federal Ad- 


and The New Yorker to push its newly | 
developed Cosmetan-Calobar line. Amer- | 


vertising has had the account, which is | 


moving to D’Arcy Advertising Co. 


| provide a new sounding board for 
| educators and others who are criti- 
|cal of the kinds of material going 
|over the air. 

Since mild mannered Rep, Lind- 
| | tey Beckworth (D., Tex.), who was 
to conduct the investigation, has 
withdrawn in order to campaign 
for the Senate seat currently held 
by Sen. Tom Connally, the chair- 
manship of the probe committee is 
uncertain at the moment. 

Sponsor of the 
Rep. E. C. Gathings (D., Ark.), 
is not a member of interstate and | 
will not participate in the probe. 

In outlining his own ideas, Rep. 
Gathings agrees that industry peo- 


to demonstrate the steps that have 


| been taken to deal with program- | 


ming abuses. 
But he also feels that others—he 


investigation, | 


ple should have every opportunity | 


| 


mentions religious groups and the | 


| Pare nt-Teachers Assn.—should be, 
heard. 
a * . 

Consumer expenditure for foods 
was $380 per capita in 1951, ac- 
|cording to a new study by the Bu- 
reau of Agricultural Economics. 
While this was a record amount 
dollarwise, it represented a smaller 
proportion of disposable income 
than in 1947-49. 

The $380 per capita meant that 
consumers were spending 26% of 
disposable income for food (per- 
sonal income less income taxes). 
If they were content with the same 
kinds and quantities of food they 
used in 1935-39, consumers could 
jhave fed themselves in 1951 for 
lonly 19% of their disposable in- 
come. 

o e 7 

You can finally get the full text 
|of Federal Communications Com- 
| mission’s “unfreeze” decision from 
the government. It runs 200 three- 
}column pages of agate type and 
}is available for 30¢ from Superin- 
tendent of Documents, Govern- 
ment Printing Office, Washington 
25, D. C., under the title “Part 
II, Federal Register, May 2, 1952, 
| Volume 17, No. 87.” 


Rowe Named Ad Manager _ 

Robert Rowe has been named 
advertising and sales promotion 
manager of Radiomarine Corp. of 
America, New York, a service of 
Radio Corp. of America. He for- 
merly was radio promotion direc- 
tor of WCAU, Philadelphia, and 
with RCA Victor division, Cam- 
den, N.J., as advertising-sales 
promotion specialist. 


Edelman Named Art Head 

Art Edelman, recently assistant 
art director of Blackstone Co., has 
been named art director of Sey- 
mour Kameny Associates, New 
York. 


| Price Joins Wildrick & Miller 

Boyce Price, formerly with 
Time Inc., has joined the creative 
staff of Wildrick & Miller, New 
York. 


j 


si LVER PLATTER : 
DELIVERED BY “SPEEDY”, THE PIONEER 


sold on radio. And radio in this rich Toledo 
and Northwestern Ohio market means WSPD, 
the Pioneer. For 31 years WSPD has SOLD 
every conceivable product for national and 
local accounts while providing entertainment of 
highest quality to its listeners. The Three Million 
people in the WSPD coverage area make 
dialing to 1370 a habit—and they trust WSPD_ 
implicitly. Buy now where the people listen—_ 
“sell this rich market with the station that pio- 
- neered—phone KATZ or Tom Harker for infor 
mation and availabilities. Your answer to 
Hoang sole “SPEEDY” —on WSPD, Te 


Represented Nationally 
by KATZ 
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Conover Sees 
Big Future for 
Business Papers 


May 6 
of 


Harvey 
Conover- 


PHILADELPHIA 
Conover, president 

Mast Publications 
to members of the 

trial Advertisers 

strong the trend 
vertising is 
“In 1924 

f National 

Assn. was 
000 was invested in busine mag- 
advertising. In 1951, this 
had pyramided to $292,800,- 
Thi exceed $300,- 


is vear 
of more than 


clear 
Indus- 
how 
ad- 


made it 
Easterr 
yesterday 
of business 

ne 
Industria] 


started 


said, “the year 
Advertisers 
about $25,000,- 
azine 
sum 
000 
000,000, an 
1.100° 

The 


Zine 


it will 


increase 


business | 
ertising Mr. Con- 
more than four times 


investment in 


Tak 


mag 
over said, “is 


—— ~ = 


There's nothing quite like 
OAK-HYTEX 


BALLOONS 


(lien 


for Advertising 


and Sales Promotion 


You, too — 
can achieve profitable results 
with OAK-HYTEX TOY 
BALLOONS in your product 


promotion. 


. use these any- 


where to help sell 


most anything. 
Write or Phone for 
details Today. 


‘The OAK RUBBER Co 


Ravenna Onio 


| be disputed 


| pleasure of writing checks 


5 
s 


wd 


¢ aback 


FOR LIFE—Gibson Art Co., Cincinnati, is girding for a couple of importont days for 
greeting cord manufacturers with these four-color ads for Mother's Day cards, appeor- 
ing in the May 5 issue of Life, and Father's Day cards, to run in Lite for June 9. Original 


ort for the ads wos done by Lucia, 


Kling Studios, 


Chicago. Christiansen Adver- 


tising Agency, Chicago, handles the Gibson account 


greater than in farm papers, more 
than double the women’s maga- 
zines. It exceeds the general maga- 
zines and is breathing on the necks 
of the great weeklies 

‘Such facts these just can't 
Management does not 
pend more and more just for the 
It has 
scien- 


as 


earned the hard way that 


ific marketing pays.” 


s Speaking as a member of a pan- 
+1 on the future of industrial ad- 
vertising, Mr. Conover predicted 
ncreased use and effectiveness of 
narket research and employe and 
public relations techniques. The 
zate is wide open, he said, for the 
ndustrial advertising manager to 
show his management that he 
should enlarge his department and 
add these activities now 

The industrial ad manager of the 
future, he predicted be 
executive with the ability to man- 
age, direct and supervise many 
new activities. Competition will 
require him to work in closest 
liaison with sales management 

“Customer visits, field work with 
salesmen and visits with distribu- 
tors will be an essential activity,” 
said. “I am convinced that ten 
from now we will look back 
upon the job we are now doing 
strictly a Model-T effort. The 
revolution in industrial marketing 
is now in full swing. The rearma- 
ment boom can't last forever. When 
it subsides, changes that would 
have required years will be made 
in months.” 


must an 


he 
years 


as 


® Richard H. DeMott, president, 
SKF Industries, predicted that 
population growth and changes in 
the working population caused by 
increased life-span and technolog- 
ical developments will necessitate 
major marketing changes in the 
next decade 

Another factor that demands in- 
creasing attention, he suggested, is 
the fact that the U. S. is depend- 
on imports for many of its 
materials. He said American 
is dependent on foreign 
importations for about 150 metals 
and minerals. This means, he said, 
that we will have to do more than 
scrape the surface of export mar- 
kets. Also there will have to be 
more intensive search for substi- 
tute materials 


ent 
raw 
industry 


® George E. Whitwell, v.p. in 
charge of sales, Philadelphia Elec- 
tric Co., declared that greater life 
span is likely to produce a situa- 
with the next decade where 
will be 5% fewer people to 
produce goods 

We must produce 35% more na- 
tionally per worker in 1960, he 
said, to maintain our present rela- 
tive industrial and agricultural 
output. This means we will have 
to increase productivity by im- 
proved methods of production, 
more better machinery and 
more electric power 

Gibson McCabe 
ger of Newsweek 


tion 
there 


and 


general 
presided 


mana- 


Texarkana Store's 
Successful Ad 
Story Described 


New York, May 6—How 
gressive and dominant” newspa- 
per advertising—based on a budg- 
et of 5% of sales—established a 
new independent department store, 
Dillard’s of Texarkana in 
a brochure released by the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn 

The title: “How Newspaper Ad- 


‘ag- 


is told 


vertising Did the Impossible for 
the ‘Impossible’ Department 
Store.” 

The brochure tells how Dil- 
lard’s, despite competition from 
seven established department 
stores, gained the top share of 
local market potential in three 


years by out-promoting every oth- 


er store in Texarkana 


® Dillard’s advertising plan in- 
cluded these elements: (1) A 20- 
page section in local dailies an- 
nouncing the opening; (2) an ad 
budget of 5% of estimated sales; 
(3) allocation of at least 75% of 
the budget for daily newspaper 
space; (4) consistent use of large 


newspaper ads five days a week, 
and (5) steadily increasing use of 


newspaper space each succeeding 
year 
3y the end of 1951, the store's 


volume was nearly $2,000,000 

The brochure has been mailed to 
daily newspapers belonging to the 
BofA 


Hormel to Put ‘All Girl 
Review’ on Film for TV 

Beginning the latter part of May 
and early June, Kling Studios Inc., 
Chicago, will start putting, “The 
Hormel! All Girl Review” on film 
for George A. Hormel & Co., 
Austin, Minn., for Hormel meats 

Hormel has been airing the pro- 
gram on radio for a number of 
years now and plans to put it on 
television next fall. About 60 girls 

singers and musicians—will be 
featured on the program. Batten, 
Barton, Durstine & Osborn, Min- 
neapolis, is Hormel’s domestic 
agency 


Colgate Tests 6 Cities 

Colgate-Palmolive-Peet Co.'s test 
campaign for Palmolive soap with 
“nature’s chlorophyll” (AA, April 
21) is now running in six cities 
The drive broke several weeks ago 
with page ads in Chicago, Mil- 
waukee, Knoxville. Madison, Wis., 
Canton, O., and South Bend. It 
being followed up with large space 
insertions and radio spots in each 
city. TV is being used in Chicago 
and Milwaukee, the only cities of 
the group where television is avail- 
able. 


is 


Two Join Dallas Agency 

Larry Barker and Dick Kirk, 
both formerly advertising repre- 
sentatives for the Times Herald, 
Dallas, have joined the staff of J. 
Neal Ferguson & Associates, Dallas 
agency 


Applaud Yourself, 
Speakers Advised 
by E.]. Hegarty 


New York, May 6—Whenever 
Edward J. Hegarty, manager of 
sales training for Westinghouse 
Electric Corp., gets up to give a 
speech, he always smiles broadly 
at his audience and applauds him- 
self 

In his new book, “Showmanship 
in Public Speaking” (McGraw-Hill 
Book Co., $3.75), Mr. Hegarty says 
this technique never misses. Such 
a beginning, he adds, is of primary 
importance. Furthermore, it’s a 
good idea to point up the talk with 
anecdotes, funny stories or descrip- 
tions of family life and familiar 
experience, he has found. If pos- 
sible, the book suggests, stunts, 
skits, questions, a show of hands, 
etc., should be worked in to keep 
the audience in the act 


8 In addition to the trimmings for 
the speech, Mr. Hegarty’s book 
gives suggestions on organizing the 
subject to be covered and how to 
make the high points stand out. A 
section on how to use illustrative 
material such as charts, printed 
matter or other props, is also in- 
cluded 

For those who are so busy mak- 
ing speeches they haven't time to 
read Mr. Hegarty’s book, the au- 
thor has thoughtfully included a 
compact review of its contents at 
the end 


BUTLER WRITES BOOK 
ON ILLUSTRATION 

Menporta, ILt_., May 6—Kenneth 
B. Butler, president of the Way- 
side Press here, has compiled a 
handbook on publication layout 
technique called “Effective Illus- 


tration” ($3.50). It is described 
as the first in a series of similar 
booklets 


Published by the Butler Typo- 
Design Research Center. main- 
tained in association with the 
Wayside Press, the handbook is 
fully illustrated with sample lay- 
outs demonstrating Mr. Butler’s 
theories on making publication 
pages more attractive and read- 
able. Many of these were taken 
from student assignments in Mr. 
3utler’s class in magazine produc- 
tion at Northwestern University 

“Effective Illustration” empha- 
sizes the many ways in which ac- 
tual illustrations can be shaped, 
placed or prepared to give life to 
magazine pages. The author also 
stresses the importance of other 
page elements—headline design, 
color, text treatment, ete.—which 
will presumably be covered in the 
booklets to follow 


SOUBIRAN TELLS ART 
OF PHOTOENGRAVING 

New York, May 6—The second 
revised edition of “The Art and 
Technique of Photo Engraving” 
($2), by Julien J. Soubiran, has 
been published by the Horan En- 
graving Co. 

The 104-page book describes 
the steps involved in photoengrav- 
ing and includes information on 
various types of reproduction and 
duplicating methods. In addition 
to a glossary and index, the book 
also contains some do’s and don'ts 
with an eye toward greater econ- 
omy 


‘ALPHABETS AND 
ORNAMENTS’ SHOWN 
CLEVELAND, May 7—World Pub- 
lishing Co. here has published “Al- 
phabets and Ornaments” ($10), 
compiled by Ernst Lehner, Vien- 
nese illustrator and author of 
“Symbols, Signs and Signets.” 
The 256-page collection pub- 
lished by World covers ornamental 
designs over a 500-year period and 
includes some 750 illustrations. 
These are divided into eight sec- 
tions—title pages and frontispieces, 


Advertising Age. May 12, 1952 


ok fig be ts 
Wielands 


ee ee 


ands 
Flavor 


1© EVERY SOF OF WEL AEDS «108 TEARS OF QUALITY: 


BIRTHDAY BEER—On Moy 13, in honor 

of its 100th year in business, Wieland’s 

Brewing Co., San Francisco, will launch 

100 Year Beer on the West Coast with 

the biggest campaign it has ever staged. 

Elliott, Goetze & Boone is the brewer's 
ogency 


letters and alphabets, fleurons and 
borders, headpieces and vignettes, 
silhouettes and shadow figures, ap- 
plied ornaments and pattern books, 


script and scrolls, and heraldic 
ornaments and allegoric car- 
touches. Each section has a bib- 


liography on related subjects 

The ornaments are arranged in 
chronological order and each sec- 
tion is prefaced by a brief history 
of the subject 


"Men's Wear’ Sees 
No Boom in Sales 
of New Synthetics 


New York, May 6—All-syn- 
thetic and combination wool-syn- 
thetic men’s suits accounted for 
about 3% of total suit sales last 
fall, according to a Men’s Wear 
clothing survey completed by Fair- 
child Publications. 

Retailers, however, do not ex- 
pect the new synthetic fibers to in- 
crease in proportion to total sales 
during the coming season, Fair- 
child reports 

The study shows that clear-faced 
worsted and gabardine suits are 
expected to account for only 58% 
of the total suits sold in 1952. Sales 
of these two types of material de- 
clined 9% during the past season, 
compared to a year ago, and re- 
tailers predict an additional drop 
of 5% in sales of these materials 
this year. 


® Sales of woolen types—tweeds, 
flannels, shetlands, etc.—gained 
only slightly in the past year, but 
retailers say the increase will con- 
tinue in the 1952 season. In gen- 
eral, woolens and soft goods are 
gaining in favor and the sale of 
flannels and tweeds will amount 
to about 22% of all suit sales in the 
1952 fall season. 

Copies of the survey are avail- 
abie from Men’s Wear, 7 E. 12th 
St., New York 3. 


Durkee Starts Drive tor 
Oleo in L.A. with TV Show 


Durkee Famous Foods division 
of Glidden Co., Cleveland, has 
signed to sponsor the filmed series, 
“Dangerous Assignment,” starring 
Brian Donlevy, on KNBH, Los An- 
geles. The program has been spon- 
sored in San Francisco since Janu- 
ary of this year 

The sponsorship of the program 
in Los Angeles marks the begin- 
ning of a strong drive for margar- 
ine in that area. This was an- 
nounced to the trade at a special 
preview meeting by Newell Beatty, 
v.p. in charge of West Coast opera- 
tions. The drive will emphasize the 
new Durkee gold and royal blue 
package as the “New gold of mar- 
garine.” In addition to the com- 
pany’s national campaign, the 
Pacific Coast edition of The Ameri- 
can Weekly will carry four-color 
ads, once a month, May through 
September. Leo Burnett Co. is the 
agency. 


Lie | hes es wa % < ea ee Eee ss Ms 7 Si 5 Ses ania igri cr 2. ae : Lt 3 ao a) A OSE sngs cca perme ma = ia ole 
140 ee : 
; 
i 5 es 
a Bel ———y~ § , 
well A Saas A@yeet 
' 4 GIBSOn ‘a a 1s =e BO, 
—- |e am ¢ =a a: WA 
 §& ag > , == aga Sc 
Ee 4 = | g ¢ pecs ‘ Saw al 
| § a if ae ee 
7 —— =-- 
a 
: c\ % Vg pe 
a Me. Bo. ph ste 
. (pe : YS 7 
| 7) th ? a | 
Ba Ye, 1 
x 44 | phe ’ 4 
t dn vt c 
got et a F 
a pe 
™—™—.:CC‘«X } 
a 
q sit. Srl 
mi SS) te ll 
SS ( ro / 
wie EF, a v7 
A asp U 
ty. 
Ae: | 
wD es 
; yous ~ ' 
at HERE | C; J} 
, _— <——_Oaa writs Se tor tauoons > 
f = 
ti ” — 
ae : ao; ae ery ae seehsed: thy 3 eee eeermere ge ee SF ces th 


Advertising Age, May 12, 1952 


Auto Jobber Salesmen Know What 


They Want—and A 


PHILADELPHIA, May 7—Automo- 
tive jobber salesmen don’t seem 
to care a hoot about advertising. 

That seems indicated by first 
returns in a survey being conduct- 
ed by Geare-Marston. So far, the 
ad agency has received 693 ques- 
tionnaires from jobber salesmen. 
It expects more than 900 returns 
eventually from salesmen who 
work for 940 jobbing firms. 

Geare-Marston asked the sales- 
men why they most like to sell a 
product. Several reasons were giv- 
en in most questionnaires returned. 

The result: 


1,364 
1,341 


Good door-opener 

High dollar volume 

Have good knowledge 
of the product 


Long profit 420 
Used the product before 

selling it 257 
Effective missionary help 124 
Well advertised 93 


® Asked what three products they 
most like to sell, the answers men- 
tioned, 790 or more times, tires, 
batteries, oil filters, hose, fan belts, 


spark plugs, anti-freeze, wind- 
shield wipers, wax and _ polish. 
Other mentions: electrical and 


transmission parts, 237; chassis and 
brake parts, 219; chemicals and 
paints, 151; equipment and tools, 
122; motor oil and grease, 51; ex- 
tra accessories, 14. 
Geare-Marston’s market 
alyst, George E. O’Connor, points | 


ds Count Little 


of the salesmen have little to do 
| Siam their preferences, with this 
|exception: The more selling expe- 
rience the salesman has, the more 
he demands to know about the 
| merits of a product. Salesmen an- 
| swering this questionnaire have an 
javerage sales experience of 12 
| years, and they are 39 years old on 
the average. 

Mr. O'Connor said results to date 
show that the jobber salesmen are 
most concerned with getting the 
facts about the products they sell 
This applies particularly to sales 
meetings. The jobber men, he said. 
think that product knowledge is 
more important than sales aids. 
Sales meetings should cover the 
product thoroughly before getting 
into the matter of sales aids, “gim- 
micks” and helpful selling hints. 


® Asked about the sales meetings 
they have attended, 97% of the 
salesmen named one or more of 
their suppliers as having put on a 
first-rate sales meeting. Broken 
down by type of products their | 


454 makers of motor and transmis- 


Most sought by the salesmen at 


out that an analysis of jobbers’ | sales meeting, in order of prefer- 


financial statements nationally} 
shows 34% of their business comes | 
from repair garages, 24% from} 
auto dealers, 20% from filling sta- 
tions, 11% from fleets and 11% 
from all other sources, Salesmen in 
this study listed garages as their 
best customers. Second were auto 
dealers, filling stations were third 
and fleets were fourth. 

Mr. O’Connor pointed out that 
fully 45% of the salesmen named 
three entirely different types of 
automotive products for their fa- 
vorite choices. This definitely 
shows a low tendency to give full 
time to a favorite line, he said. 


@ The survey brings out that ages 


ence: description of product and 
its uses; comparison of the product 
with competitive lines, charts, 
models or films telling how to meet 
sales arguments; question-and-an- 
swer periods; price information; 
tricks of showing off products; tips 
on how to sell; explanation of the 


| market potential; outline of adver- 


tising; printed summaries, and tips 
on who and where to sell. 

Mr. O’Connor said the salesmen’s 
answers made it plain, also, that 
sales meetings are certain flops 
when the men who conduct the} 
meetings don’t know a lot about | 
their products. And, he said, they | 
want “the catalog jumble” taken 
care of. 


| 
| 
| 
| 


suppliers make, answers named 660 | 
tire, battery and fan belt makers; | 


sion parts; 229 chassis and brake | ; , é 
parts manufacturers; 148 makers of | While not sensational, the rise 
tools and similar equipment; 139 | Was national in scope. Only the 
chemicals and paint companies, | 

jand 131 makers of electrical and 
an-|ignition parts. 


WELCOME SPONSOR-Lester Amster (second from right), president of the Pearson 
Pharmacal Co., New York, new sponsor of “Lights Out’ (NBC-TV), gets a greet- 


ing from Edward R. Hitz 


(second from 


left), NBC-TV eastern sales manager. 


Looking on are: Stuart Smith (left), Horry B. Cohen Advertising Co., and Robert 
Button (right), network account executive. 


Department Store Sales... 


Buying Picks Up; Only N. Y.,K.C. Lag 


WASHINGTON, May 6—Depart- 
nent store sales have taken a turn 
“or the better. Latest Federal Re- 
serve Board figures show an in- 
crease of 4% for the week ended 
April 26. 

This is in comparison with the 
corresponding week last year. 


New York and Kansas City dis- 
tricts had losses—and these were 
small. 

The board also has released its 
March tabulation. Sales during this 
month were down 9% from 1951, 
yut 6% of this is considered due to 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Apr. 26, '52*.p305 
Week to Apr. 28, °51*..293 
Week to Apr. 19, °52*..278 
Week to Apr. 21, °51*..281 
Week to Apr. 12, '52*..320 
Week to Apr. 14, °51*..288 


*Not adjusted seasonally 
pPreliminary 


a ee 


Te 


the late Easter this year. Tulsa 
and Birmingham are the only cities 
on the list to show increases in 
March. 


2 Spring weather helped boost 
sales in the Chicago district. This 
was given as “the most favorable 
factor” in lifting volume 9% dur- 
ing the week ended April 26. It 
was only the third time this year 
that the district has shown an in- 
increase. 

The Federal Reserve Bank in St. 
Louis—the eighth district—notes 
a trend away from buying in big 
cities. Stores in the district suf- 
fered a 2% sales decline up to 
April 26. Those in the large cities 
—St. Louis, Little Rock, Memphis 
and Louisville—all had a smaller 
volume. However, department 


stores in the district’s smaller cities 
show a 3% increase for the same 
period. 


® A Department of Commerce re- 
port on chain store and mail order 
sales for March lists sales declines 
of about 19% in automotive parts 
and accessories, building materials, 
men’s wear and mail order sales. 
Lesser decreases—about 5% to 6% 
—were reported in furniture and 
house furnishings, shoe, variety 
and department and general mer- 
chandise stores. 


6 Eas 3th Hreet 
Murray HA GAIA 


photography in 
all its phases... 


™% Change from ‘51 
Week 


Sndusteial - Food 


Ended 
Mo. Apr. Apr. 
C4. GZ . { 19 26 
Hill..Life . Slustration Mar 
UNITED STATES “a 4 
assy District -m —*% . 
New Haven =) 19 
Boston 4 —3 5 
ecarbros - ektachromes - black and +2203 Lowell-Lawrence es ae 


Springfield -13 —l 7 
Providence —~12 3-7 
New York District —R eH 6h 
Newark —ll —~2 7 
Buffalo -9 1 1 
New York —13 r—7 -6 
Rochester —16 1 9 
Syracuse —8 r2 13 
Philadelphia District —t1 —5 0 
Philadelphia —~o —7 4 
Cleveland District —7i —5 0 
Akron —3 -2 4 
Cincinnati —3 —12 6 
Cleveland -9 6 —2 
Columbus -—2 —9 16 
Toledo —6 —8 3 
Erie 1 0 8 
Pittsburgh 9 —!l —3 
Richmond District — ri 9 
Washington 11 6 2 
Baltimore —7 —2 18 
Atlanta District — r 5 
Birmingham 2 ~9 6 
Jacksonville —8 11 7 
Miami 7 3 4 
Atlanta 22 —4 12 
Augusta 8 28 32 
New Orleans 1 —5 12 
Nashville 5 14 8 
Chicago District —I! 1) ” 
Chicago —11 0 7 
Indianapolis 12 3 4 
Detroit 9 5 2! 
Milwaukee -10 —3 12 
St. Louis District —* re 2 
Little Rock —6 ll 0 
Louisville 8 3 6 
St. Louis Area 6 1 2 
Memphis 1 -13 9 
Minneapolis District —* ro 5 
Minneapolis 8 Q 3 
St. Paul —8 r—17 12 
Duluth-Superior 6 0 -5 
Kansas City District —t! 1 —-I 
Denver —14 8 -7 
Wichita —15 8 6 
Kansas City —15 5 4 
St. Joseph 17 1 —22 
Oklahoma City —6 1 —11 
ulsa 4 17 4 
Dallas District —# rif 1 
allas -11 1 7 
E! Paso —5 1 7 
Fort Worth 9 2 4 
Houston —3 26 2 
San Antonio —3 63 23 
San Francisco District —* ro " 
Los Angeles Area -10 3 15 
Downtown Los 
Angeles ... 14 2 10 
Westside Los 
Angeles —9 6 12 
Oakland is —5 3 
San Diego 3 —2 3 
San Francisco —6 —2 7 
Portland 8 6 —2 
Salt Lake City 13 -# —2 
Seattle 9 4 2 
Spokane 6 7 0 
rRevised 


Horton-Noyes Appoints Three 

Horton-Noyes, Providence agen- 
cy, has appointed three new mem- 
bers: William E. Wakefield, as- 
sistant account executive, and A 
Russell Tomkinson and Richard 
Brugman, copywriters. Mr. Wake- 
field, before being recalled to mil- 
itary service in January, 1951, was 
sales promotion manager of Bird 
& Son, E. Walpole, Mass. Mr. Tom- 
kinson was previously sales mana- 
ger of Edward Blake Co., W. New- 
ton, Mass. Mr. Brugman has been 
doing copy-contact work with 
Providence and Boston agencies 
for the past seven years. 


Seideman Joins KBIG 

Joe Seideman, formerly radio- 
television director for Caples Co., 
Los Angeles, has joined KBIG, 
Catalina Island, as an account ex- 
ecutive. He had been with Caples, 
and its predecessor, Landsdale & 
Baldwin, since 1950. Before that 
he operated his own agency, Mar- 
man Co., in Chicago. 


Names Pilgrim Advertising 

C. E. Zuercher & Co., Chicago 
producer of Baronet cheese, has 
appointed Pilgrim Advertising, 
Chicago, to direct its advertising. 
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Does it seem as though olf 


the work in your office joms 


up at your desk? We have 
the solution—Pontiac’s six 
services enable you to see 


one man where you ordinarily 


deal with six! The man to see 


is a Pontiac trained represen- 
tative who can advise or help 
you in ail the steps so essential 


to successful production! We've 


had 40 years experience in e: 
relieving pressure in the Pipa F 


advertising profession. Why 


not take advantage of all 


that experience and write or f 
phone us? We'll be glad to ee zt 
call at your convenience. ; : 


six unified setvices 


© PHOTOGRAPHY ee 
© ELECTROTYPING fn 


@ TYPOGRAPHY 
@ COLOR PROCESS 


PONTIAC 
Cagraving & * 


812 WEST VAN BUREN SY. 


CHICAGO 7, ILLINOIS 
call HAymarket 1-1000 
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Rates 


column inch. Regular card discounts, 


THe ADVERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60 Cash with order 
lines. (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. 
preceding publication date. Display classified takes card rate of $12.00 per 


May 12, 1952 


Advertising Age, 


EXCEPTIONAL OPPORTUNITY 


wane &S <p for all-around agency man 


Deadline Wednesday noon 12 days —strong on copy 
Well established. rapidly-growing 


size and frequency, apply on display. . 
: = % Oy midwest agency needs man to re- 


place partner who is forced to leave 


HELP WANTED POSITIONS WANTED for family health reasons. Must be 
in TO THE AGENCY LOOKING FOR AN fully experienced (preferably in 
COPYWRITER -JR. EXEC. UNUSUAL COMBINATION OF TALENTS | Small or medium-sized agencies), 


FOR MAGAZINE CIRCULATION DEPT 


US. News & World Report needs a 
competent young man who has experience 
in direct-mail cop put who wants to and 
an, do more than write copy 8 hours a 
day. He will werk ip the circulation pro 
motion department where his creative 
talents will be put to full use. But he will 
have other responsibilities, as well. Taking 


of 


part in the planning and production 
mail campaigns, perhaps. Or working with 
agents and agencies, or test data and 
statistics. But his own interests will de 
termine where he fits, his own abilities 
how soon he takes charge. The job is in 
Washingtor pc If he doesn't know 
much about this company and its news 
magazine, he'll ask a friend who does and 


will find out it a good place to work, a 


growing publication with a big future be- 
fore it. He will apply by letter—not by 
phone, not in person—and will send sam 
ples of his copy work, to 


U.S. News & World Report 

Circulation Promotion Manager 

24th & N Streets, N.W 

Washington 7 Cc == = 
FOR ADVERTISING & PUBLISHING 
PERSONNEL CONTACT DG* - 


HO 


BUSINESS MEN'S CLEARING 
209 S. State St. - HARRISON 7-4577 
EST. 1902 CHIC AGO 4. JILL 


~NGRICULTURAL PUB HER 

NEEDS EXPERIENCED SALESMAN 

If you've had a few year's experience In 
selling magazine space and don't mind 
considerable travel this position will 
sppeal to you. Located in scenic northern 
Iliineis. This company is recognized as 
one of the progréssive agricultural busi- 
nesses of this country. Write, stating age, 
previous experience present employment 
and salary desired 

ADVERTISING AGE 
c hicago 11, 


Box 5069 
200 E 


il 


ihe OLS: St 
salesman a de siring large “Income 
livliest mat and printing 
midwest. Con 


to represent the 


plate manufacturer in the . 
tact Box 5078, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ll 
We have attractive positions for men 


Advertising and Publishing 
CARMEN TAYLOR 
Ce 6-318 ~ Chicago 
for free-lance 
Acet. Exe to join one-man agency 
One-man Agency desiring to lower over 
head. Write 
Box 5023, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ll 
~~~ JACK OF ALL TRADES 
AND MASTER OF ACCOUNT SALES 
For outdoor work in resort area of NW 
Wis. initiative and drive wili gross you 
$6,000 Ist vr. Est. orgn. Layout, 
and sales background helpful 
preferred (25-35). Car essential 
potential in sort travel field 
first ltr w ssinats Wis. Indian 
Wis 
FRED J. MASTERSON 
ADVERTISING — PUBLIS 
PERSONNEL 
Ali types of positions for men and women 
185 N Wi abash FR 2-0115 Chicago 
“TYPE EXPERTS” 
HERE'S YOUR OPPORTUNITY 
One of the country’s leading typographers 


and women in 
MYRTLE BARNARD - 
176 West Adams 
OPPORTUNITY 


indus 
or 


writing 
Single 

Terrific 
Apply 

Head, 


in 
Eau 


an opening in the service department 
their Chicago office. Layout and de 

n experience are helpful some know 
ledge of the “mechanics” of type essential 


Box 5077 SENS AGE 

200 E “hicago 11, lil 
SPACE SAI SMAN Seer for new 
business ‘ollege graduate Known in 
Chicago area 

Box 4345, ADVERTISING AGE 

200 E. Illinois St., Chicago 11 di 
ADVERTISING MAN who shines in the 
home products field ideas, sound mer- 
chandising contact, and that friendly sell- 
ing copy pitch. Progressive Ohio Agency 
has berth for such a genius - future, yes 
salary modest plus productive bonus - 
ideal working conditions - living advan- 
tages of small city. Send complete resume 
photo and salary comments this may be 
the green pasture of vour future 
Reply Box 5076, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, I) 


“ADVERTISING & PUBLISH 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S s _ Sti ite St F Chicago 
~ POSITIONS WANTED _ a 


“CASH IN ON & YRS. EXPERIENCE 


Copy, roughs and production for 3 Mfrs 
At 29 seek chance in A-l firm. $325 Mo 
Box 5059, ADVERTISING AGE 
200 E liinois St., Chicago 11, Ill 


NEW AGENCY! 


How would you like to get in on the 
formation of a brand new agency and 
give your talents full room to bloom? 
If you're a copy writer or an art di- 
rector with consumer durable goods 
experience you may have just this op- 
portunity. No investment required 
Write and give a good description of 
your experience—but do it now. We're 
ready to roll and we have the business 

Box 148, ADVERTISING AGE 

200 E. ILlinois St., Chicago 11, Ill 


Are you hoping to find a man who can well versed in all phases, but strong 
share a big load in your agency—an idea on copy and planning 

man whose fresh approach is coupled Le 1 
with good sense” I can offer you this, xcation— very desirable smal 
plus well-rounded ability Analytical city; excellent living conditions. de- 
thinking, merchandising sense (learned lightful surroundings; extensive edu- 
from the best), good copy, tactful contact cational facilities. including well- 
reve pogo = ie — as known university. Agency staff made 
obs are rush m happuy empiovec ‘ 7 

sont with present Pir om with 5-figure up of friendly, ambitious people 
income—but I want an agency future with all under forty with unusual 
the opportunity to become a part owner enthusiasm and ability. Potential 


growth practically unlimited 
Exceptional opportunity for right 
man to buy this partner's contract 
which guarantees good salary plus 
substantial percentage of gross bill- 


college graduate, 
or small 


Protestant 
Prefer medium-size 


39, married, 
presentable 
city location 
Box 5072, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
MY BOSS THINKS I'M GREAT BUT HE'S 


FIRING ME AS SPACE SALESMAN ing : without assuming any ~~ " 
His publication is growing, so he wants cial obligations of the business. I 
me to stay in New York, rather than you're the man, but short on cash 
travel, as representative for his consumer will consider part payment from 
magazine specializing in food and house- earnings. Move need not be imme- 
hold products. With cross-country jaunts diate; any time within six months 
eliminated, I shall have ample time to do Writ “ anid a i aaa 
thorough job for two additional publica- rite in confidence samples ot 
tions. Valuable national agency contacts necessary now) and send photo if 


possible. Box 146, Advertising Age. 


30x 5080, / /ERTISING xE, 
Pax Se Ser cree See 200 E. Illinois St. Chicago 11, Ill 


801 Second Ave., New York 1, N. Y. 
READY AND QUALIFIED TO ADVANCE 


Along the 


Media Path 


e Cosmetics & Toiletries, one of 
the Haire trade magazines, reports 
its May issue is really stimulating 
—no foolin’. Scented ink was used 
on every page of the issue to lend 
support to the lead article promot- 


ing summer sales of perfumes, 
colognes and other fragrance 
items. 


e WDRC, CBS station in Hartford, 
Conn., has begun publication of a 
weekly gossip-type newsletter. The 
column—‘“This Is Hartford’—goes 
to local business men and people 
in radio, advertising and newspa- 
per work. 


3 yrs advertising exp. with manufacturer 


of consumer goods, 5 yrs. college educa- 


iit markt. ites, Admin. duties, pianming,, SALES PROMOTION MANAGER 
budgeting, contact work, etc. Desire posi- | 


advertiser or agency 
AGE, 


tion with industrial 


Box 5071, ADVERTISING | and analysis. Capable of preparing 


200 E. Illinois St., Chicago 11, Ill 
Market Research Analyst, extremely ver-| sales promotional and advertising 
satile on psychological studies of con-| 
sumer opinion, trends, buying habits; has| programs with supporting catalog 
force to carry out interviewing; available . = = - cit a 
as consultant or for specific job mater ial. Have ability to assist In 
anh tas te Chee ~<€ the supervision and direction of 
MEDIA DIRECTOR—or Media Section| electrical product sales through 


Head. Comparable responsibilities, in Print 
and Outdoor, with Agency in 5 Million 
billing bracket—plus TV and Nat'l Publ'n 
sales representation. $12,000.00 

Box 5066, ADVERTISING AGE, 

801 Second Ave., New York 1, N. Y 
COPYWRITER 

Good industrial agency experience Seeks 
better chance to grow. Age, 32. Chicago 

Box 5075, ADVERTISING AGE, 


jobbers on a national scale. Must 
be college graduate 30 to 40 years 
old with productive employment 
record. Some traveling required. 
In reply fully: education, 
employment history and experi- 


state 


| Experienced in market research | 


~ PR-ADV-RADIO EXPERIENCE-PLUS | 


200 E. Illinois St., Chicago 11, Ill 
EXECUTIVE TYPE SALESMAN with| ence. Salary and incentive com- 
background of sales in advertising, dis- F P 
play, major-publisher circulation, house- | Mensurate with ability. 
hold appliances, automobiles and drug . 
line, desires to enter the magazine space Anderson Brass Works, Inc. 
or radio-TV field. Age 44, good appear- aloe ane 
ance, energetic. Best of references | JL. Howarth, General Sales Manager 
Box 5074, ADVERTISING AGE, } 
200 E. Illinois St., Chicago 11, Ill | 
| 


America’s Largest Line of 


College tng. Want pr, Adv. or combo post | = 
in Midwest or southwest. Married, 33. | Indoor-Type, Illuminated 
References, details on request ’ 
Box 5073, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, lll } POINT - of " SALE SIGNS 
~~ COMPETENT ADVERTISING MAN | 
| 


with experience in planning & executing 


campaigns for manufacturers & retailers- | NOW AVAILABLE to qualified repre- 
plus, wide publicity experience—seeks . : 
connection with Manufacturer, where} sentatives in these markets 


promotional background can pay off 


Wisconsin (excluding Milwaukee) 


Box 5067, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill Texas (excluding Houston) 
COPY WRITER: Versatile, practical, 
straight thinker. 8 yrs. exp. planning, Kansas City © Omaha 
writing ads, sales prom. mat'l for 4A agcy e 
Set oe ee San Francisco Los Angeles 

Box 5053, ADVERTISING AGE, Denver © New Orleans 

200 E. Illinois St., Chicago 11, Hl 

MISCELLANEOUS Only successful, qualified representa. 

To first 3 manufacturers answering this tives firmly established in the field 
ad, free 1000 names-addresses of theatrical will be considered, or those who now 
artists, investors, technicians, managers ntoct antity sign-b n count 
and allied interests, typed on white ee es ee ce 


on allied lines. 5-figure opportunity 
for men or selling organizations who 
con qualify. Write Box 147, 


ADVERTISING AGE 
ILLINOIS ST. CHICAGO 11, ILL 


gummed labels with the purchase of direct 
mail list of 10,000 showfolks at $20 per 
thousand, check etc. to Phyllis F. Katz 
Box 5081, ADVERTISING AGE, 
801 Second Ave., New York 1, N. Y 
OFFSET CUTOUTS. Promotional heading, 
illustrations, cartoons, symbols, borders, 


200 E. 


panels, holiday art, type fonts, decoration, 

for offset reproduction. Most complete WANTED 

service in U.S. Free descriptive booklet : VE COPY 4 

A. A. Archbold, Publisher, 1209 B S. Lake as woe eee for 


Can you WRITE strong 
consumer food products 


‘ sellir 
St.. Los Angeles 6, Calif 2 “CREATE. eve- 


CUSTOM ART SERVICE appealing point-of-sales material? Work 
Cartoon spots, trade characters, symbols, harmoniously with others? If you can 
etc. Also layouts, letterheads. Top notch answer YES to these three questions and 
art only. Reasonable rate. Samples on would like to join a medium size Chicago 
request. No obligation agency enjoying 53rd year, send complete 


5083, ADVERTISING AGE, resume’ of education, business experience 
801 Second Ave., New York 1, N. ¥ and personal qualifications to 
Box 151, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
Free Lancer in WANTED 
Public Relations—Advertising NATIONAL 
Sales Promotion—Market Surv 
shred SALES MANAGER 

(Specialist *Negro Market Data! TOP SALARY, applications strictly 


confidential. 


PALMER MFG. CORP. 


Mfrs. Heating & Cooling Equip 
mix, Ariz 


LORENZE SMYTHE NORTON 


Box 142 Advertising Age 
200 E. Iilinois St., Chicage 


me 
4 


_TRADEMARKS COME TO LIFE 


in O.K.C.’s sculptured displays with 
motion. Give your display the added 
impact of three dimensions plus mo- 
tion. Complete designing and engineer- 
ing service. Your inquiry is invited. 


CANTON, OHIO 


“01d King Cole Displays 


NEW HOME—This modern, 


in its April issue—biggest ever; 
Modern Photography, 21% _ in- 
crease in the first six months of 
1952; Progressive Farmer, 46,270 
more lines in the first four months 
of the year, lifting the rural south- 
ern magazine to second in total 
linage among all major monthlies. 


e The Chieftan, Pueblo, Colo., 
morning daily, recently celebrated 
its 80th anniversary. 


e Station KLZ, Denver, expects to 
have a new home soon after July 
1. The Mountain Motors Bldg. will 
shortly be released to house KLZ 


three-story building now houses the Sacramento Bee, 


one of California’s three McClatchy newspapers. The structure (at 21st and Q) also 


holds the executive offices of the McClatchy chain. 


A series of open houses will 


be held during the first two weeks of May. 


e@ The St. Paul Dispatch-Pioneer 
Press raised $40,000 for flood vic- 
tims, more than half of which 
came from sales of a souvenir 
booklet of flood pictures. The book 
had 68 pages of pictures taken by 
Dispatch-Pioneer Press photo- 
graphers. Selling for $1 per copy, 
it went into three printings. More 
than 20,000 have been sold. 


e The ultra-modern “Television 
Center” being built by WTVN, Col- 
umbus, O., will be ready for oc- 
cupancy about May 15. The build- 
ing (at Harmon and Griggs Ave- 
nues) will house four studios 


e The Houston Post has begun 
construction of a $400,000 radio- 
|TV center for its two stations, 
KPRC and KPRC-TV. Houston 
| will be added to the network tele- 
vision cable early in July 
| KPRC-TV is getting plenty of pro- 
|motion in the Post. On April 27, 
the paper—owned by former Gov. 
W. P. Hobby—devoted a 36-page 
section to the TV station. 


The Philadelphia Inquirer re- 

ports a peak classified ad issue 
for April 20—143,625 lines. 
e Marketing, Toronto, has come 
out with the 26th annual “Exhibit 
of Canadian Advertisements.” The 
magazine reprints more than 800 
items. 


e@ The Daily World, Wenatchee, 
Wash., recently published a 212- 
page Festival Progress edition with 
a record amount of advertising. 


e@ Magazines reporting 
are: 

Popular Mechanics, 30% more 
for the first five months of 1952; 
Successful Farming, 57,462 lines 


ad gains 


PUBLICITY WRITER 
— TECHNICAL 


This public relations and publicity 
agency, one of the oldest and largest 
in the nation, has an opening for a 


very good technical writer. We want | 
a man under 35, with at least three | 


| years intensive editorial department 
experience on a first class newspaper 
or magazine, plus a sound engineering 
or technical background. For an ap- 
| pointment, write us or phone CEntral 
| 6-8800 
Lawrence H. Selz Organization, Inc. 
221 North La Salle Street 

Chicago | 


and | 


and its anticipated TV affiliate of 
the future. 


e Newest promotion of Popular 
Homecraft is “Some People Sleep 
Through the Sermon,” an eight- 
page mailing piece showing the 
magazine's readership in the home 
workshop field. 


‘Portland Journal’ Names 
McLain Advertising Director 


Harry C. McLain has been ap- 
pointed advertising director of the 
Journal, Portland, Ore. He fills a 
vacancy which 
has existed for 14 
| months following 

the retirement of 
Harry R. Failing. 
Mr. McLain has 
served as com- 
mercial manager 
jof KPOJ, the 
Journal's radio 
|} outlet in Port- 
ben since Jan. 1, 

1951. Prior to 
| that he was for 
| many years in 
| the national and classified adver- 
tising departments of the Portland 
Oregonian, where he was classi- 
fied advertising manager before 
leaving. 


Horry C. Mclain 


| Court Decides Zift-Davis 

| Untairly Competed with Avon 
Supreme Court Justice Martin 

Frank has handed down a de- 

cision that Ziff-Davis Publishing 

Co. and Approved Comics Inc.’s 

magazine, Eerie Adventurers, com- 


peted unfairly with Avon Pub- 
lishing Co.'s Eerie. 
Judge Frank said the combin- 


ation of size, style, format, running 

heads and title of the Ziff-Davis 

publication was deceptive in that it ° 
didn’t distingush itself sufficiently 

from the Avon magazine. The case 

is being held tor further proof to 

determine the amount of damage 

Avon sustained. 

! 


| 
|'Ashaway Opens Campaign 
Ashaway Line & Twine Mfg. 
Co., Ashaway, R. I., maker of fish- 
jing equipment, is using double 
|pages in trade journals to an- 
nounce the “biggest campaign of its 
history.” Its consumer ad sched- 


ule includes Argosy, Field & 
| Stream, Holiday, Hunting and 
| Fishing, Outdoor Life, Sports 


Afield and True. Kelly, Nason Inc., 
New York, is the agency. 


Hester Joins ‘Journal’ 


Don Hester, formerly with the 
advertising department of the 


Tacoma Times, has joined the ad- 
vertising sales staff of the Journal, 
Portland, Ore. 
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Public Utilities 
Ad Group Makes 
174 Copy Awards 


MINNEAPOLIS, May 9—The Pub- 
lic Utilities Advertising Assn. to- 
day issued 174 awards in its 1952 
Better Copy contest. The awards 
were made at the association’s an- 
nual convention, held here today 
and yesterday. 

Winners were named in 22 dif- 
ferent classifications, covering 
virtually every phase of advertis- 
ing conducted by electric, gas and 
transportation companies. 

In most classifications awards 
are broken down into three groups 
Group A is for utilities with 400,- 
000 or more meters; Group B for 
those with more than 150,000 but 
less than 400,000, while Group C 
is for those with fewer than 150,000 
meters. First, second and third 
place awards were made in each 
group. 


® Here is the complete list of win- 
ners: 


CLASSIFICATION 1 (for all utility com- 
panies}—Complete programs. Group A— 
East Ohio Gas Co., Cleveland; Duquesne 
Light Co., Pittsburgh; Cincinnati Gas & 
Electric Co., Cincinnati. Group B—Pub- 
lic Service Co. of Oklahoma, Tulsa; Wis- 
consin Public Service Corp., Green Bay; 


Peoples Natural Gas Co., Pittsburgh 
Group C—Hawaiian Electric Co., Hono- 
lulu; Hartford Electric Light Co., Hart- 


ford; Central Arizona Light & Power Co., 
Phoenix 


CLASSIFICATION 2 ifor all utility 
companies!—Series of three to five news- 


paper advertisements on a public rela- 
tions subject. Group A—Cincinnati Gas 
& Electric Co., Cincinnati; Philadelphia 


Electric Co., Philadelphia; Southern Cali- 
fornia Gas Co., Los Angeles. Group B— 
Wisconsin Public Service Corp., Green 


Bay; Oklahoma Natural Gas Co., Tulsa; 
Puget Sound Power & Light Co., Seattle 
GROUP C—Hawaiian Electric Co., Hono- 


lulu; Citizens Gas & Coke Utility, Indian- 
apolis; Iowa Electric Light & Power Co., 
Des Moines 


CLASSIFICATION 3 (for all utility 
companies)—Single newspaper advertise- 
ment on any subject. Group A—East Ohio 
Gas Co., Cleveland; Consolidated Edison 
Company of New York; Northern States 
Power Co., Minneapolis. Group B—Pub- 
lic Service Co. of Oklahoma, Tulsa; At- 
lanta Gas Light Co., Atlanta; Dayton Pow- 
er & Light Co., Dayton. Group C—Cen- 
tral Hudson Gas & Electric Corp., Pough- 
keepsie; Southwestern Public Service Co., 
Amarillo; Hawaiian Electric Co.. Hono- 
lulu 


CLASSIFICATION 4 
panies!—Single newspaper 


‘for electric com- 
advertisement 


promoting the use of electricity. Group 
A—Cleveland Electric Illuminating Co., 
Cleveland; Public Service Co. of Northern 
Illinois, Chicago; Public Service Electric 
& Gas Co., Newark. Group B—Dallas 
Power & Light Co., Dallas; Central Pow- 
er & Light Co., Corpus Christi; British 
Columbia Electric Co., Vancouver. Group 
C—West Texas Utilities Co., Abilene; Ha- 
waiian Electric Co., Honolulu; (Tie) 
Central Illinois Electric & Gas Co., Rock- 
ford, and Eastern Shore Public Service 
Co., Salisbury, Md 


| CLASSIFICATION 5 ‘for electric com- 
| panies)—Single newspaper advertisement 

selling electric merchandise. Group A— 

Boston Edison Co.; New York State Elec- 

tric & Gas Corp., Binghamton; Phila- 
| delphia Electric Co. Greup B—Narragan- 
| sett Electric Co., Providence; Kansas City 
| Power and Light Co., Kansas City, Mo.; 
Columbus & Southern Ohio Electric Co 
Group C—West Texas Utilities Co., Abi- 
|} lene; Potomac Edison Co., Hagerstown, 
| Md.; St. Joseph Power & Light Co., St 
} Joseph, Mo 


| CLASSIFICATION 6 ‘for gas companies) 


| —Single newspaper advertisement pro- 
moting the use of gas. Group A—Peoples 
Gas Light & Coke Co., Chicago; Phila- 
| delphia Electric Co.; Brooklyn Union Gas 
Co. Group B—Laclede Gas Co., St. Louis; 
Wisconsin Public Service Corp., Green 
| Bay; Mississippi Power & Light Co., Jack- 


son. Group C—Coast Counties Gas & Elec- 
trie Co., San Francisco; Central Hudson 
Gas & Electric Corp., Poughkeepsie; 
Arkansas Western Gas Co., Fayetteville 


CLASSIFICATION 7 (‘for gas com- 
panies)—Single newspaper advertisement 


Pittsburgh; Southern Cali- 
Los Angeles; Brooklyn 
Group B—Dayton Power 


| ural Gas Cos., 
fornia Gas Co., 
Union Gas Co 
and Light Co.; 


Consumers Gas Co. of Toronto. Group C 


—Arkansas-Louisiana Gas Co., Little 
Rock; Portland Gas & Coke Co., Port- 
land, Ore.; Indiana Gas & Water Co., 
Indianapolis 


CLASSIFICATION 8 ‘for transportation 
companies)—Single newspaper advertise- 
ment on any subject. All compete as one 


| group—Houston Transit Co.; Wisconsin 
| Public Service Corp., Green Bay; Mil- 
| waukee Electric Railway & Transporta- 
| tion Co 

CLASSIFICATION 9 (‘for all utility 
| companies)—Employe magazines. Group 


| A—Detroit Edison Co.; Peoples Gas Light 
| & Coke Co., Chicago; Philadelphia Elec- 
| tric Co. Greup B—Metropolitan Edison 
Co., Reading, Pa.; Dayton Power & Light 
Co.; United Illuminating Co., New Haven. 
Group C—Hartford Electric Light Co.; 
Union Gas Co.; Chatham, Ont.; Wash- 
ington Water Power Co., Spokane 


CLASSIFICATION 10 (‘for ali utility 
companies!—Employe newspapers. Group 
A—Consumers Power Co., Jackson, Mich.; 
Georgia Power Co., Atlanta; Southern 
California Gas Co., Los Angeles. Group 
B—Texas Electric Service Co., Fort Worth; 
West Penn Power Co., Pittsburgh; Ohio 
Power Co., Canton. Group C—Central 
Hudson Gas & Electric Corp., Pough- 
keepsie; Central Arizona Light & Power 
Co., Phoenix; Potomac Edison Ce., Hag- 
erstown, Md 


CLASSIFICATION 11 ‘for all utility 
companies)—Any series of bill enclo- 
sures, postcard billing cards, direct mail 


there’s noth 


No other publication in Canada 
has this combination of impor- 
tant selling features —consistent 
coverage of a// English-speaking 
Canada—choice of different sec- 
tions at different rates —high 
family readership—proven dealer 
support. 


the STAR WEEKLY 


Published at 80 King Street West, Toronto, Canada 


US. 


Representotives: Ward-Griffith Co. Inc. 


| selling gas merchandise. Group A—Nat- | 


Milwaukee Gas Light Co.; | 


pieces other material constituting a 
series and sent to residential, farm, com- 
mercial or industrial customers. Greup A 
—Georgia Power Co., Atlanta; Brooklyn 
Union Gas Co.; Boston Edison Co. Group 
B—New Orleans Public Service Co.; Texas 
Electric Service Co., Fort Worth; Connect- 
icut Light & Power Co., Waterbury 
Group C—Public Service Co. of Colo- 
rado, Denver; Potomac Edison Co., 
Hagerstown, Md.; Central Hudson Gas 
& Electric Corp., Poughkeepsie 


or 


CLASSIFICATION 12 (‘for all utility 
companiesi—Any single booklet, pam- 
phiet, or other types of single piece dis- 


tributed to residential, farm, commercial 
or industrial customers. Group A—De- 
troit Edison Co.; Public Service Co. of 
Northern Illinois, Chicago; Pennsylvania 
Power & Light Co., Allentown. Group 
B—British Columbia Electric Co, Van- 
couver; Kansas Power & Light Co., To- 
peka; Florida Power & Light Co., Miami 
Group C—Portland Gas & Coke Co., Port- 


Central Hudson Gas & Elec- 
Poughkeepsie; Elizabethtown 
Elizabeth, N. J | 


land, Ore.; 
tric Corp.. 
Consolidated Gas Co., 


CLASSIFICATION 13 (‘for all utility 
companies}—Printed material used in| 
dealer promotion on any subject. Group | 


A—Philadelphia Electric Co.; East Ohio 
Gas Co., Cleveland; Brooklyn Union Gas | 
Co. Group B—New Orleans Public Serv- 
ice Co.; Utah Power & Light Co. Salt 
Lake City; Florida Power Corp., St 
Petersburg. Group C—Southwestern Pub- 
| lie Service Co., Amarillo; Central Hudson | 
Gas & Electric Corp., Poughkeepsie; 
| Portland Gas & Coke Co., Portland, Ore 
| } 
| CLASSIFICATION 14 ‘for all utility | 
| companies)—Special booklets, pamphiets | 
and literature other than house organs 
sent to employes. Group A—Detroit Edi- | 
son Co.; Consolidated Edison Co. of New | 
York; Pennsylvania Power & Light Co., 
| Allentown. Group B—Kansas City Power 
| & Light Co., Kansas City, Mo.; Utah} 
Power & Light Co., Salt Lake City; New | 
Orleans Public Service Co. Group C— 
Washington Water Power Co., Spokane: | 
| 


Hartford Electric Light Co.; Central Ari- 
| zona Power & Light Co., Phoenix 
| 


| CLASSIFICATION 15 (for all utility 
companies}—Window display. Group A— | 
Union Electric Co. of Missouri, St. Louis; 
Consumers Power Co., Jackson, Mich.; 
Philadelphia Electric Co. Group B—Lac- 
lede Gas Co., St. Louis; Kansas Power 
& Light Co., Topeka; Houston Natural 
Gas Corp. Group C—Empire District Elec- 
tric Co., Joplin, Mo.; Potomac Edison Co., 


| Basersionn. Md.; Delaware Power & 
| Light Co., Wilmington 
| CLASSIFICATION 16 ‘for all utility 


| companies)—lInterior displays. Group A— 
| Cincinnati Gas & Electric Co.; New York 
| State Electric & Gas Corp., Bingham- 

ton; Commonwealth Edison Co., Chicago. 
| Group B—New Orleans Public Service Co.; 
| Milwaukee Gas Light Co.; Metropolitan 
| Edison Co., Reading, Pa. Group C—Wis- 
| consin Electric Power Co. ‘extension sys- 


| tem), Racine; Hartford Gas Co.; Kings 
County Lighting Co., Brooklyn 

| 

| CLASSIFICATION 17 (for all utility 


companies)—Car and bus cards and truck 
posters. Group A—Southern California 
| Gas Co., Los Angeles; Pacific Gas & 
| Electric Co., San Francisco; Consolidated 


| Gas, Electric Light & Power Co., Balti- 
more. Group B—Laclede Gas Co, St 
Louis; Milwaukee Gas Light Co.; New | 
| Orleans Public Service Co. Group C—| 
Portland Gas & Coke Co., Portland, Ore.; 
| Hartford Electric Light Co Winnipeg | 
| Electric Co 

CLASSIFICATION 18 ‘for all utility | 


| companies)—Outdoor advertising. Group 
| A—Public Service Co. of Northern Illinois, 
Chicago; Pacific Gas & Electric Co., San 
Francisco; Consolidated Gas, Electric | 
| Light & Power Co., Baltimore. Group B> 

—Kansas City Power & Light Co., Kansas | 


| City, Mo.; Peoples Natural Gas Co., 
| Pittsburgh; Dayton Power & Light Co 
| Group C—Hartford Gas Co.; Hartford 
Electric Light Co.; Winnipeg Elec- 
| tric Co 

CLASSIFICATION 19 ‘for all utility 
companies!—Annual report to stockhold- 
ers. Group A—Pennsylvania Power & 
Light Co., Allentown: Union Electric Co 


of Missouri, St. Louis; Puget Sound Pow- 
er & Light Co., Seattle. Group B—Florida 
Power & Light Co., Miami; Dayton Pow- 
er & Light Co.; San Diego Gas & Electric 
Co. Group C—lowa Power & Light Co., 
Des Moines; Southwestern Public Serv- 
ice Co., Amarillo; Iowa Electric Light & 
Power Co., Cedar Rapids 


CLASSIFICATION 20 (for 
companies)—Radio advertising. All com- 
pete as one group. Union Electric Co. of 
Missouri, St. Louis; Duquesne Light Co., 
Pittsburgh; Ohio Fuel Gas Co., Columbus 


all utility 


CLASSIFICATION 21 ‘for al) utility 
companies}—Motion pictures. All com- 
pete as one group. Pennsylvania Water 
& Power Co., Baltimore; Southwestern 
Gas & Electric Co., Shreveport, Louisiana; 
(Tie) - Consumers Power Co., Jackson, 
| Mich., and Pacific Gas & Electric Co., 
San Francisco 


CLASSIFICATION 22 (for all utility 
companies!—Television. All comp:te as 
one group. Milwaukee Gas Light Co.; 


Consolidated Edison Co. of New York; 
Cincinnati Gas & Electric Co 


AMM+DENT(S3) 


MIATED TOOTH PASTE WITH 


CHLOROPHYLL@® 


NON-STAIN—For retail outlets, this car- 

ton contains 12 green and white tubes of 

Amm-i-dent ammoniated chlorophyll tooth- 

paste, “guaranteed not to stain.’ Ce:il & 

Presbray, New York, is agency for the 
Block Drug item. 


Sattler’s ‘Shares’ 
Ad Dollar; Gets It 
Back with Interest 


BuFFALO, May 7—Sattler’s de- 
partment store has found that a) 
strong combination of institutional | 
and promotional advertising pays | 
off in both good will and dollars | 


jand cents. The store has followed 


a policy of “sharing” its promo- 
tional dollar with American busi- 
ness and institutions over a period. 

The results of Sattler’s policy 
were revealed at the 50th anniver- 
sary convention of the Internation- 


lal Affiliation of Sales & Advertis- 


ing Clubs. Robert S. Cornelius, v.p. 
in charge of advertising and sales 
promotion at Sattler’s, was the 
speaker. 


® “We have tested and proven the 


old theory that you’ve got to give 
to get,” Mr. Cornelius told the 
three-day convention. He described 
the store’s policy of building store- 
wide promotions around institu- 
tional themes that are part of the 
basic concept of the American 
Way. 


He cited recent promotions de- 


voted to the nation’s railroads, air- | 


lines, communication systems and 
other public services. 

“We are convinced that every- 
thing we do to win acceptance for 
the American Way will in the long 
run help us sell more merchandise. 
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stores to spend their promotional 
dollars. Management must take the 
long view of the picture to be sold 
on the idea.” 

In selling the shopping public on 
basic American institutions and 
services, the store at the same time 
is selling itself as an institution, 
Mr. Cornelius said 


® Importance of point of purchase 
display was emphasized by Lewis 
B. Dautch, sales manager of Hodge 
Displays Inc. of Buftalo. He listed 
the three basic ingredients for pro- 
ducing a successful point of pur- 
chase display as (1) a survey of 
the market; (2) a survey of the 
dealers who will use the display, 
and (3) an analysis of the prod- 


uct to determine its outstanding 
features and the best method of 
display. 


The convention drew about 150 
delegates from Buffalo, Jamestown 
and Syracuse, N. Y., Erie, Pa., and 
Windsor, Kitchener and Toronto, 
Ont. The affiliation includes sales 
and advertising clubs of the U. S 
and Canada in the Great Lakes 
area 


Jax Brewing Names Two 


Jax Brewing Co., Jacksonville 
brewer of Jax beer and PENNin- 
sula ale, has appointed Bacon, 
Hartman & Vollbrecht, St. Augus- 
tine, and Willard R. Hollingsworth 
Agency, Jacksonville, to direct its 
advertising. The account has been 
handled by Newman, Lynde & As- 
sociates, Jacksonville, for the past 
19 years. : 


Push Chlorophyll in Kolynos 
Whitehall Pharmacal Co., New 
York, has achieved distribution om 
Kolynos with chlorophyll throughs 
out the northeastern S. an 
Midwest. Newspaper ads are of 
fering two giant-size 69¢ tubes for 
the price of one. 


ae ay 


Moogk to Buchanan-Thomas 

Robert Moogk, formerly a copy= 
writer and account executive for 
Kenneth B. Butler & Associates, 
Mendota, Ill., has joined the cre< 
ative staff of Buchanan-Thomas, 
Omaha agency. 


FREE Increase reader- 
ship of your ads 
with LIFE-like EYE* 


Nothing 
where. 100 new subjects) 
monthly. Mat or Gloss: 
Print plan. Single Erints, 


It's a new way for department 
Get Your Copy of 
a First Pacts abou 
The Zemin AMERICAN MINISTER 


...who reads 


PULPIT DIGEST 


...who influences 


The MULTI-MILLION 


Write today for this intimate and 
its kind)* of the typical American 


$ CHURCH MARKET 


revealing profile study (the first of 
Protestant minister, Whether you re 


trying to sell books or building equipment to the mulu-million dollar 
church market you'll spend your advertising dollar more wisely, more 
reultfully after you have studied these FIRST FACTS about the typical 
American minister who is the typical loyal subscriber co PULPIT 


DIGEST . 


. America’s largest exclusively minister's magazine. Now 


offering a new-high circulation guarantee of 22,000 monthly 


Represented by ALLAN E. SHUBERT CO., 3818 Chestnut St., Phila. 4 


*The beginning 
of 4 continuing 
study 


City 


Pirm Name—— 
Your Name— 
Address 


Y 


PULPIT DIGEST COMPANY 

Great Neck, New York 

Please send me a copy of your FIRST FACTS 
study of the Amefican Minister 


State 
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Attention, Research Robots! 


Sales Consultant Allan Wilson Calls 
Interviews Best for Getting Data 


Boston, May 6—Allan R. Wil- 
son, New York sales and distribu- 
tion consultant, believes he has 
the answers to current marketing 
problems 

He offers business men a method 
of qualitative market research 
which is different from 

Mr. Wilson took some sharp digs 
at orthodox research in explain- 
ing his theories recently before the 
New England spring conference of 
the American Marketing Assn 


most 


® The key to his approach is the 
use not only of informed opinion, 
but of “informed judgment about 
informed opinion.” 

In other words, Mr 
consultant, proposes to 


Wilson, 
interview 


~ 


as 


* SELLING 
THE FARM 
MARKET? 
—— 
Remember the 


IOWA 


MARKET! 

= 
Reach the 

Top 70% 


Most Able to Buy 
FARM FAMILIES 


z st 
4 aa 
REACH THE BEST 


PROSPECTS AT 
LOWER COST 


Through lowa‘s 


Farm Magazine 


E 
‘ 10WA ~ 
BUREAU 
FARMER 


Des Moines, lowa 


Write for Data! 


& y, 


key management people in a com- 
pany. Through these talks—which 
he likens to case histories—he 
hopes to get various ideas on busi- 
ness conditions and what each ex- 
ecutive thinks should be done by 
the company 

This method, he explained, 
brings out “dilemmas and disa- 
greements in top management as 
to the very nature of the problem 
that harasses them.” 


@ Mr. Wilson claimed that as this 
probing continues, various facets 
of the problem “begin to take a 
sharper form.” In the final stages 

instead of the conventional tab- 
ulating, cross-checking and editing 
—there “is a weighting of the ideas 
and evidence supporting interview 
after interview.” 

“Telephone calls usually will 
bring out necessary information at 
this point,” Mr. Wilson said. “Sta- 
tistical proofs will suddenly be- 
come available where in the earlier 
stages they had stubbornly hidden 
away in obscure files. The mys- 
terious Mr. X, who has all the an- 
swers in a given situation, ma- 
terializes when the basic issues 
become clear enough to justify his 
interested opinion.” 


8 The last step—evaluation—is a 
simple affair in Mr. Wilson's plan. 
He explains 

“About all that is required an- 
alytically has been done in tracing 
the problem through interview aft- 
er interview. Sorting out ideas on 
3x5” cards is about all that is 
needed by way of clarifying the 
major points covered in the inter- 
views. The entire method is cre- 
ative, and synthesis is much more 
important than analysis, as is true 
for all creative endeavor.” 

Mr. Wilson considers his meth- 
od more fruitful than conventional 
research because it is flexible and 
works on the level of human ex- 
perience. He says it provides “‘so- 
lutions infinitely more complex 
and infinitely more subtle than 
could ever be uncovered by the 
robots of modern science.” 

He added that his kind of quali- 


tative research is not the same as 
“depth” interviewing because it 
is on the “rational” or “reason- 
why” level, rather than on the 
emotional. 

Mr. Wilson also said his method 
is superior to orthodox market re- 
search because it does not depend 
on pleasing top executives. He 
charged that market research ex- 
perts are under pressure to bring 
back what the company would like 
to hear. And many times they do 
just that, he declared. 


@® In addition, Mr. Wilson de- 
scribed present tools of market 
research as static, disorganized and 
too specialized. He said random 
samplings and questionnaires are 
used before a problem is even de- 
fined. 

Two areas where he thinks qual- 
itative research could be especial- 
ly valuable are new products de- 
velopment and industrial market- 
ing. 

Mr. Wilson's presentation was 
punctuated with appeals for more 
development of marketing plans 
by American industry. 
® He warned that once federal 
spending is cut down, 
dollars may not be available to 
take up the gap. Our expanded 
production facilities will be out 
on a limb. 

“If this gap is not filled,” Mr. 


Wilson added, “it could represent | 
an unemployment of approximate- | 


ly 5,000,000 individuals.” 


Looz Sponsors Sunday Show 
Looz Products, Los Angeles pro- 
ducer of a dietary supplement, is 
sponsoring Stewart Craig, health 
commentator, over 26 stations on 
ABC’s Pacific network. At present, 
the company sponsors Stewart 
Craig over 53 stations of ABC's 
Pacific and Mountain radio net- 


works on Monday and Saturday. | 


The new program will be aired 
from 8:30 to 8:45. Dean Simmons, 
Los Angeles, is the agency. 


PIA to Convene in St. Louis 


Printing Industry of America 
Inc. will hold its 66th annual con- 
vention in St. Louis, Oct. 12-18, in 
the Park Plaza Hotel and the Chase 
Hotel. 


| Keller to McNutt Advertising 


Joe Keller, formerly an account 
representative with Wank & Wank, 
San Francisco, has been appointed 
an account executive of George C. 
McNutt Advertising, Oakland. 


“ 


Collins 
Miller € 


consumer | 


Advertising Age, May 12, 1952 
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THE FIRST 20 YEARS—Gardner Publications, Cincinnati, paid homage recently to 


John M. Krings (left), v.p. in charge of 
M. Fillmore, v.p. in charge of the New 


Gardner's Chicago office, and Granville 
York office, as both marked their 20th 


year with the company. Handing out the wrist watches was Richard S. Kline, general 
manager. 


| New York, May 6—The Ameri- 
{can Gas Assn. and Servel Inc. are 
convinced that “until you get a 
potential woman customer to open 
a gas refrigerator door, you cannot 
sell her a thing.” 

As a result, the AGA and Servel 
| are undertaking an unusual adver- 
| tising and merchandising promo- 
tion designed to persuade home- 
| makers to “Open the door!” 
| Five full-color Servel ads will 
}run in The Saturday Evening Post 
and four color pages are scheduled 
for Life. In addition, the AGA will! 
run four-color ads in the Post and 
Life featuring the slogan, “Open 
the door!” 

The magazine push is scheduled 
during the peak period—from June} 
1 through Aug. 31. It will be | 
hacked with an intensive merchan- 
dising program, based on a 48- | 
piece package of display material. 


@ The various pieces in the kit} 
have been designed to tell the| 
“self-service sales story.” Included 
is a full-color, life-size display 
showing an attractive housewife 
with an armload of groceries, just 
about to open a refrigerator door; 
counter cards; banners; jumbo 
price tags; pennants and tape strips 
designed to coax prospects to “open 
the door.” 

Once the door is open, the re- 
}maining materials in the kit will 
go to work. Signs are placed so as 
| to accent the various sales features, 
such as the full-width freezer sec-| 
tion; butter conditioner; freshen-| 
ers, and a ten-year warranty— 
“twice as long as that of any other} 
refrigerator.” 

The display kits and reprints of | 
the advertisements which will run} 
during the campaign will be made 
available to gas utilities and gas 
appliance distributors and dealers 
across the country. In addition, 


AGA Will Try to Persuade Homemakers 
to ‘Open the Door,’ Sell Themselves 


mailing pieces, newspaper mats, 
artificial food displays and sales 
training aids also will be used. 

Ketchum, MacLeod & Grove, 
Pittsburgh, handles the AGA ac- 
count, while Ruthrauff & Ryan, 
Chicago, directs advertising for 
Servel gas refrigerators. 


Two Cuban TV Firms Name 
Philco for Microwave Net 

Philco Corp., Philadelphia, has 
been appointed by two radio and 
television broadcasting companies 
in Cuba to install microwave relay 
networks in Cuba. These will be 
the first such networks constructed 
outside the U.S., according to 
Philco. The companies are Circuito 
CMQ and “El Mundo,” S. A., of 
Havana, Cuba. 

For Circuito CMQ, Philco will 
build a 16-hop microwave system 
over a 500-mile route from Havana 
to Santiago de Cuba. Initial instal- 
lations will be seven stations link- 


ing Havana with Santa Clara. 
Plans for the “El Mundo” relay 
call for a five-station, four-hop 


television microwave network ex- 
tending 110 miles from Matanzas 
to Santa Clara, with intermediate 


relay stations at Jovellanos, Los 

Arabos and Manacas. 

Produces Promotional Film 
Aircraft-Marine Products Inc., 


Harrisburg, Pa., has produced a 
new promotional film in color 
which can double for employe 
training and for external sales. 
The company manufactures solder- 
less terminals. The film will be of- 
fered for free showings in schools 
and industrial groups and organi- 
zations. 


Appoints Ted Bates & Co. 

Ted Bates & Co., New York, has 
been appointed agency for CBS- 
Columbia, a subsidiary of the Co- 
lumbia Broadcasting System, New 
York. This account formerly was 
handled by Bennett, Walther & 
Menadier, New York. 


iid and Etfective 
Distribution ot kadio Releases 
and News Mats 


rest 


DERUS ASSOCIATES (4 w. Lake St.chicago, |, III. 
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‘The American 
Weekly’ Gets 
the New Look 


(Continued from Page 1) 
ment each Sunday. 

An example of the “anticipatory 
editing” that brings happy smiles 
to the faces of Weekly executives 
was Mr. Heyn’s scheduling of a 
story titled ‘Can Eddie Arcaro win 
his 5th Derby” in the April 27 is- 
sue. On May 4, the jockey obliged 
on Hill Gail. 

As for the service features 
(which will reinforce the tradi- 
tional back-of-the-book service 
material the weekly has been run- 
ning), these will now reflect the 
resources available to the whole 
Hearst empire. Under the late Wil- 
liam Randolph Hearst, this type of 
cooperative enterprise had never 
been exploited. 


® Sunday’s readers of the weekly 
may not recognize the old supple- 
ment in its neat new dress, but 
they certainly will have been pre- 
pared for its advent. 

Last week, Hearst took spreads 
in the Chicago Tribune, New York 
Times, all Hearst dailies and in 
business papers to announce the 
entry and to say that advertisers 
were “enthusiastic.” 

TV appearances were made by 
American Weekly officials, includ- 
ing Robert Leavitt, former promo- 
tion assistant to William Randolph 
Hearst Jr., who now is associate 
publisher of the _ supplement. 
Newspapers in the Hearst chain 


reinforced the effort of the home|! 


office with “intense promotional 
programs,” many of them state- 
wide in focus. Newspaper publi- 
city, radio and TV spots and ap- 
pearances, movie trailers, direct 
mail pieces, point of sale adver- 
tising and circulation department 
hoopla, all were enlisted in the ef- 
fort. 


@ One result, the Milwaukee Sen- 
tinel told advertisers, will be that 
“the May 11 and subsequent is- 


sues of the Sunday Sentinel will | 


naturally result in a greater read- 
er traffic in all of the Sentinel’s 
pages, and hence promises bonus 
readership for all advertising in 
these issues.” 

Currently, the Weekly is getting 
$27,500 for a four-color page, but 
when the St. Louis Globe-Demo- 
crat starts distributing the supple- 
ment in September (the 23rd pa- 
per on the weekly string), the 
price will go to $28,250. 


PIB SHOWS SLIDE OF 
SUPPLEMENTS IN ‘51-52 

New York, May 8—The new 
format of The American Weekly 
will be watched with interest 
in the advertising field, both to 
see if it is more effective jn 
luring some _ advertisers who 
haven't liked the Weekly’s repro- 
duction until now and to see if it 
can put the stopper in the drain 
which is running wide open in the 
supplement field. 

For the first four months of 1952, 
The American Weekly carried $3,- 
149,143 of ads, compared to $4,- 
909,335 in the same period in 1951. 
And none of its big competitors 
was reversing the trend. This Week 
Magazine showed first-third rev- 
enue of $7,078,392 compared to 
$7,455,766; Parade carried $1,888,- 
011 compared to $2,490,938. 


® Roughly the same drift was evi- 
dent in Publishers Information Bu- 
reau’s second supplement field, al- 
though the New York Times Mag- 
azine was riding a gain. The First 
3 Markets Group carried $1,- 
654,224 compared to $1,836,769; 
the Herald Tribune edition of This 
Week carried $240,549 compared to 


$289,748; the New York Mirror 
Magazine carried $461,325, against 
$568,750; the New York Times 
Magazine was up to $1,655,532 from 
$1,600,776, and Puck—The Comic 
Weekly carried $2,453,050 com- 
pared to $2,526,025. 

PIB, which supplied the fore- 
going figures, also shows the drop, 


in pages, which looks like this: | 


Pages 
First four months 1952 1951 
American Weekly 133.3 206.9 
Parade 129.8 165.2 
This Week Magazine 241.9 268 
First 3 Markets 103.7 109.7 
Her. Trib. (This Wk.) 127.3 152.8 
N. Y. Mirror 149.4 175.1 
N. Y. Times 624.3 626.8 
Puck 51.3 62.9 


@ The first four months of 1952 did 
not show a sudden change either 
for the Weekly or the field. 


In the first six months of 1951, 


the Weekly carried $7,182,895, 
down 18.6% from the same period 
in 1950; in the second half of °51 
it carried $5,330,384, down 35.9%. 

Parade carried $3,634,179 in the 
first half of 1951, up 28.9% over 
the first half of 50. In the second 
half it carried $3,262,271, gaining 
10.4%. 

This Week Magazine carried 
$10,911,380 in the first half of 
1951, up 8.5% compared to 1950. 
|In the second half it carried $9,- 
693,482, off 5.6%. 

Thus the total of this group 
shows a gain of 0.1% in the first 


NEW CHAIRMAN—Arnold D 


Friedman 

(left), Chain Store Age, turned over 

the govel to Paul E. Clissold, Baking 
Industry, new chairman of ABP. 


ARF, Industrial 
Research Group 
Urged to Tie In 


(Continued from Page 1) 
on institutional advertising and 
other proposals which would affect 
the deductibility of advertising as 
a business expense. He said there is 
no chance that Congress will en- 
act legislation of this kind. He also 
predicted that there will be no 


further postal legislation enacted 


| by this Congress. 


half of 1951, and a loss of 16.2% | 


in the second half. 


‘. In the second group measured 
by PIB, First 3 Markets car- 
ried $2,625,827 in 1951’s first half, 
down 9%. In the second half it 
carried $2,598,740, down 9.8%. 


The Herald Tribune version of | 


This Week carried $447,281 in the 
first half of 1951, up 26.3% over 
1950’s first half. In the second half 
| it carried $369,507, down 9.8%. 

The New York Mirror Magazine 
carried $861,358 in the first half 
of 1951, down 1.6% from 1950. In 
the second half it carried $712,581, 
off 2.1%. 

The New York Times Magazine 
carried $2,328,306 in the first half 
of 1951, off 1.1%. In the second 
half it carried $2,416,824, up 0.6%. 

Puck—The Comic Weekly car- 
|ried $3,616,575 in the first half of 
1951, down 4.2% compared to the 
same period of 1950. In the last 
half, it carried $3,554,226, up 8.4%. 

This group’s total showed a loss 
of 3.6% in the first half, and a 
loss of 0.3% in the second half. 


s The combined total of the two 
|groups showed a decline of 1.1% 
for the first half ($31,607,801 vs. 
$31,944,655). In the second half the 
combined groups fell 11.3% ($27,- 
938,015 vs. $31,506,226). 
This doesn’t account 
groups and publications which 
aren't measured by PIB. Metro- 
politan Group does not release 
comparable figures, and Locally- 
Edited Gravure Magazines has no 
comparable data. Neither group is 
believed to reverse this trend. 
An analysis of preliminary PIB 
figures for the supplements and 
their take from various classifica- 
tions reveals that the primary rea- 


ja J. K. Lasser, noted business 


| analyst and for 25 years adviser to 


son for the loss is the shellacking| 


in two areas—food and food prod- 
ucts, and household soaps and 
cleansers. 

It is currently thought that TV, 
whose sponsors are heavily drawn 
from these classifications, is re- 
sponsible. And the Magazine Ad- 
vertising Bureau found that net- 
work TV advertisers are off 25.2% 
in Sunday supplements (AA, April 
28). 


There is optimism among the 


supplement representatives, how-'| 


ever, who hear that some of the 
major companies are coming back 
into their media this fall. 


Simmons Named Ad Manager 
Roger L. Simmons, formerly with 
WEAB, Greer, S. C., has been ap- 

pointed advertising manager of the 

Observer, Newberry, S. C 


|ABP on cost problems, told the 
| publishers that while he is not ad- 
vocating further rate increases at | 
this time. present good business, 
in the light of the tax situation, 
justifies a strong program looking 
to strengthening business publish- | 
ing properties by plowing earn- 
ings back into the business. He 
urged more expenditures for pure 
research, sales research, promo- 
tion and development. He said 
publishers are not expanding as 
they should under present condi- 


tions by the establishment of new | 


properties, mergers and other de- 
velopment work. 

The ABP took one of its rare 
actions in the political field by 
adopting a resolution prepared by 
a committee headed by Ray Dud- 
ley, Gulf Publishing Co., Houston, 
condemning the action of the presi- 
dent in seizing private property. 


8 The resolution was as follows: 
“Be it resolved that the recent action 
of the President of the United States in 
seizing property in defiance of the lim- 
itations imposed upon him by the Con- 
stitution and the laws of the United 
States, and in the face of a legal alterna- 
tive provided by the Congress, is hereby 
condemned as a tyrannical exercise of 
power; and be it further resolved that 
the seizure in question should be a mat- 


|ter of deepest concern on the part of 


for the! 


every American, and the occasion for 
prompt action by Congress 

“Be .t further resolved that the re- 
peated practice of the executive de- 
partment of the government in usurping 
powers not assigned to it and in ignor- 
ing the checks and balances provided by 
our Constitution is condemned as dan- 
gerous to our liberties." 


@ W. K. Beard Jr., president of the 
ABP, reported the addition of sev- 
eral new members and predicted 
that its growth would continue. He 


Halsey, Stuart Will Finance Purchase of 
‘Cincinnati Enquirer,’ Employe Group Says 


added that there is no longer al 


circulation issue between business 
publishers’ associations, and that 
the ABP isn't mad at anybody. 


James G. Lyne, Simmons-Board- | 
man Publishing Co., and a former} 


chairman of ABP, presented a 
scrol] to Mr. Beard in testimony of 
the association’s appreciation of 
his work during the past three 
years. 

Mr. Lyne conducted a discussion 
of editorial problems; Hugh Ward, 
Geyer Publications, headed a 
round table for merchandising pub- 
lications; Philip H. Hubbard, Rein- 
hold Publishing Co., led a discus- 
sion of cost trends, compiled by 


the J. K. Lasser Co., and reported | 


by Borden Putnam; and Arnold D. 
Friedman, Chain Store Age, chair- 
man of the association, conducted 
a session on circulation problems. 
At this meeting J. J. Devine 
showed a new ABC presentation on 
business paper circulation, which 
is being discussed at clinic meet- 
ings of agencies arranged by the 
ABC and ‘ocal Four A’s groups. 
H. H. Kynett, Aitkin-Kynett Co., 
who is president of the ABC, par- 
ticipated in this discussion. 


lishing Co., urged harder selling 
land more complete coverage otf 
territories. A. L. Burns, Gulf Pub- 
lishing Co., reported a continued 
rise in wage rates in the prentens | 


field. N. O. Wynkoop, McGraw- 
Hill, treasurer, 
financial picture, with income for 


the current fiscal year exceeding | 


expense. 
| Paul E. Clissold, Baking Indus- 


jtry, Chicago, was elected chairman | 


of the board of ABP, with Thomas 
B. Haire, Haire Publishing Co., 
New York, being moved up to Ist 
v._p. Karl M. Mann, .Case-Shep- 
pard-Mann Publishing Corp., New 

York, was named 2nd v.p.; P. C. 
Lauinger, Oil & Gas Journal, Tulsa, 
Okla., secretary, and Mr. 
koop, treasurer. New directors 
chosen are Mr. Friedman, the re- 
tiring board chairman; A. J. Bam- 
ford Jr., Bakers Weekly; J. S. 
Crane, Simmons-Boardman Pub- 
lishing Co., and A. L. Burns, Gulf 
Publishing Co. 

The Prefiled Catalog Assn. met 
during the convention and an- 
nounced a change of name to the 
Catalog Services Assn. Howard 
Thompson, F. W. Dodge Corp., New 
York, is president of the associa- 
tion. 


Leaves Wine Growers Guild 


William V. Shaftner has resigned 
as general advertising manager of 
the Wine Growers’ Guild, Lodi, 
Cal., to join the San Francisco of- 
fice of Farm Journal and Path- 
finder, 


‘Life’ Promotes Jennett 

Dwight E. Jennett has been pro- 
moted from Los Angeles zone man- 
ager of Life’s retail representatives 
to West Coast manager of this di- 
vision in charge of advertising 
sales promotion. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending April 12, 1952 


All figures copyright 


Total Homes Reached 


Homes 

Rank Program (000) 
1 1 Love Lucy (Philip Morris, CBS). 11,055 
2 Arthur Godfrey & Friends 

(Liggett & Myers, CBS) 8,354 
3 Arthur Godfrey & Friends (Pills- 

bury Mills, CBS) 8.138 
a Red Skelton (P&G, NBC) 7,956 
5 Texaco Star Theater (NBC) .. 7,440 
6 Your Show of Shows (Reynolds 

Tobacco, NBC) 7,136 
7 You Bet Your Life 

(DeSoto-Plymouth, NBC) 7,083 
8 Your Show of Shows (Partici- 

pating, NBC) 6,915 
9 Colgate Comedy Hour (NBC) 6,870 
10 Fireside Theater (P&G, NBC) 6,578 


by A. C. Nielsen Co. 


Current 

Program Popularity® Rating 

Rank Program (%) 
I Love Lucy (Philip Morris. 

68 


BS) 2 

Arthur Godfrey’ s Scouts (Lever-Lip- 

ton, CBS) 0 

Arthur Godfrey & Friends (Pills- 

bury Mills, C 2 

Arthur Godfrey & Friends tle, 

gett & Myers, CBS) 5.0 

Red Skelton (P&G, NBC) 49.9 

Texaco Star Theater (NBC) .. 461 
7 
4 
1 
2 


Your Show of Shows (Partici- 
atin NBC) 


45. 

‘our Show of Shows (Reynolds 
“yobueo, NBC). 45. 
“4. 
4 


o aenou f&® we Ne 


‘ou Bet Your Life (DeSoto- 
y FA, NBC) 


10 Colgate Comedy Hour (NBC) .. 3. 


*Per cent of homes reached in areas where program was televised. 


®@ Nelson Bond, McGraw-Hill Pub- | 


reported a good) 


Wyn-| 


CINCINNATI, May 8—The effort 
of a group of Cincinnati Enquirer 
employes to purchase the paper is 
getting some gilt-edged support, 
ADVERTISING AGE learned today. 

James Ratliff, Enquirer colum- 
nist who has led the employe move- 
ment, told AA that Halsey, Stuart 
& Co., large Chicago investment 
| banking firm, has agreed to raise 
whatever amount is needed in ad- 
dition to that pledged by employes 
‘and others. 

Halsey, Stuart is sending to the 
U. S. district court in Washington 
a letter outlining its plan to issue 
bonds and raise the money “with- 
in 3@ to 60 days,” Mr. Ratliff said. 

To date, employes have pledged 
about $1,000,000 and other inter- 
ested persons an additional $600,- 
000, he said. No pledges for less 
than $1,000 have been accepted as 
yet, but Mr. Ratliff feels that when 
they do lower the limit another 
sizable amount will be pledged. 


@ During a three-day court hear- 
ing in Washington last week, the 
American Security & Trust Co., 
trustee for the property, advanced 
some interesting reasons for its 
| decision to dispose of the Enquirer. 
| Some of the reasons related to 
the court by Daniel W. Bell, presi- 
dent of American Security, were: 

| 1. The Enquirer owns neither a 
jradio nor a _ television station, 
“something very necessary to suc# 
cessful newspaper operation now.” 

2. The paper currently gets 60% 
of its ad revenue from its “monops 
oly” Sunday circulation, half of 
more of which would be lost if 
competition ever arose in the Suns 
day field. 

3. The Enquirer has no cash res 
serve for new equipment or othe® 
| emergencies, 

4. The paper’s contract with its 
| present publisher, Roger H. Fergery 
W|expires Dec. 31, 1952, and there ig 
|no guarantee that he can be res 
,tained beyond that date, : 


. 


| a 
|= Mr. Beil also told the court thaf 
)it was American Security's desire, 
las trustee, to dispose of the En# 
quirer to the best interests of th 

estate’s beneficiaries. If the Enq 
quirer’s employes can come up 
| with a better offer than the $7,500,< 
000 bid of the Cincinnati Timese 
Star, he would recommend that the 
court okay the paper's sale to the 
employes, he said. 

The court gave the employe 
group (or any other bidder) until 
May 16 to submit a firm, detailed 
offer to purchase the paper, and 
set the hearing for May 26. Be- 
tween now and the 16th both the 
Times-Star and the employe group 
can revise their offers upward, the 
court ruled. 

The Enquirer employes made a 
dramatic offer at the session of 
$7,500,000 cash, “to be payable 
within 30 days after clearance with 
the Securities & Exchange Com- 
mission, as required, for the fi- 
nancing involved.” 

The employes’ cash offer con- 
trasts with the Times-Star offer 
(also for $7,500,000) of $1,250,000 
cash and the remainder over a 
period of 12 years, with the de- 
ferred balance evidenced by 4'2% 
debentures. 

At the beginning of the three- 
day hearing, John R. McLean II 
and Edward B. McLean Jr., who 
were opposing the sale (AA, et 
seq), withdrew their objections. 


Bullring Used for Basketball 

Mexico City’s bullring, which is 
the world’s largest, was trans- 
formed into a basketball arena 
recently when the Harlem Globe- 
trotters and a Boston team put on 
an exhibition game for some 60,000 
Mexicans. Gillette Co. sponsored 
the game's telecast over XEW-TV 
Some 85,000 viewers watched the 
TV broadcast. Noble Advertising, 
Mexico City, handles advertising 
for Gillette in Mexico. 
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It's Merely a Scapegoat... 
s se . 0 GAIN AND LOSS PERCENTAGES —52 CITIES 
Creative Salesmanship at Retail ma E 
}— MARCH 192 2 jog) [808 ends iinctn es 
D ‘ E . b. oeaae ir te eee ' ae eae 40 sa__| 
° rae, 4.0 — } 
Level Just Doesn‘t Exist: Ayers ied | | 
| AUIOMOTVE | 1.8 - | 
A ency V P Urges Admen high degree” of creative personal | pron 1.2] - | | 
P. ; 18a. Geay et 
9 salesmanship, he said Bl pee r3| —— 
to Dispel Old Myths and “However, I doubt if the com-| | | tom sommnc | ss! © coe: 
. | bined total yearly sales of all these | | ORPARTMENT STORES 3.9] 
Boo i : . : etre eS - a od —— os 
Get Set for Business - direct-selling companies equal the} | acumam nese . ape pears 
Dayton, May 6—Creative per- yearly sales of Macy’s or Gimbel’s.| | |sav.t-tanot 31,.1952-195)) 1055 GAIN 
“‘tamness Sia . - ” “ = ¢ ac ‘ as LASSIICATION — | ms caw 
sonal salesmanship at the retail} [And] ” ro = bags = — rat a —— 10 20 ane Saar" 
store level doesn’t exist now ang | outlets yes — .~ Pes — ~ ing | ANE lease ie 
has never existed, according to|8tocery stores, drugstores, hard- aneutee | 1.2] L 
Walter C. Ayers, executive v.p. of ware stores, department stores... FHNANCIAL } 5.3 = | 
> F " Brooke Smith | and any other such establishments | AL O1SPLA “1.3 d 
Peonch & Dor- | Where the customer goes to the | ASME | 10.1 ee | 
rance, Detroit merchant’s place of business, I| en we - | 
and it’s high submit that such a thing as crea-| | conmme noms. | 0.8) | 4 ee wee a 
' : | tive personal salesmanship at the | F 


time people 
stopped using the 
catch phrase “de- 
terioration of re- 

tail salesma am The function of most retail out- 
ship” as the/jlets, in Mr. Ayers’ opinion, is best 
scapegoat in to-|expressed in the words of an ex- | 
iay’s advertising | ecutive of a large and successful | 


/retail level has never even existed | 
at least on any extensive basis.” | 


a 


= be 


MARCH AD LINAGE—Media Records Inc. reports show that newspaper linage in 

March was down in all classifications except financial and classified, which showed 

slight gains. General advertising was down 10.9% and total advertising was off 
2.3% 


“Mistaken conclusions [also] can 
be drawn from the fact that our 


Wolter C. Ayers 2nd selling pic-|department store, who told him | total national sales force. ..has 
ture, Mr. Ayers | this: ; shrunk in relation to physical sales 
feels. “Our function is to buy mer-| volume. And there is no doubt 

He attempted to “explode the|chandise which in our opinion will} spout it; the sales force has 

myth” of blaming all ills on poor|meet the needs and wants of our | sjimmed down, but at the same 

retail salesmanship in an address|customers and will represent the|time—going by results—this may 


before the Dayton Advertising| best values we can offer. We spend | 
Club last week, And Mr. Ayers/@ lot of money advertising to in- | 
also came up with some interesting |form our customers of the things | 
observations about the future, and| we have and to get them into the | 
made .some optimistic predictions | store. | 
tor business in general and adver-| “Our merchandise is attractively | 
tising in particular during the next| and conveniently displayed. Our| 
40 vears. sales clerks are told to be courte- | 
. ous, to show the merchandise to} 
® But to take advantage of the|the customer, to answer the cus- | 
opportunities offered by the future, | tomer’s questions and to write up| 
we must dispell some of our out-|the sales slip when the customer | 
moded theories of the past, he| decides to buy.” 
warned. | 
Mr. Ayers didn’t deny that cre- 
itive selling exists. He credited it 
with laying the foundation of the 
home appliance industry, by means 


® People are prone to blame the 
ups and downs of our business cy- | 
cle on poor retail salesmanship, | 
which again is incorrect, Mr Ayers | 
of “courageous doorbell ringers.” said. These fluctuations are natu-| 
Direct selling organizations like ral, and can be caused in several | 
Realsilk, Fuller Brush, Stanley | ways, he pointed out. One cause} 
Home Products, ete., also “use a is “freedom of choice”’—for ex- 
ample, when people decide to put 
their money into savings instead 
of buying something. 

Another important cause of | 
fluctuations is that some manufac- 
turers simply fail to keep up. “It 
takes real buyer resistance to get 
them to go forward with up-to- 
date products and services,” the 
speaker said. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, char 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 23rd successful year.) 


Hamilton 


Advertising 


Agency 


has moved to the 


BELL BUILDING 


ae 
JIU / 
North Michigan 
Chicago 1 


} 


be considered a shedding of useless 
fat. 


@ “While the percentage of the na- 
tion’s total labor that is engaged 
in selling gets smaller, the total 
volume of goods moved from man- 
ufacturer to the ultimate consumer 
keeps growing.” 

This points up the fact that the 
efficiency of the actual selling pro- 
cess has actually stepped up, Mr. 
Ayers said. Methods have changed, 
but for the better, and American 
business is using a whole new set 
of “tools” to help raise the stand- 
ard of living. These tools, he said, 
include: 


1. The combined techniques and | 


resources of advertising 
2. A better understanding of the 
underlying motives that make peo- 


ple act. | 
3. Our expanded media—news- 
papers, magazines, radio, televi- 


| 


sion and outdoor. 
4. Supermarkets and community | 
shopping centers. 
5. Modern display techniques and | 
accessibility that makes it easy for | 
people to buy 


| the 
ad-|have to change to semi-monthlies 


® “You might well that 


Say 


billion-dollar figures, Mr. Ayers 
proceeded to chart the growth of 
the gross national product that this 
mammoth ad expenditure will be 
called upon to move into consum- 
ers’ hands. 


s Currently, gross national prod- 
uct is running at the rate of $355 
billion annually. If this rate were 


to be maintained for the next 38) 
years the cumulative total gross 
product that would have been 


turned out by the American econ- 
omy over the intervening three- 
quarters of a century would reach 
the staggering sum of $1,270 billion 
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NRDGA Reports 
Stores’ Plans for 
Ad Budget Changes 


New York, May 6—A survey of 
more than 60 leading merchants 
in 55 cities, conducted by the Na- 
tional Retail Dry Goods Assn., in- 
dicates: 

Two-fifths (41%) plan to boost 
ad budgets this vear; 24% intend 
to spend the same as last year; 
20% indicate a drop from 1950’s 
outlay. The remaining 14% had no 
comment. 

Fifty-five per cent believe sales 
will be higher than last year; 35% 
feel they just match 1950’s figures, 
and 10% predict lower volumes. 

The survey reported all stores as 
indicating ad costs are up. It said 
it was “noteworthy” that “a num- 
ber of the reporting stores reveal 
they have found it necessary to 
convert advertising expenditures 
to dollars, and are buying only as 
much newspaper linage as their 
dollars will permit, rather than ad- 
hering to their prior practice of 
buying newspaper space in inches.” 


® A Harrisburg, Pa., retailer, who 
commented on advertising ex- 
penses, said, “We believe the best 
retail advertising policy is to con- 
centrate on an interesting story 
of merchandise, and that the cost 
of advertising will continue to in- 
crease—necessitating greater ef- 
ficiency in production to offset the 
possible decrease in space.” 

| While 62% of the stores sur- 
| veyed indicated they feature and 
|promote national brands, feeling 


(or $12.7 trillion). jon the subject of fair trade laws 


From the dizzying heights to 
which Mr. Ayers projections and 
accumulations have jet propelled 
him, his mind’s eye envisions a 
“flood of products and services 
pouring out to the people of Amer- 
ica. 


In advertising’s 
era” Mr. Ayers predicts a “tre- 
| mendous” growth of agencies, with 


many of them placing $100,000,000 | 


“$350 billion | 


| was mixed, with 43% favoring re- 
| enactment of the laws and 57% 
being opposed. 


Lady Esther Boosts Samuels 
to General Sales Manager 
Milton Samuels, supervisor of 
| Sales, has been promoted to general 
sales manager of 
Lady Esther Ltd., 
New York 


or more yearly for clients | Mr. Samuels, 
who has spent 17 

@® And media will grow corre- tego do hg cos- 
spondingly. Television will make] oe ee 
" . | joined Lady Es- 
unbelievable strides; newspapers ther in July. 1951 
will continue to grow, and the He guided ‘the 
magazines, many of which are al-| current “com- 
ready bursting at the seams, might | plete creme 


well have to restrict space avail-| 
able for advertising. And some of 
mammoth monthlies might | 


vertising has taken selling out of|or even weeklies, Mr. Ayers pre- 
the store and brought it into the! dicted. 


home. . .it’s doing the creative sell- 
ing today and has been doing it 
for quite a while. It is advertising 
that is playing the major role in 
| building the desire to possess the 


| wonderful new things that indus-| 


try builds.” 


Mr. Ayers charted an interesting | 
| curve of advertising, starting in} 


the year 1914. It was in that year 
that Henry Ford introduced the $5- 


per-day wage, which ushered in| 
the days of mass production, he} 


said. 

In the ensuing 38 years close to 
$103 billion have been spent for 
advertising. In 1914 ad expendi- 
tures were $1.3 billion; ten years 
later they were nearly $3 billion 
And in 1951 the national ad budget 
hit $6.5 billion 


@ Considering 1952 as the halfway 
point, Mr. Ayers then projected ad 
expenditures forward another 38 
years to 1990. Flattening out the 
curve—i.e.. making no allowance 
for the acceleration of growth that 
advertising has shown in the past 
38 years—Mr. Ayers predicted to- 
tal expenditures by then will have 
reached the astronomical figure of 


| $228 billion. 


And allowing for an “ultra con- 
servative rate of growth,” expendi- 
tures will have reached “at least 
$350 billion” by 1990, he added. 

Not content to deal in multi- 


To prepare for the gargantuan 
task ahead, Mr. Ayers told his au- 
dience that “we must make up our 


makeup” promo- 
tion—“‘one of the 
most successful 


Milton Samuels 


|in the company’s history.” 


| 
| Boston U. to Publish Book on 
| Radio, TV Listening Habits 


The Boston University School of 
Public Relations and Communica- 


minds that what we have done up|tions will publish shortly a report 


lto now is not going to be good|0n the radio and television listen- 


| 


enough. . .we’ve got to do whatever | ing habits of 13,000 persons in the 


is necessary by way of work and 
study to make ourselves better.” 


s “...A great many of our business 
analysts, experts and prognostica- 


tors have been telling us that in| 


our business time we will be oper- 
ating in a twilight zone between 
peace and war. Maybe so; only the 
future will tell 

“But even if it were true, don’t 
operate as if you feel that kind of 
an economy is going to protect us 
from savage and devastating com- 
petition for the public’s dollar. Be- 
cause if you do, you will make 
the sad mistake of failing to do the 
things vou should do to get ready 
to operate in a highly competitive 
situation 

“The truth of the matter is that 
one of these days not too far away 
we are likely to be operating in the 
biggest battle in the history of bus- 
iness for the greatest stakes in the 
history of business,” he concluded. 


Audio-Visual Educators Meet 

The first National Convention of 
Catholic Audio-Visual Educators 
will be held in Chicago Aug. 4-5 at 
the Hotel Sherman 


four northern New England States. 

Under the direction of Prof. Leo 
|A. Martin, director of BU’s divi- 
| Sion of radio, the poll was made 
of program preferences and listen- 
ing time of radio and TV audiences 
as compared with time they spent 
/on other entertainment media. 


| 
| B.V.D. Corp. Revives TV Spot 
B. V. D. Corp., New York, is re- 
turning to television with the ani- 
mated 20-second announcement 
which was one of TV’s most talked 
about commercials. Already being 
used on WCBS-TV, New York, the 
spot will hit the major video mar- 
kets in a fall campaign. Hirshon- 
Garfield is the agency. 


Ditto Inc. Promotes Watkins 

Ditto Inc., Chicago maker of dup- 
licating machines and supplies, has 
promoted L. A. Watkins, who has 
been v.p. and managing director of 
Ditto of Canada Ltd., for the past 
16 years, to general sales manager 
of the company. 


Byron Joins Doremus & Co. 


Norman Byron, formerly v.p. 
and senior art director of Benton 
& Bowles, has been appointed art 
consultant to Doremus & Co., New 
York. 
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Acme Sells 3,000 
Pairs of Cowboy 
Boots Each Day — 


CLARKSON, TENN., May 7—Rec- 
ords show the Acme Boot Mfg. Co. | 
here spent $37,970 on national ad-| 
vertising during 1951. This was in| 
Magazine space. 

Despite this relatively meager 
outlay, Acme sold—through its} 
dealers—an average of 3,000 pairs | 
of cowboy boots a day last year. 

What's the secret? George W. 
Doyne, president of Doyne Adver- 
tising Agency, Nashville, says it’s 
no secret—it’s simply point of 
sale. 


® Mr. Doyne, who handles the 
Acme account, told AA the Ten- 
nessee boot maker gives all-out 
support to its thousands of dealers. 

The May 3 Saturday Evening 
Post carried a full-page Acme ad, 
one of the few insertions run by 
Acme each year. For its national 
ads the company uses only two 
publications—the Post and Par- 
ents’ Magazine. 

Mr. Doyne pointed out that, 
while the ad cost Acme $20,000, 
the company will spend twice as 
much for dealer promotion of its 
cowboy boots. 

“We specialize in giving dealers 
the displays they want,” he said. 
He added that this is the only way 
to sell cowboy boots because they 
are not a demand item but an im- 
pulse item. 


s Mr. Doyne said his agency sup- 
plies Acme dealers with all kinds 
of point of sale material, particu- 
larly counter cards and colorful 
window displays. He stressed the 
importance of asking the dealers 
themselves what they like in the 
way of promotion. 

This policy of following dealer 
suggestions has paid off. For ex- 
ample, Mr. Doyne said Acme has | 
learned that dealers prefer tall 
display cards—with “not too much | 
width”—because of small quarters. | 

Mr. Doyne spends a lot of time 
attending shoe dealer meetings so 
that the company can have a good 
working relationship with the peo- 
ple who sell Acme cowboy boots. 

A good example of Acme mer- 
chandising is the campaign to be 


jrun this fall. For the third year 
|in a row, the company will have a 
complete promotion centered about 
jan oil painting by John Clymer, 
| Saturday Evening Post cover artist 
| noted for his paintings of western 
scenes. 

The few magazine ads that Acme 
places are also used in point of 


sale pieces because dealers like to 
play up this national advertising. 

Mr. Doyne said Acme does not 
use radio or television, and rarely 
takes newspaper space—although 
it will if a dealer requests it. 


s Acme has been making shoes 
for 20 years, but switched to cow- 
boy boots exclusively only five 
years ago. Mr. Doyne says Acme 
is the largest maker of cowboy 
boots in the world and has proved 
the boots are “not just a fad.” 
Acme’s sales pitch is not only 
that the boots are attractive—they 
come in all colors now—but that 
they are comfortable for your feet. 
The company makes boots for all 
members of the family. The Post 
ad listed prices for all boots. They 
are: men’s, $13.95 to $19.95; la- 
dies’, $12.95 to $17.95; boys’ and 
girls’, $6.95 to $10.95; small chil- 


| dren’s, $4.95 to $5.95. 


While 1951 was Acme’s best 
year, Mr. Doyne reported that 1952 
sales are running ahead of last 
year. Western states, especially 
Texas, still rank as the best mar- 
ket, but Mr. Doyne says the boots 
are sold in every state and that 
sales are increasing in all areas. 


Rust Heads Publicity 


Fred W. Rust Jr. has been ap- 
pointed director of publicity for 
Rust Craft Publishers, Boston. 


_ Thomas 


E Mebirath 
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and Associates: 


NINGS 


ENGRA’ 
“160 nois Street 
; ~ . Delaware | 


Telephone 


3 DAY and NIGHT SERVICE 
OS 


ver try us for 
engravings? You'll be 


Surprised, 


agreeably 


so. Color as well as 
black-and-white. 


| 
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Experts Tell When 


(Advertisement) 


and How Premiums Marketing Opportunity... 


“One of the most amazing jobs 


Can Be Best Used 


New York, May 6—When and 
how should premiums be used? 

These questions were taken up 
last week at a merchandising clinic 


sponsored by the New York chap- | 


ter of the American Marketing 
Assn. and the Sales Executives 
Club. 


According to Ralph Smith of) 


Sullivan, Stauffer, Colwell & 
Bayles, premiums can do the fol- 
lowing: increase readership of ad 
copy, make the copy more be- 
lievable and provide a peg around 
which an entire sales campaign 
can be built. 

Mr. Smith said the premium 
serves as the attention-getter 
needed in these days of increasing 
self-service. He warned, however, 
that a premium can only do these 
things if it is used correctly and 
based on proper pre-testing re- 
search. 


s Hamilton Mitchell, eastern sales 
manager for Reuben H. Donnelley 
Corp., outlined several conditions 
for successful use of coupons: 

The product must be a top 
quality, fast-moving consumer 
item that’s available everywhere; 
it must be easily recognized by the 
consumer; there must be adequate 
coverage with both coupons and 
merchandise in all stores at the 
given time; the product and cou- 
pons must be easy to get, and ac- 
cessible to housewives without 
difficulty; above all, the coupons 
must be only a part of the total 
merchandising scheme, not the sole 
activity. 


es J. O. Peckham, A. C. Nielsen Co., 
said study of thousands of coupon 
operations over the years indi- 
cates that: 

1. The promoted product must 
be a top quality item. 

2. Coupon promotion 
rarely a business builder. 

3. On old, established items, 
coupon campaigning may reduce 
temporary overstocks, but it does 
not build permanently higher sales 
levels. 

4. With new products, coupon- 
ing can be highly successful in 
introducing merchandise and get- 
ting it sampled. 

5. Repeated couponing cam- 
paigns soon run into diminishing 
returns. 

6. Couponing results vary greatly 
and, to be successful at all, must 
be only a part of a hard-hitting 
sales and merchandising program 


alone is 


Robert Buggeln Appointed 
‘Miami News’ Ad Director 

Robert F. Buggeln, formerly v.p 
of Esquire Inc. and director of ad- 
vertising sales for Esquire, Coro- 
net and Apparel 
Arts, has been 
appointed adver- 
tising director of 
the Miami News 

Prior to joining 
Esquire Inc. in 
1949, Mr. Bug- 
geln was with the 
New York Herald 
Tribune for 16 
years, the last 
four years as ad- 
vertising direc- 
tor. In his new 
post at the Miami News he will be 
in charge of all advertising de- 
partments, working directly under 
J. R, Brumby, assistant publisher. 
All present advertising executives 
at the News will remain at their 
posts 


WFIL Promotes Two 

John J. Hyland has been pro- 
moted to publicity director of 
WFIL, Philadelphia, to succeed 
Joseph E. Dooley, who has re- 
signed. Edward J. Uhler, a mem- 
ber of the station’s merchandising 
staff, has succeeded William E. 
Bennett as director of merchan- 
dising. Mr. Bennett has resigned 
to study in Europe 


Robert F. Buggeln 


says 77 year old firm about 


® One of the oldest aggressive ad- 
vertisers in the drug field reports 
complete astonishment at the 
|merchandising power of Negro 
| newspapers. 

{s The drug firm advertised in 
| Negro newspapers, took advan- 
tage of the newspapers for 20 
years and merchandising service, 
and the result, in the words of 
the sales manager, was “one of 
the most amazing jobs of cooper- 
ation with us on the merchandis- 
ing of our products that we have 
ever seen. 


s “I am personally familiar with 
a good many of the drugstores 
listed as they are direct customers 
of ours and I have visited them 
The selection for placement 
couldn’t have been better. May I 
express this company’s thanks for 
a superior job.” (The name of 
the drug firm and copies of this 
letter are available on request.) 


8 This, of course, is only one 
firm that is discovering the rich 
rewards that come from adver- 
tising and merchandising through 
Negro newspapers. 


Double impact 


@ Merchandising service is a 
strong partner to advertising in 
Negro newspapers. 


s Negro newspapers have more 
than 5,000,000 readers each week. 
Negro newspaper circulations 
have increased more than 100% 
since 1940 and their selling price 
is 10c to 20c per copy. 

@ These 5,000,000 Negroes read 
their newspapers thoughtfully 
and carefully. 


e “You have unusually high 
reader traffic . . . 70% to 100% 
of both men and women,” reports 
Charles L. Allen, in a Negro news- 
paper readership study completed 
by Northwestern University in 
1951. “Editorial material is ex- 
ceptionally well-read in all sec- 
tions of the paper.” 


® Readership of advertising is 
consistently good .. . one adver- 
tisement of only 1,000 lines scored 
an unprecedented readership of 
77% of the men and 83% of the 
women 


s For advertisers, this adds up 
to coverage, influence, response, 
| readership, in the Negro Market. 


Lucrative market 


s “It is no longer news that the 
U.S. Negro market is important,” 
writes Reginald Clough, Editor of 
Tide Magazine. 


|@ Negro students are 8.9% of the 
total U. S. enrollment in the 18 
to 24 year age group—an increase 
| during the past decade of 59.4% 
| agaiast a gain for the balance of 
the U. S. population of 32.1%. Al- 


| 
| 


Negro newspaper service. 


S. Census Figures and 
other up-to-date information on 
the Negro market now available 
to advertisers and their agencies 
—without cost. Simply write or 
telephone Associated Publishers, 
Inc. in New York or Chicago. ‘ 


1950 U. 


though 10% of the total popula- 
tion, colored people comprise 
17.2% of the nation’s school en-) 
rollment for ages from 5 to 24 
years. 7 
s The Negro is economically able, 
too, to pay for advertised brands’ 
for example. t 


® 1950 U. S. Census figures and) 
other sources reveal that the? 
Negro now has a buying power of? 
more than 13 billion dollars an-~ 
nually. Urban Negro home own-? 
ership is up 129% over 1940.” 
There are 46% more Negro city? 
dwellers than in 1940. Family in-" 
come of Negroes is increasing’ 
more rapidly than that of all” 


other Americans. : 


New booklet available ' 


s More new and reliable informa- 
tion, arranged nationally and city-— 
by-city, is included in the 98-page™ 
book, “Quick Facts About Selling” 
The Negro Market.” 


es For your copy of this book and 


further information on Negro 
newspapers— 


- 
' 


PHONE OF WRITE 
ASSOCIATED PUBLISHERS, INC. 


Publishers’ Representatives 


‘Representing The Largest ABC Coverage 
in This Field’ 


® 


31 W. 46th Street, New York 19, N. Y. 
Luxemburg 2-1177 

166 W. Washington St., Chicago 2, HI 
ANdover 3-6343 


MIDDLE ATLANTIC 


Newark Afro-A 
Philadelphia Afro-American 


SOUTH ATLANTIC 


Baltimore Afro-American 
Norfolk Journal and Guide 
Richmond Afro-Americar 
Savannah Tribune 
Tampa .. Florida Sentinel 
Washington Afro-American 
EAST NORTH CENTRAL 

Chicago ... oe o* Defender 
Cleveland . .... Call and Post 
Columbus Ohio State News 
Detroit Michigan Chronicle 
EAST SOUTH CENTRAL 

Birmingham Mirror’ 
Louisville Defender 
Memphis Tri-State Defender’ 
Mobile Times-Forum’ 


LEADING NEGRO NEWSPAPERS 


FROM COAST TO COAST represented by Associated Publishers. Inc. 


WEST NORTH CENTRAL 


Kansas City The Cali 
Minneapolis Spokesman 
St. Louis The Argus 
St. Paul Recorder 
WEST SOUTH CENTRAL 

Dallas The Express 
Fort Worth The Mind 
Houston The Informer 
New Orleans Louisiana Weekly 
PACIFIC 

Los Angeles ..... The Eagle’ 
San Francisco Sun-Reporter 
NATIONAL 


Afro-American — Chicago Defender 


‘Non ABC. All other newspapers listed are 
members of Audit Bureau of Circulations. 
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Imports, Latin America, Moscow 
Dominate International Ad Meeting 


(Continued from Page 1) 

ate prospects 
“It must not be forgotten,” 
live. If we refuse to 
goods, the pressure to trade with 
the Soviet bloc must necessarily in- 


crease, bringing with it the danger 


of the collapse of all our plans, not 
only for a revival of international 
trade, but for world security 
well.” 


Total 1951 exports (including re- 


exports) amounted to more than 
$15 billion, or about 7% of nation- 
i] income, according to Mr. Reed 
Canada, with 17.9%, took the lion’s 
share of exports. The United King- 
with 6%, was second 

Mr. Reed looked to the possibili- 
ty of reviving trade between the 
two worlds represented by Russia 
and its satellites and the other na- 


dom, 


In The PONTIAC 
CITY and RETAIL 


TRADING AREA 


Tout of 10 Press Homes Take 
NO OTHER Daily Newspaper 


st Clam 


| 


SOLID AREA—City and 
Retail Trading Zone 


— PONTIAC, MICHIGAN — 
158th in U. S. 
Population... . 
129th in U.S. 
Retail Sales .. . $127,259,000 
114th in U.S. 


76,900 


he 
said, “that our allies must trade to 
buy their 


volume, percentage of sales rep- 
resented by the ad budget, how 
and where-the advertising effort 
is to be applied and whether or 
not the program would be produc- 
tive, Dempster McIntosh, president, 
Philco International Corp., told 


tions. “World trade will never be | the convention 


on a healthy basis until this East- 
West flow is resumed,” he warned. 


| be as helpful in producing sales as 


» factius , a 
@ More factual knowledge of over in the domestic market, and the 


seas markets is needed if we are 
to win the “all-out showdown 
brewing on the foreign trade front 
between Moscow and the western 
world,” cautioned John F. Chap- 


different types of displays are 
equally as limitless,” according to 
Walter Sauer, advertising mana- 


® “Displays in Latin America can, 


| 


| 
} 


possibilities for successful use of} 


as 


man, v.p., McGraw-Hill Interna- 
tional Corp. 

“Last month's conference in Mos- 
cow may have been chalked up by 
most of us as a colossal flop but 
we would be blind if we failed to 
see that it is Stalin’s signal that 
the Communist bloc is ready to 
fight on the economic front with 
the same dangerous boldness as 
on the military,” he said 

Present problems of radio and 
future difficulties of television 
were discussed by two speakers, 
Fernando Eleta, owner and mana- 
ger, Radio Programs Continental, 
Panama City, and Roger Pryor, 
v.p. in charge of radio and TV for 
Foote, Cone & Belding. 


e Mr. Eleta summed up Latin 
American radio problems with “too 
jmany radio stations, too many 
| Spots, too few programs and rate 


=a —_ — __, i ten aa 
| % | TUSCOLA <= SANIL AC anarchy. 
1a, } \ t || San Jose, for example, has 31 
4 oo . . 
> - 4 Stations in operation to serve a 
aan } | population of 111,000 people. “A 


few large advertisers have sought 
in the past to make substantial 
savings in their advertising budg- 
ets by demanding incredibly low 
rates in exchange for a large vol- 
ume of spots. This system has 
worked to their temporary benefit, 
but to the more permanent detri- 
ment of other advertisers and sta- 
tion owners,” he said, because sta- 
tions are soon forced to sandwich 
the spots between dozens more to 
make expenses 

Ignorance on the part of adver- 
tisers and stations is the main cause 
for all four problems, Mr. Eleta 
said 
® With television in 


many in- 


stances well into the discussion | going local. More American manu- 


stage, and in many others an estab- 
| lished fact, it would be wise for 
| advertisers to think in terms of the 
|“ultimate” networks, Mr. Pryor 
| advised. 

| A recent United Nations confer- | 
ence in Paris counted 16 nations 
}with operating TV systems and 
}eight more nations, including Ja- 


Food Sales .... $ 32,282,000 }pan, Thailand, Burma, Pakistan 
129th in U. S. ne freeones — operations 
Drug Sales ... $ 3,944,000 | Latin America is the most active 


— OAKLAND COUNTY — 


48th in U.S. 
Population. ... 
54th in U.S. 
*Retail Sales . . 
48th in U.S. 
Food Sales ... 


52nd in U.S. 
Drug Sales ... 


424,900 
.$421,792,000 
.$114,543,000 


.$ 13,351,000 


Sales Management—200 Leading 
Cities and Counties 


City and Retail Trading Zone, population 
236,891, includes the major portion of Oak- 
lend County. Here the Daily Press gives 
adequate and highly exclusive coverage for 
7 out of 10 Press homes that take no other 
daily newspaper 


ABC NET PAID 50,297 


New York office: 45 W. 45th St 
Judson 2-4297 


PONTIAC 


Daily 


PONTIAC 


PRESS 


MICHIGAN 


area. Mexico has four TV stations, 
Cuba six, Brazil three, and Argen- 
}tina one, according to Mr. Pryor. 
|In the planned or under construc- 
| tion stage are: Cuba, seven; Mexi- 
| co, 25; Argentina and Brazil, five 
jeach; Columbia, Dominican Re- 
| public and Guatemala, one each 

| “The first thing to avoid is the 
|apathy with which many advertis- 
ers viewed the growth of TV in 
this country.” 


8 International magazines have 


ger, Home Products International 
Ltd. 

“But it is also true that the oper- 
ation is very much more complex, 
that the chances for pitfalls and 
wastage are ever so much greater. 
The execution of an export display 
program involves a never-ending 
fight against certain odds. Even 
though there are many up-to-date 
stores, the run-of-the-mill outlet 
does not lend itself particularly 
well to modern display tech- 
niques,” he said. 


@ Mack Burke, v.p., Joshua B. 
Powers Inc., international media 
representative, told the meeting 
that the easing of the newsprint 
situation has been a notable recent 


development. Export advertisers, 
Mr. Burke said, can now plan 
newspaper and magazine cam- 


paigns with the expectation of rel- 
ative rate stability 

Other grades of paper have be- 
come more plentiful at lower 
prices, he said, including coated 
stock and rotogravure papers. 

Commenting on trends in for- 
eign publishing, Mr. Burke stressed 
the increased use of comics in 
strips and supplements in news- 
papers. But so far few of the com- 
ic supplements, he said, carry ad- 
vertising. 


® Color in newspaper advertising 
is now available in many markets, 
|he said. Some papers have extra 
| decks on their presses to print four 
colors on regular runs. He urged 
more export advertisers to take ad- 
vantage of color in their ads. In 
|}many cases, he pointed out, it 
|} would only mean supplying two 
|identical mats of their ads. 

Export advertising, he said, 


is 


facturers have subsidiaries abroad. 
In addition to local impact, there 
also the advantage that local 
advertising is less expensive in 
most markets, he said. 


is 


eli= 


When it's CLOROX-clean... it's SAFER for Family Health! 


BIG AND NEW—Clorox Chemical Co., via 

Honig-Cooper, San Francisco, is using a 

health theme in its new ad drive, the 

biggest ever launched. Scheduled are 23 
ines, 700 ! 


9g e $, 


pap pp 
outdoor and other media. 


outstanding work in advancing in- 
ternational advertising and mar- 


keting. A founder and past presi-| 


dent of EAA, Mr. Powers is presi- 
dent of Editors Press Service and 
a partner in International Public 
Opinion Research Inc. 


Circulation Hits Million 


Effective with the May, 1952, is- 
sue, American Family’s circula- 
tion will pass the 1,000,000 mark. 
J. Barret Scarborough, publisher 
of the magazine, has announced 
that the rates—based on a guaran- 
tee of 750,000—will not be changed 
during the remainder of 1952. The 
publication is distributed through 
independent food stores. 


Phillips to Sherres Agency 

B. G. Phillips has appointed 
Marvin Sherres Advertising, New 
York, to handle newspaper, di- 
rect mail and radio advertising of 
investment securities. 


Advertising Age, May 12, 1952 


'RTMA Asks Radio, TV 
| Industry to Promote 
Sports Attendance 


WASHINGTON, May 7—The Radio- 
| Peboveten Manufacturers Assn. 
| today urged manufacturers, dis- 
|tributors and dealers to step up 
their efforts to encourage attend- 
ance at sports events. 

The association’s special sports 
|committee said relationships with 
|the sports world have improved 
| during the past two years, but that 
many sports figures still fear the 
impact of telecasts and broadcasts 
}on the gate. 
| All segments of the industry 
were urged to participate in every 
local effort to stimulate sports at- 
tendance. Manufacturers were 
asked to withhold support from 
|any co-op ads which carry such 
|/expressions as “stay at home and 
see the game on television.” 

The sports committee said spe- 
cial studies prepared for RTMA 
| by Jerry Jordan “have done much 
lto clear the air of false rumors 
| and unfounded apprehensions.” 


|@ The committee said it is highly 
| important that members and their 
| distributors and dealers “not only 
| encourage attendance at baseball, 
| but plan now to boost interest and 
| attendance at football this fall.” 

The committee chided industry 
members for failure to support 
football promotion last fall. 

“College football officials have 
expressed the opinion that, other 
than Westinghouse activity, very 
little was done by industry mem- 
|bers to encourage attendance at 
college football in 1951,” the com- 
mittee said. 

The report warned that the 20% 
drop in attendance at minor league 
baseball games in 1951 is a cause 
of concern. 


Johnson Introduces Cleaner 

S. C. Johnson & Son, Racine, is 
introducing Car-Plate car cleaner 
via the Robert Montgomery TV 
show which it sponsors on alter- 
nate weeks over NBC. The new 
product will also be plugged on 
Johnson’s daily newscast on Mu- 
tual Broadcasting System. Need- 
ham, Louis & Brorby, Chicago, is 
the agency. 


M. Ryan Co. Changes Name 

M. Ryan Co., New York agency, 
has changed its corporate name to 
Ryan Associates Inc. 


Among the highlights in a talk 
given by Robert H. Johnston, pub- 
lisher, American Exporter, on 
trends in export business publica- 
tions, were these: 

Last vear, 40 export business and | 
industrial publications carried 17,- 
647 pages of advertising. In 1938, 
total advertising in the export bus- 
iness press came to less than 7,000 
pages. Advertising agencies placed | 
90-95% of this advertising in 1951, | 
contrasted with 20 years ago when | 
not more than one-third of the 
copy was from agencies. 


} 
® Forty export business and indus-| 
trial publications had a combined 
circulation of more than 500,000 
copies last year, 65% of which 
were in Spanish or Portuguese, 
Mr. Johnston reported. 


| universally high readership, usual- 
ly among the people with the high- 
est buying power, Harold E. Wein- 
holtz told the convention. Mr 
Weinholtz is in the international 
division of Young & Rubicam 
“Some of the especially attrac- 
tive features of the U. S. interna- 


tional group of magazines is the! 
close control that can be exercised | 


over the advertising, the uniformly 
higher caliber of their printing and 
the facilities provided for the use 
of domestic printing plates where 
the message is adaptable for for- 
eign markets.” 

Before approving an export ad- 


vertising budget, management 
| wants to know anticipated sales 


Overseas readers want informa- 
tion in their ads. “As a general 
rule advertisers need not fear long 
copy in export business advertising 
las long as it is informative. The 
| pace overseas is not as fast as it 
jis here. The number of different 
| places a man sees information on 
a particular piece of equipment is! 
far more limited than in this coun- | 
try, and he is perfectly willing to. 


read a long advertisement if it 
gives him answers to his ques- 
tions.” 


Joshua B. Powers, president of 
Joshua B. Powers Inc., pioneer in- 
ternational publishers’ representa- 
tive, won the annual award of the 
Export Advertising Assn. for his| 


inc. 


HARSHE-ROTMAN 


HARSHE-ROTMAN, inc. 
Public Relations + Publicity 


8 S. DEARBORN, CHICAGO + FRANKLIN 2-5100 
40 E. 49TH STREET, NEW YORK CITY 
42 EAST AVENUE, ROCHESTER, N. Y. 


Founded in 1931 « Morris B. Retnat. President 


ROCHESTER, N.Y. 


The Harshe-Rotman organization 
continues to expand its facilities to better serve 
the firms in western NEW YORK. 

Directed by Warren Phillips, the Rochester office provides 

Public Relations and Publicity counsel and service 

for these clients: Bausch & Lomb Optical Co.; 

Rochester Civic Music Association; Rochester 
General Hospital; Rochester Philharmonic 


Orchestra; The Todd Company. 
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® Advertising Age, May 12, 1952 


Credit Relaxed 
as Slump Hits 
Consumer Goods 


WASHINGTON, May 8—The slump 
in consumer durable sales was of- 
ficially recognized today as the 
Federal Reserve Board junked its 
restrictions on consumer credit. 

Removal of the controls is sup- 
posed to open new markets for 
automobile and appliance dealers 
who have been complaining for 
many months that conditions are 
far from “normal.” 

The sales hypo is administered at | —_ 

a time when production of dur-| pistinGuisHED THREESOME—The hear- 
ables is still stringently controlled | ing aid division of Zenith Radio Corp., 
by the National Production Au-| Chicago, is running ads like this one in 
thority. | magazines for a special campaign during 

During the present quarter, the| May, June and July. This ad appeared 
production of automobiles will! in the May 12 Newsweek. Batten, Barton 
amount to only about 1,100,000 Durstine & Osborn is the agency. 
units, compared with more than) 
1,500,000 units quarterly in 1950.| September, 1950. As the panic sub- 
Production of appliances is at| sided, outstanding credit settled 
about 50% of the 1950 rate. |at $13,149,000,000 in March, 1951, 

and increased only $173,000,000 in 
® The Federal Reserve Board) the following 12 months. 
acknowledged several weeks ago| Last month, the Federal Reserve 
that it was considering a change| Board’s annual study of consumer 
in its instalment controls, but said| buying plans showed that sales 
that it had hoped to keep the lid| prospects for durables and auto- 
on until after the steel situation|mobiles in 1952 would be bad 


et erewee eoeerres 


These three great 
Amerware can attend amy 
type of hearing sid 
af any price They wear 
the seventy fine dedlar 


Zeath bearing avd 


was resolved. 

In lifting the regulation, it asked 
Congress to continue “stand-by” 
authority to reinstate controls in 
the event inflationary pressures 
develop. 

Before the controls were lifted, 
the instalment rules required one- 
third down on automobiles and 
15% down on other appliances, 
with a maximum of 18 months for 
payment of the balance. 

The control ruling was issued at 
the height of the panic buying in 


| without new sales incentives. 
s Yesterday, Oliver S. Powell, a 
member of the board, told the 
Tennessee Bankers Assn. that 
| powerful anti-inflation forces had 
/come into operation. 

He said high taxes are deterring 
private spending. In addition, he 
explained, “there seems to have 
been a lack of an urge to buy on 
the part of consumers. This was 
probably a composite result of a 
number of factors.” 


FRB’s Schweiger Doubts Lifting of "W’ 
Will Cure Retailers’ Troubles in a Hurry 


ANN ArRBor, Micu., May 9—Mar- 
keters anc retailers who expect the 
lifting of Regulation “W” to cure 
the current retail sales slump may 
be in for a big disappointment. 
That is the belief of Irving 
Schweiger of the Federal Reserve 
Board’s consumer credit and fi- 
nances section, division of research 
and statistics. 

Mr. Schweiger expressed the 
opinion in an interview with Ap- 
VERTISING AGE just before his 
scheduled talk here at the annual 
marketing research conference of 
the University of Michigan. His 
speech will review the findings of 
the Reserve Board’s annual Sur- 
vey of Consumer Finances. 

The annual surveys, he said, 
have indicated that a study of con- 
sumer buying plans “can contrib- 
ute substantially to our ability to 
forecast.” And it is because of these 
surveys that he has doubts about 
the stimulating effect of the lift- 
ing of controls. 


® The most significant fact pro- 
duced by the latest survey, he told 
AA, is that “the majority of con- 
sumers (six out of ten) feel the 
present to be a poor time to make 
large purchases such as automo- 
biles and major household goods.” 

He pointed out that this attitude 
is understandable since many con- 
sumers are convinced that prices 
are too high now and that con- 
sumers do not get fair value for 
their money. 

Mr. Schweiger thinks the only 
effective way to stimulate lagging 
sales will be to convince the ma- 


jority of American consumers that | 


now is the time to buy. 


® He told AA that the Federal Re-| 


serve Board had checked back on 
the people who said they believed 
“now is not the time to buy” in 


1950 and 1951. “The study showed 
that these people buy at a rate only 
half as high as the people who 
| think it is a good time to buy,” he 
| said. 

There are several ways that mar- 
keters could approach the problem 
of convincing consumers that they 
will not make a mistake by buy- 
ing now, Mr. Schweiger said. “For 
example, they could introduce new 
models or they could provide as- 
surances that prices have leveled 
off.” 

He is convinced that the lifting 
of Regulation “W” makes sense, in 
view of the facts on consumer buy- 
ing plans turned up by the survey. 
The study showed that there will 
be more cars and appliances than 
people who planned to buy them at 
the time the study was made (AA, 
April 14). 


Wynn Appointed Executive V.P. 
of Mitchell WerBell Agency 


James M. (Mac) Wynn, formerly 
advertising director of the Atlanta 
Constitution and Journal, has been 
appointed executive v.p. of Mit- 
chell WerBell Advertising, Atlanta. 

Mr. Wynn began his career in 
the ad department of the Louis- 
ville Herald Post in 1925 and trans- 
ferred to the Indianapolis News in 


1928 and then to the ad depart- 
ment of the Louisville Courier- 
Journal and the Louisville Times} 
in 1929. He became national ad} 
manager of the Courier-Journal 
and Times in 1937 and promotion 
manager and public relations di- 
rector for the papers and WHAS, 
Louisville, in 1943. In 1947 he was 


|named sales director of WHAS. He 


joined the Constitution and Jour- 
nal in 1943. 


Wright to ‘Field & Stream’ 


Ed F. Wright, formerly of Farm 
Journal and Pathfinder, has joined 
the eastern sales staff of Field & 


| Stream. 
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Last Minute News Flashes Typographers 


French Promotes Mustard, Sauce for Barbecues 

New York, May 9—R. T. French Co., Rochester. will use color spreads 
in the June issue of McCall's, The Saturday Evening Post (July 5), and 
the September Better Homes & Gardens, to promote French’s mustard 
and Worcestershire sauce for barbecues. Ads will stress “everything 
for barbecuing” including special recipes. J. Walter Thompson Co. is 
the agency. 


Flex-Let Names Rosen Ad, Display Manager 

New York, May 9—Sy Rosen, metropolitan sales representative of 
Flex-Let Corp., manufacturer of Beau Brummel men’s jewelry and 
watch bands, has been named advertising and display manager of the 
company, a new position, Before joining Flex-Let, Mr. Rosen headed 
his own merchandising service for retail jewelers. The account is han- 
dled by Ben Sackheim Inc. 


Magazine Revenues Hit New High; Other Late News 
|@ The Magazine Advertising Bureau reports that magazine revenues 
|for the first four months of 1952 were the highest for any recorded 
period, up to $177,863,197 for 94 farm and general magazines checked 


increased 3.7%. 


e@ Leblanc Corp., Lafayette, La., currently in reorganization under the 
Bankruptcy Act, has begun a radio campaign for Hadacol in eight 
southern states. One-minute spots, transcribed and produced by Erwin, 
Wasey & Co., are being placed direct by Leblanc. The states are Ala- 
bama, Arkansas, Georgia, Oklahoma, Louisiana, Tennessee, Texas, 
Mississippi, plus Cincinnati and Asheville, N. C. 


e@ The New York Better Business Bureau will shortly join the ranks 
of local organizations who have issued consumer and advertising guides 
in connection with home freezer-food plans. 


e Alexander H. Aronson, Ist v.p., treasurer and account general man- 
ager of Ronson Art Metal Works Inc., Newark, since 1940, has been 
elected president and general manager of the company. He succeeds 
Alexander Harris, who is retiring. 


e Lever Bros. Co., New York, has appointed Albert A. Clarke Jr., for- 
merly senior associate with McKinsey & Co., management consultant, 
as brand merchandising manager. 


e@ Toni Co.’s new trio (regular, super and very gentle) of Toni hcme 
permanents will get the “principal portion” of the company’s $12,000,- 
000 ad expenditure for 1952, with money going into two-color ads in 
newspapers in more than 100 cities, and magazines. On the schedule, 
which starts June 15, are Country Gentleman, Dell Modern Group, 
Family Circle, Household, Life, Parents’ Magazine, Seventeen, Today’s 
Woman, True Confessions and True Story Women’s Group. 


NPA Expects to 
Lift Color TV 
Ban Next Week 


WASHINGTON, May 9—National, 
Production Authority Chief Henry 
Fowler expects to sign an order 
next week opening the way for un- 
limited production of color TV 
sets. 

The order will permit individual 
companies to make color sets if 
they can show that there will be 
no interference with their defense 
production. 

NPA’s order M-90 executed last 
October banning color set produc- 
tion is causing a tempest within 
NPA. The electronics industrr is 
virtually united in supporting the | 
order, and the munitions board | 
and manpower authorities are sup- 
porting the industry’s concern over 
the possible diversion of engineers 
from defense work. 


ists that some will. Nor is there 
any indication whether any com- 
pany other than Paramount will 
apply, particularly since there are 
no colorcasts at this time. 

Topside feeling is that none of 
this is NPA’s business. Officials 
who must make the decision feel 
they have an obligation to pro- 
tect the defense program. Beyond 
that, it will be up to Paramount 
and other companies to do what 
they want with color. 


s There was no comment forth- 
coming from Columbia Broadcast- 
ing System as to what steps it 
would take—if any—to get color 
TV going again if given the green 
light to do so by NPA. Nor would 
Radio Corp. of America say 
whether such a move would 
prompt that company to request 
the Federal Communications Com- 
mission to reconsider its color de- 
cision. 

However, some sources pointed 
out CBS’ reaction, particularly as 
relates to manufacturing, will be 
largely dependent on whether or 
not the company gets an additional 
allotment of the necessary mate- 
rials. 


# But NPA’s top officials have, 
decided to overrule them. Men who 
would have to face the music feel 
that the ban on color sticks out as 
a highly unorthodox restriction 
since color is the only civilian 
product specifically banned by 
NPA. 

The demand for modification of | 
the order is coming from Para- | 
mount Pictures Corp., which con- 
trols the Lawrence tri-color tube. 
Paramount says it can make color 
sets without additional material or 
manpower. It contends the order is | 
an indefensible interference with 
its business. 


Pfeiffer Signs Leigh Blimp 


Pfeiffer Brewing Co., Detroit, 
has signed a contract with Douglas 
| Leigh Spectaculars Inc., New York, 
to use the Leigh advertising blimp 
for a six-month barnstorming 
operation over all of Pfeiffer’s 
market areas in Michigan and 
Ohio. Scheduled to go into opera- 
tion about May 15, the dirigible 
will cover approximately 660 cities 
and is expected to be seen by more 
than 10,000,000 people. Mr. Leigh 
expects to have another airship 
ready for operations along the At- 
lantic Coast soon. Full use by the 
navy of blimp facilities at Lake- 
hurst, N. J., has prevented dirigible 
use over the New York and Phila- 
delphia areas during the last year. 


s The modified order represents a 
middle course. Each company pro- 
posing to make color sets will have 
to submit an application and show 
there will be no interference with 
defense. 

NPA has no idea whether any 
companies, including Paramount, 
will qualify, but the impression ex- 


Leam Promotes Billingslea 

L. M. Billingslea, v.p. and direc- 
tor of advertising sales of Leam 
Corp.’s Baby Talk, New York, has 
been appointed assistant publisher 
of the magazine. 


by Publishers Information Bureau. This is a 10.3% increase; pages 


End Strike of 
Rockford Papers 


Rockrorp, May 9—-The Inter- 
national Typographical Union last 
night okayed a new contract with 
Rockford Consolidated Newspa- 
pers Inc. The union struck the 
newspaper company on March 24, 
although publication of the Regis- 
ter-Republic and Star didn’t stop 
until April 25. 

The union ratified the contract 
on the condition that it would re- 
turn to work as soon as an agree- 
ment was reached between the 
publisher and the American News- 
paper Guild. Late last night, the 
guild unanimously approved a new 
contract. 

The afternoon Register-Republic 
will resume publication today and 
the morning Star wil! be on the 
street Saturday. 


@® The new ITU contract was 
termed a “very satisfactory agree- 
ment” by Joseph Rhoden, ITU rep- 
resentative. 

“It will permit the use of purely 
daily live newsmatter but will pro- 
hibit [the teletypesetting of] any 
matter of an editorial nature, such 
as columnists, women’s pages, ex- 
pressions of opinion or features 
matter of any type,” Mr. Rhoden 
said. 

“They agreed further that no 
tape from outside the composing 
room will be used to bring about 
a reduction of the force,” he saidl 

The new contract also calls for 
wage increases. The scale for day 
workers was raised to $95 a week; 
for night workers, it was upped ta 
$100. Under a cost-of-living es 
calator clause, these amounts ar@ 
further increased to $96.39 and 
$101.39, respectively. ¢ 
® With the Rockford settlement, 
the number of newspapers still 
struck this week was reduced t@ 
two. ‘ 
The Tacoma News-Tribune hag 
been struck by pressmen sinc@ 
April 12, and efforts of a federal 
mediator last week failed to bring 
the walkout any closer to an end, 
Wages are involved in this strike, 
with pressmen asking $3.10 an 
hour, according to newspaper of4 
ficials. The News-Tribune has of- 
fered $2.95. 

The Herald, Hazard, Ky., has 
been shut down since last October 
by a strike of compositors belong- 
ing to District 50 of the United 
Mine Workers. The strike started 
when the paper’s publisher, Fred 
Bullard, refused to recognize the 
United Construction Workers, part 
of District 50, as bargaining agent 
for the Herald’s seven printers. 


RALPH W. CRAM 

Davenport, Ia., May 9—Ralph 
W. Cram, 82, formerly editor and 
publisher of the Davenport Demo- 
crat, died of a heart ailment yes- 
terday after an illness of several 
months, Mr. Cram retired in 1940 


Colgate Promotes Hoff 

Irvin W. Hoff, assistant adver- 
tising manager of Coigate-Palm- 
olive-Peet, Jersey City, has been 
promoted to advertising manager 
Prior to joining Colgate in 1949, 
Mr. Hoff was sales and advertising 
manager of Block Drug Co., Jersey 
City, and product director for 
Johnson & Johnson, New Bruns- 
wick, N.J. Robert E. Healy, who 
had been v.p. in charge of adver- 
tising for Colgate, resigned in 
January and recently joined Mc- 
Cann-Erickson. 


Helen Ayers Joins Orr 

Mrs. Helen Slater Ayers, for- 
merly with Irving Serwer Adver- 
tising, has joined the copy staff 
of Robert W. Orr & Associates, 
New York. 
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Grabhorn Hits 
Brorby's Views 
on Spot Costs 


Wicuita, Kan., May 8—Murray 
Grabhorn of Edward Petry & Co 
radio-TV_ station representative 
this week took issue with Melvin 


Brorby of Needham, Louis & Bror- 
by on the subject of cost trends in 
spot radio 

A good portion of Mr. Grabhorn’s 


speech before the Kansas Broad- 
casters Assn. here was an answer 
to remarks made by Mr. Brorby 


at the recent Four A's convention 
(AA, April 7) 
Mr. Grabhorn started by quoting | 


this excerpt from Mr. Brorby’s 
speech 

“Trends within the various me- 
dia comparing 1951 with 1952) 


showed that cost-per-thousand for 


magazines had risen 7%, for out-| 


door advertising 5%, for network] 
time 16% and for spot radio time| 
990," 

22% | 
@ Mr. Grabhorn then went on to} 


show why he thought these figures | 


presented an unfair picture 

“A lot of advertisers and agency 
executives read that. And they got 
the impression that spot radio costs 
had increased way out of propor-| 
tion with other media 

“In his talk Mr. Brorby carefully 
warned that his figures should not 
to compare media since 
there was variation in the accuracy 


be used 


“ 
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CLINIC RECESS—Caught between sessions of Columbia Broadcasting System's recent 
TV meeting in New York (left to right): J. L. Van Volkenburg, president of the CBS 


Television division; 


Shirley Moore and Worth Kramer of WJR, Detroit, and Bill 


Schudt, director of station relations for CBS Radio. 


| point out that the cost of spot, like 


the cost of network, was very diffi- 
cult for him to compute as a broad 
measure of the media. He cited the 
differences in markets, in stations, 
in TV influence. To arrive at his 
conclusions he used what he took 
to be a representative list of 32 
stations in all sections of the coun- 
try, varying in power and network 
affiliation. Then he applied a Niel- 
sen radio index against the radio 


‘homes in the areas covered. 


es “Now I won't beggar the point 
that applying a national Nielsen 
figure to a group of scattered sta- 
makes funny research. But 
here is the point where I do re- 
spectfully take issue. I want to 
compare his analysis, based on 32 


tions 


of figures and since these figures | random stations, with a matched 
were given in index form rather 


|}sample more than three times as 
big—-97 stations to be exact. This 
- analysis was prepared by the Sta- 
index figures and percentages. You tistical Tabulating Co. for the Na- 


than in actual dollars 
“You can have a lot of fun with| 


can for on point Pe can po tional Assn. of Radio & Television 
Sn oe oS ee © 4nd) Station Representatives when I 
cite a 1% illness rate. Nothing seri- | 


ous. Or you can point to one sick | 
person out of a group of four and} 
get illness rate. Same sick| 
person. ..but in the second instance 
you practically have an epidemic | 
on your hands. That’s what the! 
press picked up, an epidemic, and| 
a lot of people read the headlines | 
and lined up for inoculations 

“Mr. Brorby was very frank to 


a 25% 


| 


Lower your 
production 
costs 
Add to the quality of 


your point-of-sale 
displays, car cards, 
calendars, price cards 
with 
FALPACO 
COATED 
BLANKS 


Ask your distributor 


for samples and prices 


FALULAH 


PAPER COMPANY 


: A|PAco 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N.Y 
MIbLS—FITCHBURG, MASS. 


was that organization’s managing 
director. This matched sample was 
obtained by selecting a group of 
stations which were on the air in 
July, 1941, and which were also 
on the air in July, 1951—with the 
same power and network affilia- 
tion. It took over 300 random se- 
lections to get a list of 97 with 
matching data 


@ “On the basis of this highly ac- 
curate statistical comparison it was 
found that the average Class A 
one-hour rate had increased 12.8% 
from July, 1941, to July, 1951. In 
dollars and cents the average went 
from $145 to $163 

“Meanwhile, what had happened 
to radio circulation? 


“In 1941 there were 29,700,000 
radio families in the country. In 


1951 there were 45,850,000—an in- 
crease of 54%. 

“Where would radio rates be if 
they had gone up along with cir- 
culation? They'd average $223 a 
Class A hour instead of the cur- 
rent $163 

“Briefly then, rates in actual 
dollars over a 10-year period have 
gone up some 12%. But when you 
relate them to added circulation 
they have in effect gone down by 
27%. 

“And remember we have not 
taken any account of the 20,000,- 
000 car radios or the 35,000,000 to 
36,000,000 secondary and tertiary 
True, these extra sets don’t 
mean extra families. But they cer- 


sets 


tainly mean extra listening. And 
extra opportunity for a radio ad- 
vertiser to gain new impact and 
greater frequency of impact. 

e@ “You will have noticed, of 
course, that I have been talking 


available circulation rather 
than about actual listeners to a sta- 
tion at any given time. There are 
In the first place 
even a moderately complete dis- 
cussion of audience sizes as shown 
by a wide variety of differing rat- 
ing methods would keep us all here 


about 


two reasons why 


well into next week. 

“But even more important, why 
should we analyze listenership un- 
less the—usually rather low—fig- 
ures for readership are set out for 
printed media? Mr. Brorby’s an- 
alysis didn’t bother to equate vari- 
ous media on this score... 

“Radio rates, in relation to cir- 
culation, have decreased them- 
selves—and not because of adver- 
tiser pressure—by some 27% over 
the last 10 years. Meanwhile the 
milline rates of newspapers, morn- 
ing, evening and Sunday, have 
jumped some 8%. And magazine 
costs-per-thousand are up some 
11%. Is there any reason short of 
a charity we can’t afford to let our 
value-giving radio rates slide down 
still lower?” 


Westinghouse Opens 
Life-Linestarter Ad 
. = ’ ’ 
Drive with a ‘Dare 
PITTSBURGH, May 6—Westing- 
house Electric Corp. aims “to be- 
come a major factor in the motor 
control market” through a new 
merchandising program launched 
this month. 
The campaign, prepared by the 
company’s standard control divi- 
sion, was kicked off with spreads 


jin replacement and design publi- 


cations. 

Called “Dare to Compare,” the 
program has a number of gim- 
micks. One is a blindfold strip- 
down test of a Westinghouse “Life- 
Linestarter.” Salesmen will be 
urged to demonstrate the starter’s 
simplicity of design by removing 
the major parts blindfolded in the 
presence of a customer 

Westinghouse says the “test can 
be perfected with one evening’s 
practice at home.” 


2 A second phase of the program 
is “Add-A-Part.” A mailing piece 
will be sent to 12,000 selected re- 
sale manufacturing firms. Those 


wishing to take part will then re-| 


ceive one major part of the line- 


starter each week. By adding a part} 


each week—a process which sup- 
posedly takes only a screw driver 
and five minutes—a complete life- 
linestarter is assembled in seven 
weeks—free of charge 
Westinghouse will push the pro- 
gram nationally with an ad cam- 
paign running through 1952. All 
districts are expected to be cov- 


lered by October 


Launches Drive for Hardware 

A campaign emphasizing pres- 
sure-cast aluminum hardware and 
its rust-proof feature by P. & F. 
Corbin division of American Hard- 
ware Corp., New Britain, Conn., 
is being run in trade and consumer 
publications. The consumer _pub- 
lications scheduled are _ Better 
Homes & Gardens, House Beauti- 
ful’s Building & Maintenance Man- 
ual, House & Garden's Book af 
Building, Small Homes Guide and 
The Saturday Evening Post. Hor- 
ton Noyes Co., Providence, is the 
agency. 
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‘Best Ad Medium’ Doesn't Exist 


(Continued from Page 3) 
history of the radio industry. The 
slight decreases in percentage of 
sets tuned in is more than offset 
by the increase in the number of 
sets.” 

To prove his point, Mr. Stolz- 
off listed network daytime adver- 
tisers—Lever Bros., Nabisco, Lig- 
gett & Myers, Continental Baking 
Co., Procter & Gamble (seven CBS 
| programs), General Foods, Pills- 
bury, Toni, Miles Laboratories, Ar- 


}mour, Colgate and Campbell’s 
soups. 
He commented: 


| “To me, that is a pretty impres- | 


sive list of companies to be stand- 

ing on the rail of this so-called 
|‘sinking ship’...The national bills 
for daytime radio are being paid 
|by some of the sharpest national 
| advertisers in the country. And 
; every one of those advertisers gets 
}an awfully good run for every one 
|of his dollars or he moves his dol- 
lars somewhere else.” 


@ Mr. Stolzoff also pointed out 
that, because there are only 63 TV 
cities, spot radio is getting a good 
play right now. He said thousands 
of local advertisers are satisfied 
that radio delivers sales. 


And “sales are still the pay-off,” 
Mr. Stolzoff reminded the admen— 
not research yardsticks. 

Radio has surprised its detrac- 
tors in the matter of total billing, 
Mr. Stolzoff reported. He noted 
that “in 1951 the AM-FM radio in- 
dustry had an income of $455,000,- 
000. This was the largest dollar 
volume in the history of the AM- 
FM radio industry and represented 
an increase of about $11,000,000 
over the previous year.” 


@ Why is radio still going strong? 
Mr. Stolzoff gave two reasons. One 
is “that radio seems to be. selling 
a lot of merchandise for a lot of 
advertisers.” 
A second reason—one Mr. Stolz- 
off thinks is often overlooked—is 
| that radio is a good buy. Audience 
|size may have decreased—with 
rates remaining the same—but he 
pointed out that there is nothing 
“unique” in this situation. Maga- 
zines and newspapers have been 
| increasing rates, he said, with few 
}of them adding much in circula- 
|tion. “So, no matter -how we look 
at it,” he concluded, “circulation 
|costs for everything, with the pos- 
| sible exception of television, are 
| increasing.” 


CLEVELAND, May 7—Advertising 
must group to defend itself against 
attacks from two domestic enemies, 
the uninformed educator and the 
uninformed legislator, John P. 


Uninformed Legislators and Educators 
Are Enemies of Advertising: Cunningham 


” 


“The screams are bad, too, 
he said. “They get into the living 
room draperies.” 

Mr. Cunningham, newly elected 
to the Four A’s post, is executive 


Cunningham, board chairman of! v.p. of Cunningham & Walsh and, 
the Four A’s, declared here today. among other things, handles the 
Refuting the critics of advertis- agency’s Chesterfield account. 

ing, particularly some educators, 


Mr. Cunningham told the Cleve- 
land Advertising Club: 

“As we all know, there is a small 
group of pseudo-economists who 
teach in our schools and colleges | 
who do not understand the true 
power and value of advertising. 
They are inclined to scoff at it— 
call it wasteful, uneconomical and 
extravagant. 

“Nothing could be further from 
the truth. It is the constant job of 
the American Assn. of Advertis- 
ing Agencies, the ANA and ad-| 
vertising clubs to keep teachers 
and professors supplied with fair, 
j honest information about adver- 
| tising and its power.” 


@ Mr. Cunningham called for a 
| Vigorous fight against legislators, 
| national and state, who have pro- 
| posed bills to tax advertising. 
| “A tax on advertising is a tax 
| on the stimulus to sale, a tax on 
| salesmanship, just as truly as if 
|the government slapped a tax on 
| an automobile salesman every time 
| he opened his mouth,” Mr. Cun- 
| ningham said. 

“Once taxation starts to throttle 
selling vitality, the government 
| starts to kill the goose that lays 
the golden billions. Business has to 
make it before the government 
can take it,” he added. 

Scanning the “outlook for ad- 
vertising,” his speech topic, Mr. 
|Cunningham said that “probably 
|} the biggest problems and biggest 
| opportunities” for advertising lie 
in television. 


@ “We've got to watch our step,” 
he warned. “We've got to watch 
our commercials. Poeple don’t 
like the herding of three, four and 


® He predicted the networks will 
take over their own editorial re- 
sponsibilities and not leave it to 
advertisers, as they did on radio. 

Education on the power and 
service of advertising must be ex- 
tended to “many huge American 
corporations” that do not use ad- 
vertising because they think they 
do not need it, he said. 

“I mean the ones who are con- 
stantly in trouble in Washington 
and who are not understood by the 
public despite their size.’ Too 
many men in control of these big 
American corporations do not fully 
understand the power and the 
force of advertising. One of the 
assignments that all advertising 
men might well undertake for 
themselves for the next few years 
is to try to bridge this gap.” 


s If you examine the boards of 
directors of almost any American 
company, he said, you are likely 
to find several bankers, several 
lawyers, a professional trustee or 
two and maybe the descendant of 
the founder, the president and 
sundry vice-presidents represent- 
ing just about every business op- 
eration save advertising. 

He declared: “All advertising 
men know that lawyers and bank- 
ers have a singular lack of appre- 
ciation about what advertising can 
do for business. Bank appropria- 
tions are pitifully small, and very 
few have found what advertising 
can do for them.” 

There is a fertile field in which 
advertising men can work in this 
banker-lawyer-director group, Mr. 
Cunningham said. For one thing, 
they should be shown how adver- 


five commercials between shows, 
around the station break time.” 

Television also must watch its 
gun play and its murders, Mr. 
Cunningham said, referring to the 
Videotown survey in which many 
mothers complained of the gun- 
wielding that caused their children 
to brandish guns, even to the ex- 
tent of hitting grandpa on the head 
with the butt of one. 


tising can sell the American in- 
;centive system in business, he 
added. 


| 


Conner Named Ad Manager 


Edward J. Conner has been ap- 
pointed advertising manager of 
Household Outfitting Co., Scran- 
ton, Pa., succeeding the late Sol 
Dreisen, He formerly served as ad- 
vertising manager of several Sears, 
' Roebuck & Co. stores. 
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PANEL MEN—The trio here were members of a panel on media merchandising at a 
merchandising clinic sponsored by the New York chapter of American Marketing 
Assn. and the Sales Executives Club. Left to right: Pasquale D'Agostino, president 
of D’Agostino Bros. supermarkets; Hal M. Chase, director of marketing, National 
Biscuit Co., and Jules S. Trieb, consumer promotion manager, McCann-Erickson. 


Retail Advertising Is Hitting New Lows, 
Bedell Tells Missouri Journalism Students 


Cotumsia, Mo., May 8—“Retail 
advertising is at its lowest and 


weakest point in many years,” ing. Mr. Condict emphasized that De 


Louis Globe-Democrat, spoke to 
the group on newspaper advertis- 


more than doubled since 1941), 
Mr. Wilks discussed five basic ele- 
ments of mail order copy which 
Sears has found effective—facts, 
news value, specifics instead of 
vague generalities, emotional ap- 
peals and of course, price. (Sears 
copywriters, he said, are given a 
list of no less than 149 different 
| ways of promoting low prices.) 
Discussing the mystery of mail 
|order pulls in general, Mr. Wilks 
| told the group that $5 out of every 
| $100 spent on everything but food, 
| liquor, houses, automobiles and 
bmernge goes to Sears retail and 
; mail order combined. | 
| 
|s Earl F. English, dean of the 
|university’s school of journalism, 
will present the Missouri honor 
| awards for distinguished service to 
|journalism at the celebration to-| 
morrow. These will go to Alex- 
ander F. Jones, executive editor, 
| Syracuse Herald-Journal and Her-| 
|ald-American, and past president | 
lof the American Society of News- 
paper Editors; Charles C. Clayton, 
editorial writer, St. Louis Globe-| 
mocrat; Fairfax M. Cone, presi- 


University of Missouri journalism editorial matter and not advertis-| dent, Foote, Cone & Belding, and 


students were told yesterday after- 
noon. 

Clyde O. Bedell, Clyde Bedell 
Inc., Park Ridge, Ill, advertising 
consultant, made the statement in 
his talk, “The End of the Gravy 
Train Ride,” at the university's an- 
nual Journalism Week celebration 
here. He said the reason for ad- 
vertising’s weakened condition is 
that for the past 12 years it didn’t 
have to be good in order to get re- 
sults in a seller’s market and listed 
its “four creative weaknesses.” 


® Mr. Bedell’s four points are: (1) 
failure to use the right words in 
headlines; (2) failure to “carbon- 
ate” copy and make it interesting; 
(3) failure to tell a complete and 
adequate selling story, and (4) 
failure to communicate because of 
poor layouts and type selection 
even if other elements are good. 
Department stores, Mr. Bedell 
said, have enjoyed lush profits and 
high sales and simply by the act 
of advertising have had good re- 
sponse. This makes retailers think 
advertising has done the job, he 
pointed out, but said that in a great 
many cases, advertising has been 
borne by the store instead of bear- 
ing it up. 
® Earlier in the day, Wilson Con- 
dict, advertising director of the St. 
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ing keeps newspapers in business. 
Referring to a speech made last 
January by John P. Cunningham, 
executive v.p. of Cunningham & 
Walsh, at the annual meeting of 
the Newspaper Advertising Execu- 
tives Assn. (AA, Jan. 28), Mr. 
| Condict said that since most news 
|stories are concerned with trage- 
dies of one kind or another, people 
turn to the advertising columns for 
relief. “Behind the thin fabric of 
fear and uncertainty that the edi- 
tor necessarily weaves into his 
news columns is this solid wall of 
reassurance in the advertising col- 
umns,” he said, quoting from Mr. 
Cunningham. 

Mr. Condict echoed Mr. Bedell’s 
feelings about a declining seller’s 
market and said that “with the re- 
turn of the buyer’s ability to 
choose, sales expenditures are 
bound to rise again, and the manu- 
facturer who is slow to accept that 
fact may very well find himself in 
trouble.” He added: “The market 
is bigger than anyone ever imag- 
ined it could be, and it is going to 
take a bigger sales and advertising 
| effort to tap that market.” 
rr) Speaking before the afternoon 
session, Richard D. Crisp, director 
of marketing research, Tatham- 
Laird, Chicago, discussed changes 
|taking place in the advertising 
business today under the title, 
“Death of a Huckster.” Unlike ear- 
ly organizations, Mr. Crisp said, 
today’s agencies are “vitally con- 
cerned with every facet of the en- 
| tire marketing operation of their 
| clients. Therefore, it’s up to the 
lagency to check on anything its 
client does which might keep its 
advertising from being effective. 
“One function of a good agency,” 
he said, “is to protect its clients 
|from the client-executives’ errors 
of judgment.” 
| Citing examples from his own 
jagency’s experience, Mr. Crisp 
stressed the importance of having 
a complete advertising and mer- 
chandising plan backed up by ex- 
tensive and fact-producing re- 
| search for each client. 

Despite the popular stereotype 
of advertising and the advertising 


” 


Clifton Utley, Chicago National 
Broadcasting Co. newscaster. An 
award will also go to the Journal 
and Evening Bulletin, Providence, 
R.1., in honor of its 132 years in 
business. This will be accepted by | 
Sevellon Brown, editor and pub- 
lisher, who will address the group's 
afternoon gathering. 


jradio and television affiliates, the 


Minimum Cost of 
VHF Station $119,550, 
Says CBS Engineer 


New York, May 7—A. B. Cham- 
berlain, chief engineer for CBS 
Television, estimates that a new 


151 


areas; (3) an allowance is made 
for more expensive transmitter 
equipment, and (4) a bigger bud- 
get is allowed for film facilities. 


Agency Bows in San Diego 
Poster Advertising Agency has 

been formed in the Land Title 

Bldg., San Diego. The company 


UHF station can be constructed in| will devote itself exclusively to. 


a city of less than 50,000 popula- 
tion for a minimum of $119,550. 
Comparable figures for a high- 
band VHF outlet and a low-band 
VHF station, respectively, were 
put at $116,950 and $111,700. 
Speaking before a clinic of CBS 


engineer suggested that $1,059,500 
would be needed to install a UHF 
station in one of the country’s 
largest metropolitan areas like 
New York or Chicago, compared 
with $1,018,900 for VHF high-band 
and $874,500 for VHF low-band 
Stations. 


@ His figures for intermediate 
population classifications were: 
UHF VHF VHF 


City High band Low band 
250,000 $340,250 $336,700 $342,000 | 

250,000- 

e 1,000,000 436,920 431,460 430,760 
ver 
1,000,000 604.700 544,600 567,600 


The estimated cost of the sta- 
tion increases with city size, it was 
explained, because: (1) more 
space is required in bigger cities; 
(2) a higher antenna is generally 


outdoor display advertising. Mark 
W. Moore heads the organization 
He began his advertising career in 
1924 and formerly was sales man- 
ager of Robert Cordtz Co., San 
Diego outdoor advertising com- 
pany. 


A new Handbook 
for editors, layout 
men! Hundreds of 
practical, effective 
illustration tech- 
niques explained and 
demonstrated! 

84 pages, 

highly illustrated, 
full of ideas 
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by KENNETH B. BUTLER 
lecturer at Northwestern Univ’ ty, 
weekly columnist in 

Advertising Age 


Butter Typé-Desicn Researncn Center 
MeNpota 3, ILLiNnois 


needed for more thickly populated 


man, Mr. Crisp said, advertising is | 


“first of all a business and not a 
‘game.’”’ 


vertising is better and sounder on 
the whole than last year’s was. 


Next year’s advertising will con-| 


tinue the progress.” 


s “Mail Order Copy Gets Down to | 


Earth” was the subject chosen by 
E. W. Wilks, copy chief for Sears, 
Roebuck & Co., who outlined Sears’ 
training program for copywriters 
for the assembled journalism stu- 
dents. First of all emphasizing that 
mail order does have a future 
| (Sears’ mail order volume has 


Summarizing, the Tath-| 
am-Laird exec said: “Today’s ad-| 


Writes CHARLES C. GREENE, V. P. 
Doremus & Company, Chicago: 
66 ] ] S { 4 
get real satisfaction 
in a leisurely session with AA 
on Monday night” 
“Advertising Age has a top spot on my Monday 
agenda. I like to take a fast look at Last Minute 
Flashes and the front page stories at the office in the 
morning. But my personal copy sent to my home is 
the one that gives me real satisfaction in a leisurely 
session with it Monday night. 
“It is absolutely essential, it seems to me, for an 
advertising and public relations man to know what's 
going on in his own business before he can be helpful 
to others in the conduct of their business. The things 
I want to know are covered by Ad Age with com- 
petence and authority, and I find that my own 
home—away from office hustle—is the place to read and absorb it from cover to cover. 
“Your entire staff is to be congratulated on its consistent production of an informative, 
well written and well edited newspaper. The timely news stories, special features and 
The Voice of the Advertiser are just a few of my favorite sections.” 
Need more be said. Why don’t you, like Mr. Greene, begin NOW to get real satisfaction 
out of AA—away from office hustle? The coupon below will bring a personal subscription 
to your home—plus, FREE, a copy of “How to Put Salesense in Advertising,” Jim 
Woolf's widely-discussed weekly AA articles in handbook form. 
ea en ne Sea ay 
| Advertising Age ; 
| Dept. M12, 200 E. Illinois St., Chicago 11, Ill. | 
| Please enter my 1-year subscription to Advertising Age and mail 1 
| it to my home address. I am to receive FREE your new compila- | 
tion of the best of the “Salesense” articles by James D. Woolf. 
| My Name | 
De : | 
1 Street | 
| Address | 
| | 
| City Zone. State —. 
(CO My check for $3 is enclosed. _[) Bill me later. 
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| Over *52,000,000.00 | 
in advertising! 


Here is the best proof you could want 
of the tremendous sales potential of 
the Chicago Tribune market 


DURING the twelve months ended March 31, 1952, advertisers spent more 
than $52,000,000.00 for advertising in the Tribune. Consider the buying power 
which makes this investment possible and the buying action which the 
Tribune gets! 

Here is advertising that is in the main checked every day and every week 
for results. Advertising placed by advertisers who spend less than $100.00 a 
year and by those who spend almost $2,000,000.00 annually in the Tribune. 

Here are readers with a tremendous sales potential on whom you can 
concentrate with confidence. Here is the newspaper which has sales-making 
power unequaled by any other newspaper in the world. 

In classification after classification, the easier it is for an advertiser to 
check results the more the productivity of the Tribune is apparent. 

Business is here for those who go after it. Ask a Tribune salesman to help 


you get it. 
Chi Grib 
THE WORLD'S GREATEST NEWSPAPER 
Chicago New York City Detroit San Francisco Los Angeles 
ADVERTISING SALES A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


REPRESENTATIVES: 1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Blvd. 
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